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The  Known  Factor 

in  Color 

The  production  of  color  films  has  many  uncertainties^  but 

Hollywood  experts  hww  they  can  depend  on  color  by  Pathe. 

Current  color  films  processed  by  Pathe: 


20»h  CENTURY-FOX 

Miss  Robin  Crusoe 
Outlaw's  Daughter 

UNIVERSAL-INTERNATIONAL 

Short  Sulnraj- 
Hottest  500 
Royal  Mid-Ocean  Visit 
Perils  of  the  Forest 
Rolling  in  Style 
Talent  Scout 
Holiday  Ahead 
Gift  From  Dirk 
Speed  Sub-Zero 

ETERNAL  FILMS 

Short  Subjects: 

Main  Street  Under  Sea 

Great  Gift 

*forfign  Prints 


LOEWS,  INC. 

feature: 

Knights  of  the  Round  Table* 

Short  Subject: 

Merry  Wives  of  Windsor' 

R.K.O. 

}■  !Litures: 

Louisiana  Territory 
African  Adventure 
This  is  My  Love 
Short  Subject: 
Holiday  Island 

METHODIST  CHURCH 

J.ihn  Wesley 

I.F.E.  AND  20th  CENTURY-FOX 

Theodora 


RKO-PATHE 

Short  Subjects: 
Achievement  in  Steel 
Eager  Minds 

LONDON  FILMS 

Short  Subject: 
Royal  Heritage 

REALART 

Hannah  Lee 

CATHEDRAL  FILMS 

A  Day  uf  Triumph 

I.F.E. 

Caroselio  Napolitano 


UNITED  ARTISTS 

Bwana  Devil 

War  Paint 

Capt.  John  Smith  and  Pocahontas 

Southwest  Passage 

Crossed  Swords 

Robinson  Crusoe 

Sitting  Bull 

White  Orchid 

Return  to  Treasure  Island 

PELICULAS-MEXICANAS 

Adventure  of  Robinson  Crusoe 
(Spanish  Dialogue) 

WARNER  BROS. 

Ring  of  Fear* 


CALL  OR  WRITE: 


€li^&  Laboratories,  Inc. 


HOLLYWOOD 

6823  Santa  Monica  Blvd. 
Hollywood  9-3961 


,^^/y^Lo 


NEW  YORK 

105  East  106th  Street 
TRafalgar  6-1120 


boratories.  Inc.,  is  a  subsidiary  of  CHESAPEAKE  INDUSTRIES,  INC. 
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TO   ADVERTISING    EXECUTIVES 


:  TV  SPOTS 


Eleven  of  America's  most  successful  agencies  are 
using  Caravel  to  produce  quality  TV  spot  com- 
mercials. Reasons  for  their  choice,  they  tell  us, 
are:  follow- through  service;  on-time  deliveries; 
and  personal  responsibility  of  the  specialists 
in  Caravel's  TV  Department. 

The  roster  of  products  for  which  Caravel  has 
recently  produced  TV  commercials  includes: 


•  Borden 

•  Buf ferin 

•  Buick 

•  Dunhill 

•  Fab 

•  Geritol 


•  Gillette 

•  Goodrich 

•  Ivory 

•  Jell-O 


•  Mistol-Mist 

•  Nabisco 

•  Nash 

•  Packard 


•  Johnson  &  Johnson  •  Socony-Vacuum 

•  Kelvinator       •  U.  S.  Treasury  Bonds 


With  our  clients'  permission,  we  are  glad  to  show 
our  TV  work  to  executives  of  interested  agencies. 

Write  or  telephone  today  for  our  new  bulletin 
on  TV  spots,  "For  Advertising  Agency  Executives." 


CARAVEL  FILMS,  INC, 

730    Fifth    Ave.,   New  York   19,    N.  Y. 
Telephone:  Circle  7-6110 


1100  feet  of  film  make  215  miles 
of  road  hazards  safer  for  truckers 


SAFE  "N  SOUND  TRIP.  Pacific  Intermminlain  Express 
readies  its  drivers  for  tlie  dangers  on  L'.  S.  Route  40  between 
Oakland.  Calif.,  and  J^eno.  Nev.  Before  making  the  run.  driv- 
ers know  every  sleep  grade,  blind  curve,  hidden  stoplight, 
school  zone  and  icy  Donner  Pass  bridge.  Huw?  .\udio-visual 
indoctrination. 

P.  I.  E..  four-time  winner  of  the  American  Trucking  .Asso- 
ciation grand  prize  in  truck  safety,  had  its  highest  accident 
rate  on  this  run.  Kenneth  N.  Beadle,  director  of  safetv.  look 
movie  action.  He  filmed  the  hazards  of  the  highway,  added 
his  own  narration  with  Bell  S  Howell's  Filmosound  202 
Projector.  Now  "Line  Haul  Run"  previews  the  hazards  for 
drivers,  instills  pride  in  the  fleet. 

The  Filmosound  magnetic  recording  system  puts  sound 
rifhl  on  film  while  picture  is  projected.  This  great  instru- 
ment is  a  valuable  aid  in  employe  relations,  sales  training. 
safely  programs.  IS  by  not  investigate  ihe  place  Filmosound 
has  in  your  business?  If'rite  for  free  booklet  on  sound  movie 
equipment  for  use  in  business. 


:ll  a  HOWILL  rod  *7  years 

IONEERIN&     CONTRIBUTIONS 
E  MOTION  PICTURE  INDUSTRY 


JEWELED  PRECISION.  Sapphires 
protect  film-handling  parts  of  versa- 
tile Filmosound  202  Specialist,  give 
400''"c  longer  life.  Reverse  switch,  still 
picture  clutch.  Projects  sound  or 
silent  16mm  film,  plays  magnetic  or 
optical  sound  track. 


Bell  &  How  ell 


7108  MCCORMICK  RD. 
CHICAGO  45.  ILLINOIS 


BUSINESS      SCREEN      MAGAZINE 


*CHICAGO 

1345  Argyle  Street 


Un  page  107  of  this  issue  of  Business  Screen  appears  the 
Wilding  listing  in  this  Annual  Production  Review. 

Named  there  are  our  president,  our  vice-presidents  and  other 
officers.  It  will  be  noted  that  we  have  offices  in  eight  cities  and 
sound  stages  in  three. 

Also  listed  are  some  of  our  clients  for  whom  we  have  re- 
cently written  and  produced  pictures.  Each  one  of  them  could 
tell  you  about  some  of  the  hundreds  of  names  that  do  not 
appear  —  the  writers,  directors,  cameramen,  sound  men,  stu- 
flio  mechanics,  artists,  film  editors,  technicians  of  many  skills 
and  rich  talents,  whose  co-ordinated  effort  through  the  years 
has  made  Wilding  Pictures  the  leader  in  this  field. 


NEW  YORK 

385  Madison  Ave. 


*DETROIT 

4925  Cadieux  Road 


CLEVELAND 

1010  Euclid  Bldg. 


^HOLLYWOOD 

5981  Venice  Blvd. 


ST.  LOUIS 

4378  Lindell  Blvd. 


CINCINNATI 

Enquirer  Bldg. 


PITTSBURGH 

Law  &  Finance  Bldg. 


*Studio  Facilities 


WILDING 

PICTURE  PRODUCTIONS,  INC. 

^lOTION    PICTURES    .    SLIDE    FILMS    .    TELEVISION    FILMS 


PROJECTORS 


STILL... 
the  FINEST 

DeVrylife  —  a  most  honored  name 
in  projection  equipment  —  has  long 
been  the  leader  in  its  field.  Finest 
workmanship,  theater  quality  sound 
and  picture,  and  minimum  service 
justify  the  enviable  reputation  the 
TSI-DeVrylite   projector  has  earned. 

Compare  the  features  of  the  TSI- 
DeVrylite  and  you  will  soon  see  for 
yourself  why  this  16mm.  projector 
is  the  finest  and  most  advanced  on 
the  market  today.  Simplicity  of  de- 
sign .  .  .  compactness  .  .  .  ease  of 
operation  .  ,  .  and  top  flight  per- 
formance ossure  you  of  the  finest 
projector  available  — now  and  in  the 
years  to  come. 

Technical  Service,  Inc.,  manufacturer 
of  the  TSI-DeVrylite,  has  years  of 
experience  in  producing  quality  pro- 
jectors in  the  most  modern  and  ad- 
vanced facilities.  This  is  your  guar- 
antee of  highest  quality  in  every  unit. 
An  efficient  and  expanding  organ- 
ization assures  the  finest  of  service 
in  the  field. 

A  brand  new  brochure  tells  the 
complete  story  of  this  amazing  TSI- 
DeVrylite  projector.  Write  Dept.  C 
for  a  copy  today. 

TECHNICAL  SERVICE 

INCORPORATED 
30865  FIVE  MIIE  ROAD     •     llvonia,  Mich. 
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practically 
every  16mm  produ 


in  the  western 


hemisphere  is 
of 


byron 


byron  produ<tion  services 


script- 
animation 


sound  stage- 


editing- 


color-correct*  prints 
art 


8-hour  service 
if  required. 


*^Ree.  U.S.  Patent  Office 


-  titling 

—  location  photography 
music  library 


recording 


-complete  black-and-white  laboratory  facilities 
sound  effects 


When  you  want  the  best  quahty  and  ser\ice  ^ 
use  swift,  economical  Byron  production  facihties! 
Visit  our  studios,  discuss  your  plans  with  us, 
or  ask  for  our  illustrated  brochure  and  price  list. 


byron 


Studios  and  Laboratory 


1226  Wisconsin  Avenue,  N.W.,  Washington  7,  D.C.  DVpont  7-1800 
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Something  missing  from  ij our  film  processing  picture?  At  Precision  we've  learned 
over  the  ijears  that  selective  printing  for  every  scene  plaijs  a  vital  role  in  a  perfect  print  - 
and  that  onlij  expert  human  judgment  can  be  depended  on  to  select  that  timing  value. 

Leaders  in  the  film  industry-directors,  producers,  cameramen-have  learned  that  Precision 
alone  offers  such  ftdly  rounded  experience  and  skill  in  film  processing. 

In  everything  there  is  one  best... in  film  processing,  it's  Precision. 


P  R  E  C 


SI  0  N 


FILM  LA' 

21  WEST         46TH 


A  division  of  J.  A.  Maurer,  Inc. 
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COMING  ATTRACTIONS 


The  success  of  your  motion  pictures  de- 
pends entirch-  on  the  aliihties  of  the  com- 
pany }  ou  select  to  produce  them.  To  help 
\ou  evaluate  the  skills  and  competencies 
of  the  Raphael  G.  Wolff  Studios,  Inc.,  we 
have  prepared  a  new  film,  "COM- 
ING ATTRACTIONS,"  depicting  our  pro- 
duction techniques  and  nation-wide  facili- 
ties, with  excerpts  from  pictmes  we  have 
produced  for  General  Electric,  Kraft 


Foods,  International  Business  Machines, 
General  Motors,  International  Paper  Coni- 
pan\-,  and  other  clients.  It  will  be  worth 
yoin-  while  to  see  this  presentation  before 
planning  \our  next  motion  picture. 

INVITATION 

A  special  shewing  of  "COMISG  ATTRACTIONS" 
icill  he  arranged  at  ijour  convenience.  Phone  our 
nearest  representative  or  icrite  on  your  letterhead. 


A 


r 


STUDIOS,    INC.  ^^ 


5631    Hollywood   Blvd.,   Hollywood   28,  Calif.   Phone:   HOIIywood   7-6126 
NEW  YORK:  330  Park  Ave   Phone;  PL  5-5386  •   CHICAGO:  21  03  Orrington  Ave,,  Evanston.  Phone:  DA  87236  •  DETROIT:  19741  James  Couzens  Hwy,  Phone:  BR  3-6020 
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dynamic  films  inc. 

NEW  YORK    •  HOUSTON    ,  HOLLYWOOD 


FORD  MOTOR  COMPANY 

THE  UPHOLSTERY  LEATHER  GROUP,  INC. 

THE  FIRESTONE  TIRE  AND  RUBBER  COMPANY 

CHICAGO  PNEUMATIC  TOOL  COMPANY 

PENNSYLVANIA  RAILROAD  COMPANY 

DODGE  DIVISION  OF  THE  CHRYSLER  CORPORATION 

FULLER  &  SMITH  &  ROSS,  INC. 

COMFY  MANUFACTURING  COMPANY 

AMERICAN  AIRLINES,  INC. 

BALLADE  PERFUME  COMPANY 

SELVAGE,  LEE  AND  CHASE 

PERFECT  CIRCLE  CORPORATION 

UNITED  STATES  NAVY 

THE  JOSEPH  KATZ  COMPANY 

Blow  COMPANY,  INC. 

McGRAW-HILL  BOOK  COMPANY,  INC. 

FRIEDMAN  AND  LEEDS 

THE  VAISEY-BRISTOL  SHOE  COMPANY,  INC. 

G.  M.  BASFORO  COMPANY 

THE  WTHITEBROOK  COMPANY 

NATIONAL  ASSOCIATION   FOR  RETARDED  CHILDREN 

CHAMPION  SPARK  PLUG  COMPANY 


STORM  ADVERTISING 

THE  NEW  YORK  BOARD  OF  FIRE  UNDERWRITERS 

F.  R.  CORPORATION 

WOMEN'S  LEAGUE  FOR  ISRAEL,  INC. 

SOCONY-VACUUM  OIL  COMPANY,  INC. 

HATHAWAY  CURTAINS,  INC. 

Dl  NOBILI  CIGARS 

HUBER  HOGE  AND  SONS 

SEARS,  ROEBUCK  AND  COMPANY 

HARMON   FOUNDATION 

SULLIVAN,  STAUFFER,  COLWELL  &  BAYLES,  INC. 

ABBOTT  KIMBALL  CO.,  INC. 

FLEXEES,  INC. 

U.  S.  INDUSTRIAL  CHEMICALS 

DAVIS  &  GECK,  INC. 

THE  WEXTON  COMPANY 

AMERICAN  GAS  ACCUMULATOR  COMPANY 

THE  LIBERIAN  CONSULATE 

CHARLES  ANTELL,  INC. 

DEMOCRATIC  NATIONAL  COMMITTEE 

BARDAHL  MANUFACTURING   CORPORATION 

PROCTOR  AND  GAMBLE 

BULOVA  WATCH  COMPANY,  INC. 

LEATHER  INDUSTRIES  OF  AMERICA 

THE  PURE  OIL  COMPANY 

GENERAL  PETROLEUM  CORPORATION 

MAGNOLIA  PETROLEUM  COMPANY 

COMMERCIAL  SOLVENTS  CORPORATION 

YOUNG  AND  RUBICAM,   INC. 


No  need 
to  darken  the  room 

WITH    AN 

AMERICAN    OPTICAL 
EDUCATOR    500 

At  last,  a  filmstrip  and  slide  projector  so  bright  you  seldom  even 
have  to  darken  the  room.  So  bright,  that  even  some  750  watt  pro- 
jectors can't  match  it.  Audiences  see  better,  understand  quicker 
with  the  super-bright  Educator  500.  And  it's  so  easy  to  operate. 
Long  proven  and  accepted  as  the  finest,  .simplest  classroom  and 
auditorium  projector  in  the  500-watt  class,  now  the  addition  of 
46.8"^  (  more  light,  by  means  of  a  new,  e.xclusive  condensing  sys- 
tem, makes  an  AO  Educator  500  your  brightest  buy. 


"Living  Right  at  Work" 
an  Inspirational  Series 


♦  l.iviiiji  Rijilil  al  Our  Work,  a  new 
,niKlio-\i>ual  rp.sourte  for  spreading 
the  iilea  of  "living  right"  throngh- 
out  the  work  week,  is  being  eircu- 
laled  hy  the  Department  of  the 
(Jhureh  and  Leononiic  Life  and  the 
Broadeasting  and  Film  Commission 
of  the  .National  Council  of  Churches 
of  Christ  in  the  U.  S.  K. 

The  new  inspirational  a-v  mate- 
rial was  introduced  with  discus.sion 
and  demonstration  on  the  Frontiers 
of  Faith  hour  on  February  6,  over 
79  \BC  television  stations.  During 
the  program,  the  National  Council 
of  Churches  presented  leaders  in 
church,  educational  and  economic 
life  for  the  purpose  of  outlining  new- 
plans  for  local  discussion  groups. 

Appearing  with  the  panel  of 
church  laymen  and  representatives 
of  education,  labor  and  industry 
was  Jamison  Handy,  president  of 
The  Jam  Handy  Organization  Inc.. 
producer  of  NCCs  audio-visual 
component. 

New  values  and  methods  in  a-v 
programs  for  discussion  groups  and 
meetings  of  all  kinds  are  exempli- 
fied by  the  Living  Right  at  Our 
W  ork  series-  Problems  of  everyday 
livin"  are  presented  and  solutions 
for  discussion  are  suggested,  not  by 
''teaching,  preaching,  telling  or  sell- 
ing."" but  by  encouraging  people 
to  talk  it  over. 

The  new  series  is  on  Right 
Choice.  Counsel.  Attitude.  Outlook, 
and  Leadership.  Real  life  situations 
are  presented  in  five  ■35mm  talking 
slidefilms  and  five  recordings  on 
3-3V?.  microgroove  records.  Included 
in  the  kit  are  printed  discussion 
guides  and  a  manual  for  leaders  on 
liow  to  hold  successful  meetings. 

With  this  combination,  the  lead- 
er can  strengthen  a  discussion  with 
clear-cut  examples  and  move  the 
subject  matter  forward  \vith  dra- 
matic attention  getters. 

The  discussional  kit  on  Living 
Right  at  Our  Work  may  be  obtained 
by  writing  to  the  Broadcasting  and 
Film  Commission.  National  Council 
of  the  Churches  of  Christ  in  the 
L".  .S.  A..  220  Fifth  Avenue.  New 
^ork  1.  N.  ^  ..  or  to  The  Jam  Handy 
Organization  \nr..  2821  East  Grand 
Fioulevard.  Detroit  11.  Michigan.  ^ 


Postal   Manual   Now   Requires 
Literal  Marking   on    "Book    Rale" 
♦     Paragraphs    d.    and    e.,   .'Section 
135.51.  of  the  Postal  Manual  have 
been  amended  to  permit  the  use  of 
the  markings  ""Book  Rale""  and  "Li- 


brary   F5ook   Kate"   on   packages   to 
which  this  section  applies. 

N.  R.  Abrams,  Assistant  Post- 
master General  has  announced:  "We 
have  changed  from  section  citations 
to  descriptive  markings  because 
reference  numbers  are  subject  to 
change  which  inconveniences  mail- 
ers. Therefore,  we  are  not  in  a 
position  to  approve  such  markings 
for  films,  etc.  However,  if  desired, 
'16-millimeter  films"  and  '.Audio- 
Visual  Materials'  may  be  marked 
on  parcels  in  addition  to  the  mark- 
ings described  in  the  foregoing 
paragraph.  " 

«        *        « 

Du  Mont  Slates  Second  Year 
of  Local  Theatre  Sales  Films 
♦  For  the  second  year,  the  Tele- 
vision Receiver  Division  of  Allen 
B.  Du  Mont  Laboratories.  Inc.,  is 
offering  to  its  franchised  dealers 
throughout  the  country  a  new  choice 
of  thirteen  40-second  films  for  pro- 
motional use  on  local  motion  picture 
screens. 

These  film  trailers,  seven  in 
black/  white  and  six  in  color,  are 
complete  mo\ie  playlets  which  show 
in  human  terms  the  big  dollar  value 
and  quality  of  the  Du  Mont  teleset 
line. 

.According  to  Cal  Affleck,  adver- 
tising and  sales  promotion  manager 
of  the  Receiver  Division,  the  .Alex- 
ander Film  Company,  through  Du 
Mont  distributors,  will  give  maxi- 
mum assistance  to  all  dealers  parti- 
cipating in  this  program. 

"The  film  company  will  work  di- 
rectly with  distributors  and  dealers 
on  film  advertising  copy  and  on 
contracts  with  local  theatres.  Once 
schedules  have  been  arranged,  film 
will  be  shipped  to  theatres  to  meet 
contracted  schedules  as  well  as  to 
relieve  dealers  of  unnecessary  de- 
tails." said  .Affleck. 

"It  s  excellent  point-of-sale  mer- 
chandising." he  added,  because  not 
only  is  the  Du  Mont  merchandise 
presented  dramatically,  but  one- 
third  of  each  film  carries  the  dealer 
message,  name,  address  and  tele- 
phone number  to  a  receptive  audi- 
eni-e. 

Setting   up  situation  tor  one  of  DuMont's 
theatre   ad   series. 
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Photo   made  during  the  filming  by  Sound  Masters,  Inc.  of  "Shoumau 
Shooter"  featuring  Herb  Parsons,  for  Olin  Mathieson  Chemical  Corp. 


ACCURACY 


infith  a  shooter,  accuracy  is  the  essential  ingredient  of 
skill  which  assures  success.  Without  it  he  could  accomplish 
little,  for  it  is  the  faaor  that  determines  his  record  of  good  hits. 


In  shooting  motion  pictures,  in  fact  in  all  steps  of  film 
production,  it  is  Sound  Masters"  constant  attention  to  accuracy 
of  operation  which  contributes  to  its   record   for  good   hits. 


ESTABLISHED  t937 


SOUND  MASTERS,  INC. 

165  WEST  46TH  STREET,  NEW  YORK  36,  N.Y. 


MOTION  FIGURES 

SLIDE  FILMS 

TV  SHORTS 

COMMERCIALS 

PLAZA  7-6600 
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Tlir      ■&      -i^r 

Cridr  ixjxrto!  Bflic\c  an  experienced 
person!  The  Editors  of  Bi'siness  Screen  invited 
a  number  of  leading  producers  of  business  and 
documentary  television  films  to  express  their 
convictions  about  the  mission  of  the  screen 
and  their  opinions,  given  on  \arious  pages  of 
this  Fifth  Annual  Production  Review,  provide 
sponsors  and  all  users  of  audio-visual  commu- 
nication tools  with  an  enlightened  and  inspir- 
ing feature  for  which  these  contributors  are 
highly  qualified  by  experience  and  results. 
By  way  of  further  introduction,  Frank  K. 
Speidell  is  president  of  Audio  Productions,  Inc. 
Henry  Strauss  is  executive  producer  of  Henry 
Strauss  &  Co..  Inc.  David  I.  Pincus  is  president 
of  Cara\el  Films.  Inc.  ]udd  L.  Pollock  is  head 
of  MPO  Productions,  Inc.  On  page  14  you'll 
meet  Raphael  G.  Wolff,  president  of  Raphael  G. 
WolfT  Studios.  ].  M.  Franey  is  president  of 
United  World  Films,  Inc.  and  Clifford  F.  Potts 
serves  as  president  and  executive  producer  of 
Fordel  Films.  Inc.  Roger  I)'.  Wade  heads  his 
own  company  and  on  page  34,  L.  P.  Momincc. 
vice-president  and  general  manager  of  Atlas 
Film  Corporation  gives  his  thoughts.  Ted  Cate, 
a  partner  in  Cate  &  McGlone,  tells  an  industry 
need  on  that  page.  Jerry  Fairbanks  is  the 
president  and  executive  producer  of 
Jerry  Fairbanks  Productions  of  California. 
John  E.  Sutherland,  author  and  playwright,  is 
president    and   general   manager   of   John 
Sutherland   Productions.  Veteran   Willian  J. 
Can:  leads  that  New  York  firm.    On  page  48. 
we  introduce  L.  Mercer  Francisco,  also  the 
head  of  his  own  firm  in  Chicago.  Alfred 
Bulterfield  and  Thomas  Wolf  are  heads  of  In- 
formation Productions,  Inc.  Larry  Sherwood 
is  vice-president  and  general  manager  of  The 
Calvin  Company  and  Mervin  W .  LaRue,  Sr. 
is  a  pioneer  in  medical  film  production. 
Overflowing  to  page   124,  we  present 
Nat  Campus,  executive  producer  of  Campus 
Film   Productions;   Dwinell  Grant   is  vice-pres- 
ident and  general  manager  of  Sturgis-Grant 
Productions,  Inc.,  also  medical  film  specialists. 
Jack  Glenn  heads  his  own  firm  and  Jay  Bonafield 
is  executive  vice-president  of  RKO  Pathe, 
Inc.  Gen  Florez  is  president  of  Florez,  Inc. 
Kent  Lane  heads  the  Louisville  company  bear- 
his  name  and  is  its  producer.  Alan  Shilin  is 
president   and   executive   producer  of 
Alan  .Shilin  Productions  in  Manhattan.    R' 


Crede  ex  per  to! 

Views  and  Beliefs  of  Producers 
Toward  a  Credo  for  the  Medium 


From  .\I^  Oiiici  Window  vdu  cui  get  a 
glimpse  of  the  Hudson  Rixer.  It  is  a  great 
ri\er.  one  of  the  best.  Ii  is  ne\er  destructive 
and  it  never  has  a  drought;  nor  does  its  quality 
volume  s])ring  from  a  single  source.  The  Hud- 
son is  the  result  of  many  sources  and  iiianv 
tributaries  working  together,  combining  ami 
cooperating  to  produce  a  consistent,  good 
result. 

X  motion  picture  pioiUuing  organi/.ition 
could  do  well  to  view  lh;il  great  ri\er  as  :i 
symbol  and  a  pattern. 

That  should  be  a  hrst  recjuirenient. 

\  second  should  be  the  obligation  we  owe 
to  our  prospects  and  to  ourselves  to  be  in- 
ventive and  creative. 

Modern  facilities  and  yeais  of  experience  in 
this  business  are  poor  substitutes  for  ideas. 
Ideas  and  integrity  may  not  always  be  loimd 
in  the  same  individual  nor  the  same  picture- 
making  coinpaiiv  but  when  thcv  are,  look 
no  further. 

—  Frank  K.  Speidell 


The  Ei.KcrRONic:  Er.\  and  the  shrunken  globe 
have  complicated  man's  relationshi])  with 
man.  Rapidity  of  development  brings  lack  of 
understanding  and  lack  of  understanding— 
suspicion. 

This  is  e\  ident  in  the  increased  problems  in 
the  relationships  between  indixiduals  and 
groups;  management  and  eniplovee;  industry 
and  conuminilv;  indusirv  and  the  nation;  and 
between  nations  themsehes. 

In  this  present  electronic  age  developmi  in 
mass-communications  becomes  all  important 
and  the  motion  picture— whether  on  screen  oi 
television  tube— represents  the  one  mass-com- 
munications medium  that  removes  the  prob- 
lems of  semantics  by  conmuuiicating  experi- 
ences. 

Wc  motion  picture  producers  hold  in  om 
hands  the  skill  to  create  and  use  a  medimn 
that  can  reach  millions  simulianeouslv  or  an 
indixidiial  alone  with  the  fidl  force  of  emo- 
tional impa<t  strong  enough  to  shift  attiliules, 
cieate  cjuestions  or  promote  action.  This  im- 
poses a  lesponsibilitv  on  us  and  our  sponsors. 

It  is  inqjortani  in  this  age  of  struggle  for 
men's  minds  that  «c  use  this  medium  to  ad- 
vance the  level  ol  undcisiaiiding  whether  we 
pill  it  to  industrial  use,  skill  ir.iining.  ecUua- 
tional  use  or  cultural  use. 

II  wc  can  continue  to  develop  the  ellective- 
ness  of  this  medium  in  our  land  to  help  men 


to  use  ihcir  iiuelKclual.  emotional  ;nul  physi- 
cal cipabilitics  lor  worthwhile  pur|joses  here 
.  .  .  what   then  can't  we  do  internationally? 

.As  a  communications  oigani/ation  .  .  .  We 
believe  that  our  end  goal  is  not  tangiljle 
awards  alone  biu  ilie  use-  to  which  otu"  medium 
is  put  to  achance  the  legitimate  goals  cjf  in- 
dustry; to  raise  the  level  of  skills  and  educa- 
lion:  and  to  cieate  growth  within  the  indi- 
\  iduals  who  make  up  our  audience. 

—  Henry  Slriiiiss 


Every  Prodi  c:er  of  business  films  likes  to  win 
awards.  Every  producer  likes  to  have  people 
say  of  a  film  just  completed,  "That's  a  beauty." 
But  long  experience  teaches  that  Oscars  and 
conqiliments,  agreeable  as  they  are,  cannot 
substitute  for  the  arithmetical  .Seal  of  Ap- 
proval that  shows  up  in  the  sponsor's  sales  and 
production  reports. 

I  he  real  test— the  only  practical  objective— 
of  a  business  film  is  its  success  in  infiuencing 
people  to  do  the  Ihint^  the  sponsor  wants  done. 
That  is  why  the  present  day  producer,  to  suc- 
ceed, needs  to  master  not  only  the  ever- 
de\eloping  tcchnicjues  of  our  penetrating 
niediiim,  but  also  the  problems  of  mass-psy- 
chology opened  up  by  television  and  the  ex- 
pansion of  non-theatrical  audiences. 

The  business  film  triumphs  when  it  is  ac- 
curately shaped  to  the  sponsor's  purpose— and 
only  then. 

—  Da\'id  I .  Pincus 


Whin  I  worked  in  ^oung  and  Rubicam  ad- 
\ertising  agencv  I  spent  several  years  on  media 
research.  .My  studies  went  far  beyond  circula- 
tion data  and  the  usual  audience  measure- 
ments; I  was  interested  in  evaluating  media  in 
tiinis  of  |xnctration  and  eflccti\e  delivery  ol 
the  sponsor's  message. 

I  became  convinced  llial  the  most  produc- 
tive future  in  the  business  of  coimnunicating 
ideas  was  to  be  found  in  the  motion  picture 
medium. 

The  film  industrv  is  siill  in  its  inlancv  com- 
pared to  ihe  ultimate  sI.lumc  to  which  ii  nuist 
ascend- But  I  believe  that  the  realization  of 
the  lull  potential  of  our  medium  can  be  con- 
linuallv  accelerated  In  llu-  prodiulion  ol  more 
good  lilms. 

-  Judd  Pollock 

(this  fe.\ture  continues  on  pace  14) 
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IMPORTANT  ANNOUNCEMENT 

re:  the  /^^e/ie^ 
16min  Professional  Camera 


IMMEDIATE 


are  currently 
being  made 


.Wl 


THE  CAMERA  WITH  A  HERITAGE 

There  is  no  substitute  for  a  heritage 

of  GREAT  ENCJ.NEERiNC.  No  16mm  motion  picture  camera 

made  anywhere  in  the  world  can  match 

the  technical  perfection  which  a  Miichell  16 

brings  to  your  film.  Each  16mm  camera  has  the  same 

supreme  custom  workmanship  and  -Mitchell's 

exclusive,  positive  operation  that  is  today  world-famous 

...wherever  truly  professional  films  are  made. 


th  this  announcement 

the  Mitchell 
Camera  Corporation, 
for  the  first  time 
in  history, 
now  offers  you 
shipment  of  the 
famed  Mitchell  16mm 
Professional  Camera 
on  receipt 
of  your  order. 


/iiitMl&mem 


CORPORATION 


666  West  Harvard  Street  •  Glendale  4,  Calif.  •  Cable  Address:  "MITCAMCO" 
85%   of  the   professional   motion   pictures   shown   throughout  the   world  are  filmed   with   a   Mitchell 


NUMBER      1 


VOLUME      16 


19  5  5 
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SLIDE-FILM 
PRODUCERS 


WE  BEGIN  WITH  YOUR 

•  sound 

DONE  IN  OUR  STUDIOS  OR  TOURS! 

AND  END  BY  PROVIDING  YOU  WITH  THE 

•  finest 

•  slide -film  pressing 

•  in  the  industry 


ire 
supphj 

nil 


or 
any 
part 


MUSIC 

SOUND  EFFECTS 

SIGNALING  *  (ESh 

MASTERING 

PROCESSING 

PRESSING** 

PACKING  &  SHIPPING 


-ELECTRONIC  SIGNAL  INSERTER  AN 
EXCLUSIVE  DEVICE  DEVELOPED  BY  US 
FOR   PERFECT  SIGNAL  PLACEMENT. 

**PURE   RED   VINYLITE   RECORDS 


DISC  recording  •  masters 
processing  •  pressing 

TAPE  recording  •  editing 
assembly 

FILM  recording  •  re-recording 
transferring  •  interlocking 


write  or  phone  for 
Special  Producers  Price  List 

UNIVERSAL  RECORDERS 

6757     HOLLYWOOD     BLVD. 
HOLLYWOOD  28,  CALIF..  Hollywood  9-8282 


Producers  Credo 

AS    LEADING    FILM    MAKERS 
ME\^   TODAY'S  CHALLENGES 


I  t:  O  N  T  I  M  F.  D      FROM        PACE       TWELVE! 


Ihe  OiHtR  Dav  I  iecci\xd  lioni  a  nalional 
association  of  financial  institutions  a  question- 
naire on  the  production  of  sponsored  films. 
.Most  of  the  (pieries  were  standard,  but  then  I 
came  upon  one  that  gave  nie  pause: 

"How  much  eiitenainmcnt  conicnt  sliould 
he  in  a  sponsored  film?" 

To  me,  this  was  like  asking  "How  much 
milk  content  should  there  be  in  a  quart  of 
milk?"  And  yet  my  surprise  quickly  gave  way 
to  realization  thai  the  question  was.  indeed,  an 
lioncst  one  and  that  the  need  for  it  sprung 
from  a  Great  Misconception  which  we,  who 
make  sponsored  film.  ha\e  done  too  little  to 
rectify.  And  therein,  I  think,  lie  a  challenge 
and  a  mission  which,  ^vhen  faced  up  to  and 
resolved  by  us,  will  mean  not  only  tremen- 
dously increased  use  and  acceptance  of  films 
by  sponsors  but  will  finally  establish  and 
maintain  otu'  business  on  the  broad,  solid, 
utilitarian  bases  it  so  fully  merits. 

A  sponsor  wants  his  film,  abo\e  all,  to  sell 
his  product,  his  ideas,  his  philosophies.  But 
the  veriest  tyro  of  picture-buying  clients  knows 
that  these  requirements  must  somehow  be 
cloaked  in  "entertainment"  if  the  film  is  to 
capture  the  minds  and  emotions  of  audiences. 
Can  these  "cross  purposes",  he  wonders,  be 
made  compatible?  Or  will  "entertainment" 
rob  the  film  of  its  primary  functions? 

Well,  then,  what  does  it  mean,  to  enter- 
tain? It  means  to  amuse,  divert,  to  appeal  to 
the  imagination,  to  agreeably  engage  atten- 
tion. -Must  these  be  qualities  of  theatrical 
presentation  alone?  Of  course  not!  Nor  must 
they  necessarily  be  achieved  by  borrowing 
from  the  theatrical  screen  its  formulas  of  plot 
and  characterization.  No  facts,  figures  or  in- 
dustrial processes  can  be  made  as  phvsicalh 
attracti\e  as  Marilyn  Monroe  and  William 
Holden,  but  they  can  be  made  to  create  and 
sustain  audience  emotional  in\olvement  and 
self-identification  that  will  just  as  dramatically 
rivet  the  viewers'  attentions.  For  there  is  no 
subject  in  the  world,  no  matter  how  technical, 
how  serious,  that  cannot  be  presented  in  an 
engaging,  diverting,  appealing  manner  on 
film.  To  do  so  dors  require  creative  thinking, 
ingenious  irse  of  techniques,  deep  midcrstand- 
ing  of  the  subject  through  research  and  studv. 
But  are  not  these  the  very  tools  with  which 
we  are  well  supplied? 

To  the  question,  "Hou  nuu  h  entertainmeni 
tonient  shoidd  be  in  a  sponsored  film?"  I 
leplicd: 

"One  liundrcd  per  cent." 

-Raphael  G.  Mo/// 


Today,  perhaps  more  so  than  (■\er  before,  the 
motion  pic  tin  e  |)ioducer  must  face  s<|uarely 
the  challenge  ol  his  increased  responsibility 
to  users  ol  his  medium. 

.Vmerican  business  iiisiiiulioiis  and  govern- 
ment today  accept  the  motion  picture  as  a 
tested  and  jiroven  device  for  the  communica- 
tion ol  ideas.  This  acceptance  and  faith  in  our 
medium  will  increase,  or  ebb,  as  we  meet  this 
(halleiige  .  .  .  the  expectation  that  every  screen 
presentation  will  fully  achieve  its  objective 
through  imaginative  and  adroit  writing,  and 
maximum  professional  quality  in  production. 
Therefore,  let  us  pledge  ourselves  anew  to 
safeguard  the  confidence  we  have  earned  by 
striving  to  raise  even  higher  the  integrity  of 
our  services. 

— /.  M.  I'rattey 
•  *  * 

The  Business-sponsored  motion  picture  has 
achieved  a  definite— anci  grou)(?!g— place  and 
purpose  in  the  scheme  of  business  communica- 
tions. No  longer  a  "gimmick",  it  is  now  a 
tried  and  proved  medium  with  certain  distinct 
advantages  over  other  media,  it  is  one  of  the 
most  powerful  voices  available  to  industry— in 
scope,  penetration,  and  sheer  effectiveness. 

One  indication  of  our  maturity  as  an  in- 
dustry is  that  an  honest  effort  is  at  last  being 
made  to  evaluate  the  results  of  business  films. 
I  refer  to  the  excellent  work  of  the  A.  X.  A. 
Films  Steering  C;ommiitec.  This  work  gives 
the  sponsor  a  vardstick— a  measuring  device 
which  can  tell  him  just  what  his  film-dollar 
will  buy. 

To  continue  our  growth  we  must  plan  and 
produce  the  most  effective  possible  films  for 
business,  at  sensible  costs  consistent  with 
quality,  purpose,  and  content.  Onlv  then  can 
we  consistently  hit  the  client's  target— the  re- 
sults that  will  continue  to  make  business  films 
a  good  business  investment! 

-  Clifjord  F.  Potts 
»  *  * 

On  the  Mutlal  Responsibilities  of  both 
buyers  and  producers  of  the  film  medium,  it 
has  always  been  my  contention  that  the  field 
of  visual  communication  is  so  powerful  in 
influencing  thought  and  action  that  many  of 
us  arc  inclined  to  lake  its  potentialities  too 
much  for  granted.  Because  it  is  well-nigh  im- 
possible to  produce  a  film  that  does  not  have 
some  influence,  it  is  too  easv  to  accept  a 
standard  of  effectiveness  thai  is  lower  than 
it  could  be. 

I  think  we  have  a  resjionsibilitv  to  look 
beyond  the  immediate  future  and  \isuali/e 
the  great  potential  influence  of  which  our 
film  medium  is  capable,  a  responsibility  never 
to  be  complacent  but  to  realize  we  have  only 
scratched  the  surface  of  our  understanding  of 
this  most  poient  tool  in  the  transmission  of 
knowledge. 

—  Roger  ]\'ade 

(.MORE  STATEME.NTS  APPEAR  ON  PACE  .34) 
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is  for  atom 


^  CASE  HISTORY 
OF  A  SUCCESSFUL 
BUSINESS  FILM 


Produced  for  the  General  Electric  Company 
Length:  one  reel 
Full  Animation,  Color 


In  film  theatres 

from  January,  1953  to  December,  1954 
by  6,012,494  persons 
Non-theatricaUy 

from  June,  1953  to  November,  1954 
by  1,000,000  persons 

(GE  estimates  the  film  will  be  shown  for  many  more  years) 


a  is  for  atom 


. .  has  been  seen  by 

7,000,000  individuals 


a  is  for  atom 

has  won  the 

following 
major  awards: 


First  Prize 
First  Prize 
First  Prize 
Oscar  Award 
Merit  Award 
Second  Prize 
First  Prize 
Golden  Reel  Award 
Second  Grand  Award 


Freedoms  Foundation,  1953 
Columbus  Film  Festival,  1953 
Turin  (Italy)  Festival,  1953 
Cleveland  Film  Festival,  1953 
Scholastic  Teacher,  1953 
Boston  Film  Festival,  1953 
Stamford  Film  Festival,  1954 
American  Film  Assembly,  1954 
Venice  (Italy)  Film  Festival,  1954 


404    FOURTH    AVE.,  NEW    YORK    16,  NEW    YORK 


201    NO.  OCCIDENTAL    BLVD.,  LOS    ANGELES    26,  CALIFORNIA 
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The  S 


DuKane 


Sound 
Slidefilm 
Projector 


MINUTES 

of  uninterrupted 
program  in  a 
single  small  case 


YOUR  STORY  COMPELS  COMPLETE  ATTENTION! 


The    MICROMATIC    sound    slide 
film  projector  brings   every  ad- 
vantage of  long-plaving 
MICRO-groove    records 
to  DuKane's  com- 
pletely   auto- 
MATIC  sound 
slidefilm. 
Specifv 
it! 


other  fine 
products  by 

DuKane 


TAPE 
RECORDERS 


PLANT  BROADCAST  PAGtNG 
CENTRAL  SOUND  SYSTEMS 

fieXffOAfC  for    information 

^V^*«'*<'*«'        about  successful  sound 

slidefilm    programs   or 

other  phases  of  business 

communications  . . . 

ti/kiie^  BOX  BS-35 


Camera  Eye 


EDITORIAL  NOTES  AND  COMMENT 
ABOUT     PEOPLE     AND     PRODUCTION 

Frozen   Food   Purchose  Habits 
Filmed    by    Hidden    Cameras 

*  Ilu'  al>ilily  of  llu-  lilddcii  camera 
to  doiumeiil  a  slati^liral  report 
swiflly.  eflirieiilly  and  discreetly  is 
demonstrated  again  in  Time  for 
Shoppitiji.  a  pictorial  survev  of 
shopping  habits  at  supermarket  fro- 
zen food  counters. 

The  25-minule  motion  picture  was 
researched  and  edited  from  about 
1 1.000  feet  of  film  exposed  as  part 
of  a  study  by  the  Marathon  Corpo- 
ration. Menasha.  Wisconsin  paper 
manufacturer.  Marathon's  sales  rep- 
resentatives are  showing  Time  for 
Shopping  to  production  and  sales 
executives  in  the  frozen  food  indus- 
try and  will  make  the  film  available 
to    trade    associations. 

Cameras  recorded  shopper  behav- 
ior at  counters  in  Philadelphia.  Jef- 
fersonville.  Pa..  Kansas  City.  Mo.. 
Berkeley  and  Oakland.  Cal.  Tabu- 
lated, the  photo  survev  shows  that: 
single  package  purchases  outnumber 
plural  purchases:  impulse  purchas- 
ing prevails  over  the  shopping  list. 

The  film  discloses  that  18.4'^!  of 
the  .shoppers  had  visible  .-hopping 
lists:  86.9'^  selected  their  frozen 
food  after  examining  packages,  yet 
66Tc  bought  their  original  choice: 
■49%  of  the  shoppers  purchased  one 
frozen  product  package,  another 
36.3'^   bought  two  packages. 

Giants   Battle   Indians  Anew 
in   Leagues'    1954  Series   Film 

♦  All  e^linialcil  1(1.(10(1.(11111  people 
will  see  the  New  \ork  Giants 
trounce  the  Cleveland  Indians  in 
four  1951  Vi  orld  Series  games — via 
film.  This  is  the  expectation  of  Lew 
Fonseca.  director  of  the  motion  pic- 
ture division  of  the  American  and 
National  league  clubs  who  directed 
and  is  distributing  II  nrld  Series  oj 
1954.  16mm  sound   film. 

The  new  series  film  had  its  na- 
tional premiere  in  New  York  in 
December  and  a  press  showing  in 
Chicago  in  January.  The  film  now 
is   being   distributed    in    the    I  nited 


BHuKame  Til 


tSiaftuSMED    AS     OPERApiO 


ORATION 

les,  Illinois 


States  and  overseas,  prints  having 
been  sent  to  military  units  abroad. 

Fonseca  invites  high  schools,  col- 
leges and  organizations  to  write  him 
for  the  movie.  .Address  applications 
to  the  .\merican  and  National 
leagues.  Motion  Picture  <li\ision.  61 
E.  Jackson  blvd..  Chicago. 

Chicago    Film    Studios    has    pro- 
duced this  popular  series  for  years, 
including  annual  training  films. 
•        ♦        ? 

Work   of   Conveyor   Equipment 
Shown  In   "Movement  Is  Ufe" 

How  mechanical  handling  bv 
conveyors  increases  employment 
and  profits  and  raises  the  standard 
of  living  is  depicted  in  Movemeni 
Is  Life,  a  new  20-minule  motion 
picture  sponsored  b\  the  Convevor 
Equipment  Manufacturers  .Associa- 
tion.  V^  ashington.   D.C. 

Supporting  its  theme  that  the  de- 
velopment of  civilization  has  de- 
pended on  controlled  movement, 
the  film  contrasts  the  primitive 
methods  used  in  building  the  pyra- 
mids, and  still  prevailing  today, 
with  mechanized  movemeni.  The 
scope  and  variety  of  jobs  done  by 
conveyors  throughout  the  economy 
are  shown  in  scenes  of  handling  in 
industry,  mining,  warehousing  and 
on  the  farm. 

Movemeni  Is  Life  was  produced 
by  Biofilnis.  New  York.  The  script 
and  direction  were  by  Erik  Cripps. 
Black  and  white  prints  may  be 
borrowed  from  Modern  Talking 
Picture  Service.  45  Rockefeller 
Plaza.  New  \ork.  N.^. 

TV    Film    Producers    Submerge 
for    Underwater    Picture    Quest 

*  Kecelltb  rr(ii>r(i\ered  a>  a  whole 
new  world  of  photographic  chal- 
lenge, the  undersea  currently  is 
being  probed  by  numerous  educa- 
tional and  theatrical  cameramen. 
Joining  the  submarine  exploration 
are  Roy  and  Doris  Pinney.  television 
film  producers  and  photographers, 
assigned  to  shoot  what  is  believed 
to  be  the  first  underwater  film  ever 
made  specifically  for  l\. 

The  film  is  one  of  a  series  of 
nature  subjects  being  produced  by 
the  Pinneys  on  commission  from 
the  Film  Division  of  Pholo-I.ibrary. 
Inc..  New  \ork. 

")X  e're  happv  to  be  selected  by 
Photo-Library  for  this  pioneering 
d-signment."  f?oy  Pinney  said.  "Like 
all  of  their  Film  Division  projects. 
our  films  will  be  fresh  and  up-to- 
date,  with  the  accent  on  photo- 
graphic excellence. 

A  screening  and  rlistribuling 
organization.  Photo-Library  s  Film 
Division  handles  packaged  films,  as 
well  as  shooting  short  subjects  on 
special    assignment. 
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What's  UNUSUAL 
this  production 


bout 
n 


®  CONTINUOUS  PROMPTING  THROUGH  FORDEL-DESIGNED  CONCEALED  RADIO  RECEIVER 

MAURER  16mm.  BLIMP  AND  CAMERA  MOUNTED  ON  TV  PEDESTAL  DOLLY 

®    MAURER  REMOTE  CONTROL  FOLLOW-FOCUS  EQUIPMENT 

...  enabled   FORDEL   FILMS   to  shoot  this   ten-minute  sales  promotion   film  in 
color,  with  highly  technical  "live"  dialogue,  IN  ONE  CONTINUOUS  TAKE 


U.   A.    MAURER,   inc. 

The  first  and  still  the  finest  16mni. 
professional  motion  picture  camera. 

■Cr 

FOR   INFORMATION   ON    NEW    IMPROVED   MODEL    150   CAMERA, 
BLIMP  AND  REMOTE  CONTROL  FOLLOW-FOCUS,  WRITE  OR  PHONE: 

37-01  31st  Street,  Long  Island  City  1,  New  York 
STillwell  4-4600 


FORDEL  FILMS,  inc. 

.4  fresh,  intelligent  approach  to  the 
making  of  effective  business  films. 

FOR  BROCHURE  AND  PRINTS  OF  "THE  ST.  JOHN'S  STORY'  (PUBLIC 
RELATIONS),  "HIGH  LEVEL  PROFITS"  (SALES  PROMOTION)  AND 
OTHER   RECENT   PRODUCTIONS,   WRITE   OR   PHONE: 

1  187  University  Avenue,  New  York  52,  New  York 
LUdlow  8-5100 


Ihis  is  to  remind  you  that  Academy 

Pictures  makes  fine  motion  pictures 
for  Television  and  Industry. .  .films 
which  maintain  a  high  standard  of 
technical  quality  and  are  rich  in 
aesthetic  values  and  imagination. 


Academy  Pictures  has  a  full  time 
staff  of  highly  creative  people 
and  skilled  technicians  on  both 
coasts  who  will  interpret  your 
needs  with  good  humor  and  dis- 
patch. .  .  in  modern,  completely 
equipped  studios — 


in  New  York  at 
588  Fifth  Avenue 
PL  7-0744 

academy  pictures  inc 


in  Hollywood  at 

7934  Santa  Monica  Blvd. 

HO   9-5873 


Carpet   Institute  Shows  Retailers   '55    Promotion 
During  Midwinter  Furniture  Show  at  Chicago  Mart 


WTITH  a  registered  8,977  buy- 
^^  ers  milling  around  the  show 
rooms  of  Chiragos  American  Fur- 
niture Mart  during  the  Mid-Winter 
Furniture  Show  in  January,  atten- 
tion-time and  space  were  over- 
whelming. Most  of  the  companies 
with  products  to  sell  or  industrial 
messages  to  tell  competed  for  at- 
tention with  merchandise  displays, 
paper  banners  and  handout  ma- 
terial. Publication  tie-ups  streamed 
the  Mart.  The  acres  of  promotion 
were  so  extensive  that  the  81-page 
Market  Daily  was  largely  made  up 
of  ads  calling  attention  to  the  indi- 
vidual floor  display  spaces.  Atten- 
tion-getters were  needed  to  call  at- 
tention to  attention-getters. 

Twin  Projectors  Handle  Crowd 

The  Carpet  Institute,  Inc.,  repre- 
senting the  floor  covering  industry, 
beamed  its  message  through  this 
maze  of  heraldry  with  two  16mm 
Bell  &  Howell  motion  picture  pro- 
jectors. When  the  Institute  hosts 
rolled  out  their  promotional  carpet 
for  the  visiting  retailers  at  a  break- 
fast in  the  Furniture  Club,  they 
aimed  the  two  projectors  toward 
screens  at  opposite  ends  of  the  long 
banquet  room. 

Paul  M.  Jones.  Institute  president, 
told  the  breakfasters  that  it  was  fit- 
ting they  should  be  there  because 
furniture  dealers  account  for  40% 
of  the  total  soft  floor  covering  vol- 
ume. Then  he  introduced  a  motion 
picture.  The  Dawn  of  A  New  Era 
in  the  Carpet  Industry,  "to  illus- 
trate dramatically  the  basic  con- 
cepts behind  our  program."  Mem- 
bers of  the  Institute  thought  enough 
of  this  program  to  support  it  with 
an  annual  budget  of  Sll'i  million 
for  a  three-year  period,  Jones  said. 

Has  Broad  Consumer  .\ppeal 

The  Dawn  .  .  .  sprinted  simul- 
taneously across  the  two  screens  for 
18  black  and  white  minutes  showing 
the  Institute's  industry-wide  objec- 
tives and  how  the  program  will  work 
for  the  retailer.  As  explained  in  the 
film,  the  Institute  program  is  not 
to  promote  any  particular  type  of 
rug.  carpet,  fibre,  weave  or  con- 
struction, but  to  increase  consumer 
appreciation  of  carpets  as  a  furnish- 
ing necessity  rather  than  a  luxury. 

The  program  is  chiefly  one  of 
advertising  to  supplement  manufac- 
turer and  retailer  advertising  —  a 
broad  public  indoctrination  course 
which  will  appear  in  leading  con- 
sumer magazines.  These  ads.  as 
shown  in  the  film,  are  designed  to 
create     favorable     background     for 


commercial  tie-in  at  the  store  level. 
They  arc  augmented  by  display  and 
merchandising  material  which  the 
Institute  supplies  to  the  retailer. 

It's  Home  with  a  Carpet 

The  essence  of  this  national  pro- 
motion is  simplicity.  Its  keynote  is 
a  slogan  boomed  by  Westbrook  Van 
V'oorhis  in  an  echo  chamber:  "Home 
means  more  with  carpet  on  the 
floor."  This  slogan  is  embellished 
in  a  ditty  to  be  repeated  in  other 
media.  How  the  idea  will  be  brought 
home  to  consumers  is  portrayed  as 
family  scenes  turn  into  Institute  ad- 
vertisements. The  film,  produced  by 
Parsonett  Studios,  New  York,  tra- 
vels its  live-action  and  animated 
sequences  without  dialogue,  letting 
the  authoritative  narration  carry 
the  vocal. 

-After  the  film,  a  wide-awake 
panel  discussed  its  message  and  the 
problems  of  carpet  retailers.  Speak- 
ers remarked  that  the  program  was 
"swell"  ...  "a  wonderful  thing"  .  .  . 
"most  gratifying."  One  panelist 
said,  "We  retailers  have  been  ask- 
ing for  help  .   .   .   and  here  it   is." 

Continuous  Shows  During  Week 

To  bring  its  help  to  more  retail- 
ers, the  Institute  kept  up  its  motion 
picture  showing  from  9  a.m.  to  5 
p.m.  all  week — every  hour  on  the 
hour.  Retailers  learned  they  could 
make  use  of  the  6  prints  of  the  film 
by  contacting  the  Carpet  Institute, 
Empire  State  Bldg.,  New  York. 

Each  retailer  received  a  kit  of 
printed  promotion  material  to  carry 
the  campaign  forward.  A  blow-up 
sheet  repeats  points  made  by  the 
film,  plugs  a  retail  display  kit.  One 
booklet  offers  pre-tested  merchan- 
dising ideas  that  pull.  Four  book- 
lets give  tips  on  carpet  care  and 
show  photographically  why  home 
means  more  with  carpet  on  the 
floor.  Another  booklet  tells  about 
carpet  and  furniture  slide  films 
available  from  the  National  Retail 
Furniture  Association.  A  song  sheet 
and  a  postcard  recording  repeat 
that  home  means  more  with  carpet 
on  the  floor. 

A  121,'2-minute  motion  picture 
primarily  designed  by  the  Institute 
for  television  use  will  be  made 
available  for  consumer  group  audi- 
ences in  color. 


.\dviee  to  Award  Juries 

"People  who  like  this  sort  of 
thing  ivill  find  this  the  sort 
of  thing   ihey   like." 

A.  Lincoln 
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Vn  Ktsovreehil  at  CFI... 

Much  of  our  equipment  is  in- 
vented, developed  end  built  in 
our  own  machine  shops;  most  of 
the  rest  is  custom  mode  to  our 
design  or  specification. 

Just  port  of  the  reoson  that  our 
leadership  and  size  ore  no  acci- 
dent. Our  Resourcefulness  through 
the  years  has  helped  advance  the 
v^hole  industry  from  the  "flickers" 
to  today's  superior  films. 


;| 
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CONSOLIDATED      FILM       INDUSTRIES 

959  Seward  Street, HolUjwood38, California  •  HOllywood  9-lUl 
l7JtO  Broadway,  Neiv  York  19,  Neio  York  -  JUdson  6-1700 
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The  Better  To  Serve  You  .  .  . 


guaranteed 
acceptability 


\X  E  AKK  .Ml)\  LNG  to  neu  ami  largei  quarters, 
especially  designed  for  our  requirements. 

After  February  21.  our  address  will  he 

.UOa  \^'isconsin  Avenue.  N\^'.  V^'asliinaton  16.  D.  C. 

And  our  neAv  telejjlione  numlier  will  he 
EMerson  ■2A769. 

All  111  our  facilities  will  he  expanded,  and  our 
personnel  will  lie  increased  —  the  hetter  to  serve  YOU. 


SCRIPTS 


THE   COMPLETE      FlIM    PUNMM.    SER\I<_E 

3408  Wisconsin  .Avenie.  -NW  •  \^ashincton  16.  D.  C-  EMerson  2-4769 
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What  a  difference  skill  makes ! 


Columbia's  slide  film  records  are  made  with  a  skill  that  just 
can't  be  matched. 

Columbia's  skill— from  initial  planning  to  the  final  pressing 
of  the  record— makes  it  a  whale  of  a  lot  easier  for  you  as  a 
slide  film  producer  to  sell  your  product. 


Columbia  works  hand  in  hand  with  slide  film  producers 
everywhere,  offering  the  fastest  and  most  complete  s€r\ice  in 
the  business. 

Call  any  member  of  Columbia's  new  sales  team  for  facts  on 
our  new  slide  film  "package"  rates. 


COLUMBIA  TRANSCRIPTIONS  A  Division  of  Columbia  Records,  originator  of  the  modern  lojig  playing  record 


NEW  YORK— 799  Seventh  Avenue,  CI  5-7300 

Gil  McKean,  Director.  Al  Shulman,  Nat'l.  Sales  Mgr. 


CHICAGO— 410  North  Michigan  Avenue 
WHitehall  4-6000.  Jerry  Ellis,  Manager 


HOLLYWOOD— 8723  Alden  Drive 
CRestview  6-1034.  Al  Wheeler,  Manager 

■■Colombia  ■  Bee.  T.  M,  U.S.  P»t.  Off.  M&rc*  Rez^ttndB 
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Snciete  TechnicolDr 

a  new 

TECMICDLDR  LABDRATDRY 

to  serve  the  increasing  demands 

an  the  Continent  nf  EUROPE 

for 


TECHNICOLOR      IS      THE      REGISTERED      TRADEMARK      OF 

TECHNICOLOR  MOTION  PICTURE  CORPORATION 

HERBERT     T.      KAIMUS,      PRESIDENT     AND     GENERAL     MANAGER 
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TECHNICAL   •   TRAINING    •   FARM    •   EDUCATIONAL   •    MEDICAL 


t^ 


-CLtAR  TRACK  AHEAD  I"  25  rains 

I  he     3tui>     .>!     r-iilruaj    |.rogresS    in    the    buiiillti^    ot 
America   ycslcidaj.   lu(lj>    ami   tomorrow. 


-IN  OUR  PART  °|;,l«^S°j;,r"-c"    o<    .    S"- 


20  *'»"* 

■A  ^^T  -o'-^^' -".can  ^-'"'  ^ 


25  inifls- 


.  So"*" 


--?i-^^-'— 


.  .  .  AND  MANY  OTHERS  tor  such  sponsors  as  Amc 
ican  Tel.  &  Tel..  American  Ga?  &  Electric.  Ethyl  Corp 
General  Motors,  Pennsylvania  Railroad.  The  Texas  Com 
pany  ANP    MAN>-   OTHERS 


a-mi^fc^.^.^is^is 


FILM     CENTER     BUILDING     •     630     NINTH     AVENUE     •     NEW     YORK     36,     N.     Y. 


TELEPHONE    PLaza    7-0760 


Frank  K.  Speidetl,  President  •  Herman  Roessie,  Vice  President  •  P.  J.  Mooney,  Secretory  •  I.  W.  Fox,  Treasurer 
Producer-Directors:    L.    S.    Bennetts  Louis  A.  Honousek  H.  E.  Mandell 

Alexander    Gonsell  Horold   R.   Lipmon  Earl   Peirce 


QUALITY 

IS  OUR  BUSINESS 


For  COMPLETE 
FILM  PROCESSING 


MOVIELAB  FILM  LABORATORIES,  INC. 

619  West  54th  Street,  New  York  19,  N.  Y.         JUdson  6-0360 


Sight  &  Sound 


International   Division  Formed 
by   Eastman    Kodak   Company 

■^  l'.a>ti)iaii  Kotlak  (.um|iiiiiy  lias 
fiiiiiK'd  ail  iiilcriialioiial  <li\isiuM  to 
comlHiie  fiiiK  lions  foriin'rly  carrii'd 
out  liy  the  company  s  Hoc  hi'sti-r  f\- 
porl  sak'S  (leparlnicnl  and  the  Ku- 
ropcan  &  Overseas  Organization,  ac- 
lordiiig  to  Edward  P.  Curtis,  vice 
jiresident  in  i  harpe  of  motion  pie- 
lure  film  sale^  ajid  foreign  sales  and 
advertising. 

The  new  dixision  is  located  in 
the  company  s  adminislrati\e  head- 
quarters at  Kodak  Office.  Hochester, 
N.  \.  Curtis  is  general  manager 
of  the  new  division,  in  addition  to 
continuing  his  present  duties,  fxieh- 
ard  B.  DeMallie  and  Marcel  Ruol 
are  assistant   general   managers. 

Four  territorial  managements  are 
established  within  the  division. 
They  are  the  European  Division. 
.African  and  Middle  Eastern  Divi- 
sion. Latin  .American  Division  and 
Far  East  Division.  .As  part  of  the 
international  division.  Curtis  said, 
the  export  sales  department  will 
handle  sales  promotion  and  service 
on  Rochester-made  Kodak  products. 

-Appointed  as  division  managers 
are  William  P.  f^ane.  far  East  divi- 
sion. Richard  S.  Leghorn.  European 
division,  and  .Armin  S.  Baltzer, 
Latin  .American  division.  Kenneth 
C.  Raynor  has  been  named  assistant 
manager  of  the  African  and  Middle 
Eastern  Division. 

The  international  division  will 
have  a  stafT  organization  located  in 
Rochester  for  both  adminstration 
and  technical  assistance.  Gerald  C. 
Bailey  and  Dr.  Robert  F.  Edgerlon 
have  been  named  tet'hnical  assist- 
ants. Robert  Schellberg  has  been 
appointed  adminstrative  executive 
and  (>ordon  E.  Frisque  has  been 
named  an  assistant. 

Harold  A.  Ritter.  a  director  of 
Kodak-Pathe.  Paris,  has  been  ap- 
pointed management  representative 
in  Europe  for  sales  and  advertising. 
Anthonv  Frothingham  has  trans- 
ferred to  the  company's  European 
division  from  Kodak-Pathe.  Both 
will  continue  to  reside  in  Paris. 


Photoart  Visual   Service   Sold, 
Roa    K.    Birch    Keeps    Pix  Rental 

♦  Sale  of  Photoait  \isual  Ser\  ice. 
Milwaukee  photogra|iliic  equipment 
and  supply  firm,  to  \orman  S.  Kup- 
jier  and  James  H.  (balder  has  been 
i'nnounced  by  Roa  Kraft  Birch  who 
organized  the  company  in  1Q26.  The 
company  employs  10  |ieople  an<l 
occupies  three  floors  and  18.000 
.square  feet  of  space  at  810  N. 
Plankiiigli>n  .Ave.lt  comprises  three 


businesses — a  camera  store,  an 
audio-visual  deparlnient.  and  a  film 
lenlal  service. 

.After  28  years  in  the  photogra- 
phic and  audio-visual  retail  field, 
.Mrs.  Birch  will  devote  all  her  time 
to  Roa's  Films,  a  16nini  sound  film 
lenlal  service  and  formerly  a  di- 
vision of  Photoart.  The  filmslrip 
and  slide  library  includes  -1,000 
lilies.  I  ivlil  a  new  building  is  ac- 
quired. Roa's  Films  will  remain  at 
840  .\orth  Plankingkm. 

Roa's  Films  has  several  exclusive 
franchises  in  Wisconsin  and  Upper 
Michigan.  Educalional  and  reli- 
gions materials  are  distributed  for 
the  Socielv  of  \  isual  Education  and 
Church  Craft.  Mrs.  Birch  also  rep- 
resents Coronet  Films.  Concordia. 
Cathedral.  Family  Films.  United 
\Korld  Films.  Columbia  Pictures  and 
other  Hollvwood  producers  in  the 
entertainment    field. 

Her  company  is  the  exchange 
for  Modern  Talking  Picture  Serv- 
ice and  distributor  for  ^  alt  Disney 
16nim  films  and  Family  Theater's 
Rosarv  films. 


1955  G.M.  Motorama  Hits  Rood 
in  Sound  Masters'  Color  Film 

■<<  Drawing  thousands  daily  through 
January  20-25.  General  Motors' 
Motorama  of  1955.  held  in  the  Wal- 
dorf Astoria  hotel.  New  \ork  City, 
sustained  the  showmanship  re- 
nown of  this  annual  promotional 
<  ircus. 

Thirty-six  shiny  autos.  the  latest 
trucks,  seven  new  "dream  cars" — 
ihe  shapes  of  things-to-come — and 
equipment  for  staging  were  brought 
to  the  Waldorf  in  100  moving  vans. 

On  exhibit,  these  (i.M.  gems  were 
celebrated  with  a  o5-minute  variety 
BroaJuay  Review  enacted  to  Victor 
Youngs  orchestra.  The  Motorama 
required  26.000  square  feet  of 
space,  including  the  grand  ballroom. 
and  was  adorned  v\ith  200.000 
square  yards  of  draperies  and  panels 
which  glorified  the  automobile  in- 
dustry's  progress. 

This  "live  show"  w  as  created  by 
Edith  and  Dick  Barstow.  stagers  of 
Ringling  Brothers.  Barnum  &  Bailey 
Circus.  The  show  is  too  much  a 
thing  to  behold  to  last  only  a  week, 
lo  play  a  single  stand — even  at  the 
Waldorf.  .A  caravan  again  took  the 
live  show  on  the  road  to  Miami,  Los 
Angeles.  San  Francisco  and  Boston 

But  G.M.  still  wasn't  taking  any 
I  fiances.  As  usual,  a  crew  from 
Sound  Masters.  Inc.  camera-record- 
ed the  sales-rich  sights  and  sounds. 
Directed  by  Frank  Donovan.  Here  .< 
Looking  Al  you  brought  one  reel 
of  35mm  Eastman  color  highlights 
of  the  Motorama  lo  theatres  across 
the  nation. 
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''Commercial'' s  on" 


People  are  looking  at 
Sarra  Commercials  for 


A&P 

Brauii's  Breail 
Bromo-Quinine 
Bulova 
Cat-Tex 
Chase  National 

Bank 
Chrysler  Airtemp 
( .oors  Beer 
("unard  Steamship 

Lines 
Helene  Curtis 
Duncan  Hines 

Cake  Mixes 
Eastman  Kodak 
Evinrude  Motors 
Hoffman  Mixers 
Hostess  Cup  Cakes 


Jergens  Lotion 
Kraft 
Lucky  Strike 

Cigarettes 
Lux  Beauty  Soap 
Lux  Liquid 

Detergent 
Pabst  Blue  Ribbon 

Beer 
Pet  Milk 
P.O.C.  Beer 
Ponds  Angel  Skin 
Rinso 
Ronson  Fuel 

and  Flints 
Stopette 
Jane  Wilson 

Meat  Pies 


KseSfs?^-; 


^RR^^TT- 


Specialists  in  J'isual  Selling 
yew  York:  200  E.  56th  Street 
Chicago:  16  E.  Ontario  Street 


TELEVISION   COMMERCIALS  •  PHOTOGRAPHIC   ILLUSTRATION  •  MOTION   PICTURES  •  SOUND  SLIDE  FILMS 
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FRODXJCEK-S  OF  FIISTE  lS><[0TI03Sr  FICTXJFtES 


HE    completion    of 
the  new  Studio  "B" 


makes  our  facilities  the  largest  devoted  to 
T.V.  and  commercial  Motion  Pictures 
in  the  East.  Spacious,  air-conditioned, 
electronic  dust  control,  R.C.A.  approved 
acoustical  treatment,  latest  time-saving 
sound  and  camera  equipment. 


semm  ISmm 


Color 


l&W 


sourriD 


s"!rsTE:iki 


Uniform    Standards   to    Expedite 
Handling    of    Television    Films 

♦  The  Anu'rican  Assoriation  of  AH- 
MTti^inp  Agenrios  announced  on 
January  18  thai  il  is  cooperating 
with  the  Station  Keprescntatives  As- 
sociation to  promote  the  use  of 
SRA"s  new  "Operations  Desk" 
Standard  to  simplify  the  sending, 
and  handling  at  stations,  of  films 
and  similar  materials  intended  for 
television. 

The  SRA  has  suggested  that 
all  /i7ni.«.  slides,  rapy.  copy  inslruc- 
tinns.  art  work,  props  and  othfr 
commercial  material  be  addressed 
to  stations  as  follows: 

"Operations  Desk" 

Station 

Street 

City.  State 
The  new  standard  address  would 
replace  the  many  variations  which 
now  are  in  use:  TrafTic  Department, 
the  name  of  a  person  at  the  station, 
etc.  Shipping  instructions  have 
grown  so  complex,  it  is  said,  that 
it  often  is  difficult  to  get  material  to 
stations  bv  broadcast  deadlines. 

The  4  A"s  has  directed  the  "Oper- 
ations Desk"  address  to  the  atten- 
tion of  advertising  agencies,  non- 
members  as  well  as  members  of 
the  association,  listing  the  stations 
which  have  adopted  the  standard 
and  urging  agencies  to  use  it  when- 
ever appropriate. 

The  Agencies"  Committee  on 
Radio  and  Television  Production 
also  has  expressed  hope  that  all 
stations  will  adopt  the  standard, 
bevond  the  170  stations  using  it  at 
present. 

SRA  is  urging  stations  to  adopt 
the  standard  as  soon  as  possible,  to 
notifv  their  representatives  and  to 
add  the  notice  to  rate  cards  and 
listings  with  Standard  Rate  and 
Data  Service  and  Broadcast  Infor- 
mation Bureau.  The  standard  ad- 
dress is  a  service  for  stations,  too. 
SR.\  savs.  since  it  cuts  down  a 
"considerable  amount  of  confusion" 
in  the  station's  own  organization.    )f 

Closed   Circuit  TV   Lays   Egg 

■¥.  Critical  reviews  of  the  recent  32- 
cily  theatre  telecast  of  the  Metro- 
politan Opera  Company's  70th  sea- 
son opening  performance  are  being 
carefully  noted  by  sponsors  inter- 
ested in  the  potential  of  closed  cir- 
cuit television. 

The  Chicago  performance  was 
summed  up  by  the  Chicago  D.*ily 
News"  film  critic  with  this  comment: 

"Mv  candid  impressions  of  theatre 
TV  are  not  pleasant  to  report. 

"The  one  scientific  gadget  that 
niav  linallv  turn  the  trick  for  artistic 
theatre  TV  may  be  just  around  the 
corner,  but  Monday  night  it  was  an 
eon  away." 
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The  ever-expanding  flexibility  of  skills  at  Cineffeas  now  include 
the  most  complete  technical  facilities  for  35mm  neg.  pos.  color  optical  eflfects, 
be  they  for  normal  or  wide  screen,  or  television  produaions. 
The  proof  is  before  your  eyes:  -^iv^f^ 

A  specialized  optical  department,  with  a  total  of  30  YEARS'  experience  and  millions  of  feet  of 

special  effeas  can  confirm  the  high  regard  of  CineflFeas  by  eminent  motion  picture  producers  of  color 

commercials   and  television  films— A  FACT  THAT  CANNOT  BE  ATTRIBUTED  TO  NEWCOMERS  IN  THE  OPTICAL  FIELD. 

Magnificent  new   optical  printers,  and  modern  color  sensitrometric  equipment  for 
ABSOLUTE  CONTROL  of  film  through  all  its  stages: 

(1)  separations  and  internegatives  35mm  to  35mm. 

(2)  blowups  from  I6mm  kodachrome  to  35mm  internegatives  with  or  without  efieas. 
To  augment  the  technical  branch,  we  have  the  creators:  the  separate  art, 

title  and  ^imation  departments,  each  thoroughly  experienced  with  this  new  process. 

So  give  your  color  production  the  benefits  of  all  special  effeas,  and 

accept  nothing  else  than  the  full  range  and  depth  of  an  EXPERIENCED  organization. 

May  we  give  you  any  further  details  and  perhaps  suggest  how  original  color 

negatives  and  effea  internegatives  by  Cineffects  can  make  your  current  commercial 

TV  produaion  by  far  the  best? 


cineffects 


115  W.  45  ST.  NEW  YORK,  N.Y. 


c^6-e9si 


MOTION  PICTURE 

PRODUCTION 
OF  DISTINCTION 


in  all  subject  areas 


SINCE      1932 


wttlard 


Bid 


WiLLARD 
PICTURES  INC. 

45    WEST    45th    STREET    •     NEW    YORK    36,   N.   Y. 
JUdson    2-0430 


MAGNETIC 


LAMINATE 


SOUND  TRACK 


NOW  YOU  CAN  RECORD 
DIREa  TO  YOUR  PRINT! 


\»«<9\ 


'A{ 


for  High  Quality  REPRODUCTION 

Scotch  track 

^^  R  R  A  N  n 


M^gnafic  ^^w^  bminah 


"■^^a.vr-ii^'^ 


The  only  low  cost 

magnetic  process  with 

High  Quality  Reproduction — 

(10  to   12  decibel  higher  gain). 

Has  uniform  quality — The  magnetic  track   is  uniform 

and   precise   in   thickness,   placement   and   width — micrometer   controlled! 

It's  different!  —  A  non-liquid  process,  coated  by  Minnesota  Mining,  lami- 
nated by  Capital  to  your  film  absolutely  flat  and  smooth. 

No  crowning,  no  spreading,  no  crinkling  or  cracking. 

Gives  you  a  choice — 

I6mm  or  8mm  striping 

30,  50,  or  100  mil  track  width 

placement  on  the  base  or  emulsion  side  of  the  film. 


Fast,  Dependable  Delivery  in  Days  -  Not  Weeks ! 
Write  or  Call  Today  for  Details 


CAPITAL'S  NEWEST  ADDITION 

TO  ITS  LONG  LIST 

OF  QUALITY  SERVICES 

FOR  THE  CREATIVE  PRODUCER 


Scotch  Track  Brand 
Mognelic  Lomirtafe  and 
fhe  accompanying  proc- 
ess ore  fhe  regist-ered 
and     copyrighted      brond 

les   of  the   3M   Com- 


APITAL  i 


FILM  LABORATORIES,  INC. 

Formerli/  Mcdeary-Smilh  Lahorntories,  Incorporated 


1905  Fairview  Ave.,  N.E.,  Washington  2,  D.C.    •   Telephone  Lawrence  6-4634 
Editing  •Procasalng*  Printing*  RCA  Sound  Recording  (Capital  Film  Studloa 
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Whatbird 


persuaded 


to  join  the  active  reserve* 


rescued 


from  phineas  philch** 
helped       ^  O  J 


get  to  paris*** 

and  created  many  other 
characters  and  situations  to 
tell  a  sponsor's  story  in  an 
entertaining  way? 


* 


FILMS  INC. 


^    e  i  a 

^^J  ^*~'*^         joe  dunford 

^  ellioti  baker 

jack  zander 

41  west  47th  St.  new  york  36,  n.  y. 

circle  6-1751 


_ ;  ernest  Jones  of  "ernest  Jones,  dda"  (u.  s.  army  reserve) 
lurine  of  "the  perils  of  lurine"  (pepsicola  co.) 
Charley  boggs  of  "the  dream  of  charley  boggs" 
(general  electric  co.) 


Executive  Notes 


Wilding   Shifts   Personnel 
in   Regional    Sales   Offices 

*  Several  salis  |i(rs(inn(l  changes 
ha\e  been  announced  hy  Lang  S. 
Tliornpsiin.  vice-president  in  charge 
of  the  national  sales  organization  of 
Wilding  Picture  I'rodiK  lions.  Inc.. 
Chicago. 

Jack  Klieinslroni.  furnierly  vici'- 
presidenl  of  the  companv's  (Cleve- 
land ofiiee.  has  lieen  transferred  to 
Chicago  where  lie  will  head  up  the 
Midwest  .Sales  Division.  He  replaces 
George  Schuyler  who  has  retired. 
No  stranger  to  the  Chicago  scene. 
Rheinslroni  joined  Wilding  in  1940 
and  worked  out  of  the  Chicago  office 
until  he  look  charge  of  the  Cleve- 
land operation.  During  the  past  16 
years,  he  has  been  instrumental  in 
the  planning  and  execution  of  nianv 
of  Wildings  major  filni  programs. 

Dean  Coffin,  formerly  of  the 
company's  creative  staff  in  Detroit, 
has  been  appointed  to  replace  Rhein- 
slroni as  head  of  the  Cleveland 
Sales  District.  Coffin  has  had  20 
years  of  experience  in  the  creation 
and  handling  of  motion  picture  and 
visual  education  projects  for  a  wide 
variety  of  industrial  and  liusiness 
applications. 

The  latest  addition  to  the  Wilding 
sales  organization  is  Hugh  F.  Gage, 
added  to  the  Eastern  Sales  Division, 
headquartered  in  New  York.  Mr. 
Gage  comes  to  Wilding  with  a  wide 
background  of  experience  in  the 
motion  picture  business  including 
writing,   selling   and   production. 

Sidney    Dash    to    Sales    Staff 
of   Rapid    Film    Technique,    Inc. 

*  .Sidney  Dash  has  joined  the  sales 
staff  of  Rapid  Film  Technique.  Inc.. 
it  recently  was  announced  by  Jack 
Bernard,  president  of  the  film  ren- 
ovating compan\. 

Dash  formerly  was  with  I  niled 
Artists  Television  where  he  was 
traffic  and  billing  manager.  In  his 
new  post,  he  will  lonccntrale  his 
efforts  on  the  company's  expanding 
television  department.  He  will  make 
his  headquarters  at  Rapid  Film's 
.New  York  office.  21  West  l()tli 
Street.  New  York  36. 

Rapid  Film  Technicpn"  s|)ecializes 
in  the  preservation,  reconditioning 
and  removal  of  scratches  from 
16mm  and  .'?5mm  motion  picture 
fdm.  It  is  the  originator  of  the 
Rapidweld  and  Rapidtreal  proc- 
esses. Rapidweld  removes  scratches 
and  other  deficiencies  from  used 
motion  picture  film.  Ra|)idlreat 
retards  the  developmint  of  the 
scratches,  dirl  and  other  danuii^e- 
on  new  film. 


FESTIVAL      CHAIRMAN 


David  Adam,  film  executive  e+ 
Fuller,  Smith  &  Ross,  Cleveland, 
.is  1955  Chairman  of  the  Cleve- 
land Film  Festival. 


Stone  Heads  Mines  Commiltee 
for  American  Ordnance  Assn. 
*  J.  \Ii\\  illianis  .Sinrie.  president 
of  the  DuKane  (!orj)oration,  St. 
Charles.  111.  electronics  manufac- 
turer, has  been  appointed  chairman 
of  the  newly  organized  Mines  Com- 
mittee of  the  .^meri(■an  Ordnance 
Association,  it  was  announced  in 
\^'ashington.  D.  C.  January  26,  by 
the  board  of  trustees. 

The  association  is  an  organization 
of  civilians  dedicated  to  industrial 
jireparedness  for  national  defense. 
It  has  more  than  .56.000  members, 
who  cooperate  with  the  armed  forces 
in  maintaining  U.  S.  armament  and 
ordnance  potential  in  peacetime.  As 
Mines  Committee  chairman,  Stone 
will  direct  a  group  of  industrial  ex- 
perts capable  of  assisting  in  the 
solution  of  technical,  scientific  and 
economic  problems  that  arise  in 
the  production  of  explosive  mines 
iieeded  by   the  military. 

Stone  also  is  a  trustee  of  the  Na- 
tional .Security  Industrial  Associa- 
tion whose  600  members  employ 
morethan  a  third  of  Americas  work- 
ing force.  He  recentiv  returned  from 
a  Defense  Department-sponsored 
tour  of  military  bases. 


FILM 

Handling 

GLOVES 


These  gloves  are  of  soft  cotton  moterial.  You 
will  hordly  know  you  hove  them  on,  yet  they 
will  protect  your  honds  against  nicks  and  cuts, 
and  more  important,  will  prevent  finger  marks 
on    your   film    while   inspecting    or   splicing. 

I     doz.     prs.     S3. 60     per     doz.     iplvs     postage 

5     doz.     prs.     S3-25     per    doi.     (plus     postage 

10     doz.     prs.      S3.00     per     doz.      iplus     postage 

I  Add    3°.,    soles    tax    if    in    New    York    City 


CLEANING 
FLUID 


REELS    •    CANS 
CASES 


FILMSTRIP 
STORAGE 
CABINETS 


FilmKore    Products    Company 

AAb    West    43rd    Street,    New    York    36,    N,  Y. 
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Frank  Papalia  of  Precision  Film  Laboratories.  Inc..  New  York 


With  management  in  growing  labs, 

Ansco  Type  238  Duplicating  Film  is  tops 


Genial  Frank  Papalia.  general  superintendent  ot  Precision, 
knows  that  the  reputation  ot  his  hrm  is  its  greatest  asset. 
1  hat's  why.  under  his  direction,  the  stafF  so  jealously  guards 
that  reputation  hy  consistently  turning  out  prints  of  highest 
quality  tor  hoth  the  motion  picture  and  television  industries. 

Precision  is  one  ot  the  many  tine  laboratories  ready  to  pro- 


vide you  with  outstanding  l6mm  color  prints  on  Ansco  Type 
238  Duplicating  Film. 

1  his  famous  film,  in  the  hands  of  expert  laboraton,'  crafts- 
men, will  give  you  the  print  quality  vou've  always  wanted. 
Sateguard  the  reputation  of  yo»r  firm  by  asking  for  prints  on 
Ansco  Color  Duplicating  Film.  Type  238. 


An 


SCO 


Binghamton.  New  York.  A  Division  of  General  Aniline  &  Film  Corporation.  "From  Research  to  Reality.' 
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This  is  Color  Reproduction  Company's 

16th  YEAR  of 


in 


16nini  Motion  Picture 
COLOR  PRINTING! 


^  f^- 


FJ 


\ 


^^/^ 


Try  Color  Reproduction 

Sound  Track   Service  ifee^^&ffd 

of  film   for  your  f6e  sample! 


Color  Reproduction  Company's  years  of  16nim 
color  print  specialization  has  developed  a 
technique  for  guaranteed  film  quality  which 
is  the  Standard  of  the  16mm  Motion  Picture 
Industry.  This  film  laboratory,  with  the  repu- 
tation for  "Finest  Quality"  has  definite  advan- 
tages for  you.  The  production  cost  of  your 
motion  picture  warrants  the  finest  quality 
color  prints.  Send  your  next  print  order  to 
Color  Reproduction  Company! 


7936  Santa  NionUa  Blvd.,  Hollywood  46,  California 

Telephone:  Hollywood  4-8225 


Milan   Samples  Fair  in   April 

to    Include    Sponsored    Films 

"K  The  I'iflli   InliTnational   Display 

(jf    (jnemalo-iraphy    for    Publicity, 

Industry  and  Tedmics  I'se  will  be 

held  during   the  International  Milan 

Samples  Fair,  April   15-24. 

Applications  had  to  reach  offi- 
cials by  February  25.  film  prints 
by  April  1.  .Address  requests  and 
applications  (air  mail)  to  Dr.  M. 
C.  Franci,  The  Secretary  General, 
Milan  Fair,  International  Display 
of  Cinematography  for  Publicity, 
etc.,  Ente  Autonomo  Fiera  Milano — 
Via  Domodossola.  Milano.  Italy. 
Cable  to:  Fiera  Milano — Telephone 
■187.636.  187.736  or  981.636.  Prints 
and  documentation  must  be  ad- 
dressed to  Delegazione  L'fiiciale 
Trasporti  Fiera  Milano,  V.  Mostra 
Cinepubbliiita.  Milano.  Via  Domo- 
dossola. 

With  its  purpose  '"to  focus  world- 
wide attention  on  the  films  which 
attest  the  efforts  made  in  order  to 
attain  a  real  progress  in  these  par- 
ticular branches  of  the  motion  pic- 
ture production,"  the  Ordering 
Committtee  ("considering  also  the 
entrants  choice")  is  screening  ac- 
cepted  films  in   two  categories: 

Publicity  films:  exclusively  de- 
voted to  the  advertising  of  the  prod- 
ucts of  industry,  handicraft,  con- 
sumer goods,  service,  or  whatever 
else  is  the  object  of  commercial  ac- 
tivity : 

Industrial  and  Technic  documen- 
tary films:  showing  the  achieve- 
ments of  industry,  from  the  experi- 
mental phase  (or  research  and 
analysis  of  raw  materials!  to  the 
serial  manufacturing  of  products — 
through  the  various  products  and 
their  application. 

X^hile  participants  are  free  to 
select  the  films  submitted,  the  Fair 
officials  reserve  the  right  to  accept 
only  "the  films  which  efficaciously 
help  the  growth  in  the  standards 
of  the  Cinematography  for  public- 
ity, industry  and  technics  use,  and 
with  a  subject  treated  in  a  way 
suitable  to  the  participation  in  the 
Display."  Barred  from  the  display 
will  be  any  films  considered  harm- 
ful or  injurious  to  the  national, 
moial  anil  religious  sentiments  of 
other  countries. 

Films  are  to  be  submitted  in  their 
original  editions,  size  35mm.  or 
16mm.  If  ihey  are  not  Italian  or 
Ircnch  spoken,  films  should  prefer- 
ably be  provided  with  subtitles  writ- 
ten in  these  two  languages.  Each 
print  should  be  accompanied  by: 
title,  lenglli  and  pit<-li.  resume  of 
the  la\(iul  in  Italian  or  French, 
name  of  producer,  names  of  artists 
and  technicians,  names  of  authors 
and  publishers  of  music,  photo- 
graphic   and    advertising    material. 
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In  "ONE  ABOVE   ALL" 
S^nAt/jAfl-^^^JMA  ^    the  world's 
largest  brewery,  presents  the  colorful 
motion  picture  story  of  Budweiser  the 
foremost  name  in  beer.  The  Hollywood  cast 
is  headed  by  John  Smith,  talented  young 
feature  player. 

Anheuser-Busch  ofliciaLs  agree 
that  at  last  each  step  in  the  intricate  art 
and  meticulous  science  of  brewing  fine  beer 
has  been  successfully  captured  on  film  — 
with  color  photography  so  beautiful  that 
it  is  breath-taking  in  its  on-the-spot  realism. 


CONSUtMHON   WfTHOUr  OBIfGAHON 

ATLAS 

FILM    CORPORATION 

Produtets  ol  Quality  Molion  Pitlures.  Sound  Slidefilrra,  Theolticol  Shorts,  TV  Commerciols 

ESTABLISHED    1913 
nil    South   Boulevord,   Oak    Pork,    III.,    Chicago    Phone   AUslin   7-8420 
OFFICES    IN    CHICAGO,    WASHINGTON,    D.    C.    AND    HOLLYWOOD 


.May  Me  show  you 
the  excellenf  I6niin 
reduction  prints 
obtainable  from  the 
new  Eastman  S.imin 
Neo|ative-Positive 
color  —  the  superb 
color  rendition 
achieved  in  "ONE 
ABOVE  .\LL"?  You 
have  to  see  it  to 
believe  it. 


'*  the  weolth  of  moture  fi/m  jenie,  sfeiK  and 
\\idqmeni  achieved  on/y  through  mony  years 
of  octuol  proiiiicWon  experience. 


What  Wk've  Already  Accomim  isiii »  wiih 
sponsored  films  is  ;i  ineic  drop  in  tlu-  biukii 
compared  uiili  uliai  is  yet  to  be  done.  Tlie 
potential  connniuii<ati\c  jjouer  dI  ilu  s|)oii 
sored  screen,  wliiili  ini  hides  icle\  isimi.  lias 
hardlv  been  explored,  let  alone  luili/ed. 

J  he  oiilv  true  criterion  ol  our  media  is  iliis: 
If  a  sponsored  film  inotivales  llir  nilendi-d 
audience  lo  nil  in  iKrordanrr  tvitli  llir  sfxiii- 
sor's  objcclii'cs  il  is  ii  umcssliil  jihii.  All  olhei 
criteria  must  be  subordinate  lo  ihis 

riius  it  is  iiKinnbent  on  us,  ilu  lilm  in.ikiis. 
to  do  moie  than  merely  give  the  sponsor  a 
film  he  likes.  We  iiuisl  cieale  a  Hliii  thai  solves 
tlic  sponsor's  problem  in  terms  ol  his  audi- 
ence: that  achieves  his  objective  by  riillilling 
the  audience's  objective  in  wanliing  the  pic- 
lure.  Sometimes  this  means  that  \v(  must  first 
persuade  the  sponsor  to  un-like  ilu  liliii  Ik 
origiuallv  had  in  mind;  then  ue  must  create 
the  film  that  will  do  the  job  he  wants  done 
and  [jersuade  him  to  put  his  O.k.  on  it.  Obvi- 
ously, in  this  ue  must  have  the  courage  ol  our 
convictions  based  on  our  prolessioual  experi- 
ence and  ability. 

Every  thought  we  haxe  and  e\(-i\  shol  ue 
make  must  be  geared  priinarih  lo  the  achieve- 
ment of  the  sponsor's  objective  in  arms  ol  the 
audience's  objective,  and  vice  versa. 

Occasionally  there  is  a  tendencv  in  uur 
media  to  be  more  concerned  with  uliai  other 
film-makers  will  think  of  our  films  than  with 
what  the  sponsor's  audiences  will  think  tiiul 
do  after  seeing  them.  We  are  so  intent  on 
achieving  outstanding  "production  values' 
per  se  that  we  suboidinaie  the  sponsor  s  and 
the  audience's  objectives. 

We  must  avoid  this  pitfall.  In  so  iloing  (and 
without  sacrificing  production  values)  we  in 
crease  our  ability  to  realize  and  utili/e  the 
practically  unlimited  motivation. d  and  ])er- 
suasive  powei  of  our  media. 

—  L.  P.  Moniince 


.As  Makers  and  users  of  business  liluis.  ue 
represent  a  medium  whose  potency  is  unsur- 
passed in  the  field  of  communications,  'iet. 
year  after  year,  only  a  tinv  portion  ol  the  huge 
sums  spent  to  transmit  information  and  ideas 
and  mold  public  opinion  are  allocated  to  our 
industry. 

I  he  reason  is  sim|jle.  Our  storv  has  not  been 
properly  told  to  the  men  who  are  resjjonsible 
for  planning  (ommuiiications  programs. 

So,  let's  do  some  communicating  ourselves. 
We  need  a  <oo|)erati\e  effort  which  will  con- 
cern itself  with  the  needs  of  the  industry  as  a 
■whole  rather  than  the  merits  of  individual 
producers.  Wc  need  a  film  progiam  which  will 
dramatically  portray  the  uses  and  advantages 
of  business  films:  we  need  speakers  lo  appear 
before  conventions  and  meetings  of  manage- 
ment groups;  we  need  articles  and  case  his- 
tories for  business  publications,  .\bove  all,  we 
need  to  convince  ourselves  that  our  industrv 


Producers  Credo 

AS     I.EAULNG     MLM    MAKERS 
MEW  TODAY"S  CHALLENGES* 


I  C  O  \  T  I  \  I    K  l>    FROM     PACE     FOURTEEN! 

I  an  :iiid  should  stand  on  the  same  level  with 
oilier  accejited  communications  media. 

In  ilu  short  space  of  ten  ye:iis  our  iiuliisirv 
has  ,11 1  ixc  (I  ill  ihe  full  stature  ol  iii;itiiiii\  :niil 
it  is  lime  that  we  accepted  ihe  responsiliililics 
of  our  posilion. 

Let's  coiiiiminiciie. 

-  Ti'd  Ciitr 

•  *  * 

liu  toMMERCiAi  .\l(iiiii\  I'uuRE  business 
li.is  leached  maturity.  II  iheie  may  have  been 
:in  excuse  in  our  adolescent  years  for  plunging 
head  down  without  giving  direction  ;ind  go:il 
much  thought,  there  is  none  now, 

Ihe  commercial  motion  picture  business 
has  become  a  husky,  muscle-Hexing  broad- 
caster and  educator,  with  ilignity,  stature,  and 
uiiprecedenicd  power.  We'd  better  all  recog- 
nize th:il  fad  and  set  sights  accordingly, 
because  with  our  success  have  come  responsi- 
bilities greater  than  those  to  our  clients  and 
ourselves, 

I  he  indusirial  leaders  willi  whom  we  deal 
re.dize  more  each  day  that  this  medium,  when 
pioperly  used,  can  tell  the  siorv  of  their  com- 
p:inv  or  organizaliuu  lo  many  millions  ol 
people,  not  only  in  this  (onntry  but  through- 
out the  world,  and  via  moie  viewing  media 
ili:in  ever  before  existed. 

Our  industry  is  in  evoluiioii.  Il  is  no  longer 
nieiclv  a  film  vehicle  trying  to  peddle  goods. 
Clommcrcial  motion  pictures  have  evolved  into 
el<K|iieiu  ;imbassadors  at  home  and  al)io:id  of 
our  .American  way  of  life. 

Without  ever  really  meaning  to.  our  indus- 
trv has  become  a  weapon  in  the  epic  struggle 
f(jr  survival  now  swirling  around  the  world 
beiween  capitalism  and  communism.  To  abuse 
our  medium  or  to  permit  shoddy  work  lo  slip 
bv.  is  to  |)erform  a  great  disservice  to  ourselves. 

It  is  V  ital,  therefore,  lo  use  every  new  techni- 
cal development  applicable  to  our  work.  Tele- 
vision and  Cinemasco|)e,  for  example,  are 
two  gieat  developments  that  have  increased 
our  stature,  scope,  variety,  and  circulation. 

I.et  me  sum  it  up  like  this:  The  liettei  we 
do  il,  tlu  beiier  we  will  do,  .Not  oiilv  in  the 
narrower  sense  of  promoting  the  <omiiiei(  i;il 
motion  picture  business,  but  in  selling  our 
incomparable  wav  ol   life, 

—  /oiy  rnnhitnks 


•Editor's  Note:  With  justifiable  pride  in  the  many  and 
varied  ideas  expressed  in  this  Production  Review  feature, 
the  Editors  plan  to  reprint  these  contributions  in  hooklet 
form.  Write  BUSINESS  SCREEN,  7'I64  Sheridan  Kond. 
ChicaKo  1^  for  a  copy  on  your  tiusiness  or  institutional 
letterhead. 


\\  II  Vis  i\  1 1  FOR  .\Ir>  That  seems  to  be  a  uni- 
versal c|uestion  in  the  minds  :md  hearts  ol 
most  people.  Of  course,  wi  :ill  know  there  are 
many  declic:itcd  individiKils  who  desire  to  be 
ol  service  lo  ilu  ii  Ullow  uian:  iii  vertheless. 
the  average  |jerson  is  primarily  iiueresied  in 
his  own  wellare  and  thai  ol  his  lamilv. 

Those  ol  us  who  p,iiii(ipaii  in  the  writing 
and  ]jroduction  ol  s|)oiisoied  films  are  apt  t(j 
forget  to  identify  the  sponsor's  objective  with 
ihe  self  inicrisl  ol  ihc  iiidividu:ds  he  hopes 
lo  le.uh  v\itli  liis  message. 

Many  ol  us  who  write  and  produce  spon- 
sored films  are  remiss  in  not  spending  more 
time  studying  philosophy,  sociology,  psycholo- 
gy, economics  and  poliiics.  We  just  don't  know 
enough  about  what  luoiivales  huiii:in  beings 
to  interpret  with  iiiipaii  and  inlegrilv  the  ab- 
stract and  teihiiii.il  iiilonnation  which  (on- 
Iribute  to  a  betlei  underst:inding  of  .\merican 
business  and  our  system  ol  govtrnment. 

It  has  f)een  said  in  the  jjast  that  the  ])en  is 
mightier  than  the  sword;  it  might  be  said  in 
the  present  iIkh  the  motion  jjitiuie  meditnn  is 
mightier  than  the  pen  :iiid  the  sword:  but  it 
is  a  double-edge  swoni,  loi  a  him  tan  alienate 
as  quickly  as  it  can  indoctrinate.  1  believe  we 
owe  it  to  our  clients  and  ourselves  lo  make  a 
dedicated  elfort  to  improve  not  only  our 
craltsmanship  in  writing  and  production,  but 
to  dig  a  deeper  well  of  knowledge  from  which 
to  draw  our  ideas  for  the  treatment  of  the 
subject  mallei  our  clients  give  us  to  dramatize. 
—  Jolni  Siilhrihniil 


-MoTiO-N  PiciiRis  have  made  great  strides 
since  the  sileni  ekivs,  ^ei.  never  was  there  a 
time  when  the  c|uotation.  "Let  the  buyer  be- 
ware," assumed  greater  iin])oriance  than  ii 
does  today. 

There  are  lar  loo  iiuinv  films  ol  an  inlerior 
type  being  foisted  on  audiences  daily  growing 
more  restive  under  the  deluge— and  this  is  not 
good  for  sponsors,  producers  or  the  audience. 
Perhaps  this  is  due  to  biivers  shopping  exclu- 
sively "on  price,  "  without  regard  lo  the  film 
producer's  clear  understaiuling  ol  ;i  (lieiu's 
needs  and  objectives. 

Never  yet  has  the  "lowest  bid"— projected  on 
a  screen  or  telecasi— done  credii  to  the  pro- 
ducer, the  buvei  or  the  iiulusiiv.  Without 
careful  planning,  sound  creative  ideas,  and 
honesty  and  pride  in  execution,  many  a  pic- 
ture is  not  really  a  film  at  all.  because  it  de- 
picts merely  a  cheap  prite- ;i  ""low  bid."  Doing 
that,  il  Kisis  1,11  loo  iiiuili  — it  <an  cost  the 
sponsor  gooil  will  .iiul  the  veiv  results  he 
seeks. 

I  feel  that  an  iiureasing  number  of  firms 
are  appreciative  of  these  factors  when  con- 
sidering having  a  film  made,  I  believe  ihis 
fador  can  inspire  all  ol  us  in  ilu  produciion 
ol   films  III  lieliei   ,iiid  bigger  things. 

—  ]\  iltnini  J.  Ganz 

I    MORE     STATEMENT.*     VPPEVR    ON    PAGE    48  ) 
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the 
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that 

counts 
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PRODUCTIONS,  inc. 

15    EAST    53rel    STREET 

NEW    YORK    12 
MURRAY    HIU    £-7830 


MORE  PRACTICAL  KNOW-HOW  ON  NEWEST  AUDIO-VISUAL 
TECHNIQUES  AND  TOOLS  APPEARS  8  TIMES  ANNUALLY 
IN   THE   BIGGER.   BETTER   PAGES   OF   BUSINESS   SCREEN 


First    3-Color    "Live"    Film   by 
Technicolor    Goes    to   Academy 

•¥  A  print  of  La  Cucaraclta.  the 
first  three-color  live  action  motion 
picture  made  by  Technicolor,  was 
presented  to  the  Motion  Picture 
Academy  of  Arts  and  Sciences  Jan- 
uary 19.  by  Dr.  Herbert  T.  Kalmus. 
president  and  general  manager  of 
rcehnicolor  Motion  Picture  Corpo- 
lation. 

Although  a  Walt  Disney  three- 
I  cilor  cartoon  made  by  Technicolor 
jireceded  it.  La  Cucaracha  brought 
human  figures  in  full  color  to  the 
general  public  for  the  first  time. 

Dr.  Kalmus  presented  the  print 
of  La  Cucaracha  to  Charles  Brack- 
ett.  president  of  the  Academy,  in 
a  ceremony  held  in  the  Academy 
library. 

During  the  ceremony,  Dr.  Kal- 
mus said.  "This  two-reel  picture  was 
produced  in  1933  bv  Pioneer  Films, 
whose  officers  were  John  Hay  Whit- 
ney, president,  and  Merian  C.  Coo- 
per, vice-president.  This  little  fea- 
ture marked  the  transition  from 
wo  component  to  three  component 
Technicolor  photography  and  print- 
ing, and  hence  is  a  milestone  in  de- 
veloping the  best  methods  of  bring- 
ing color  to  the  motion  picture 
screen. 

"Technicolor  Motion  Picture  Cor- 
[loration  is  presenting  this  print  .  . . 
to  commemorate  the  manufacture 
of  four  billion  feet  of  35mm  color 
motion  picture  release  prints.  Those 
four  billion  feet  have  recorded  ad- 
vances in  every  phase  of  film  mak- 
ing. I  have  every  faith  that  when 
we  complete  our  next  four  billion 
feet  of  film,  they  will  record  even 
more  far-reaching  improvements  in 
cinematic  production  and  presenta- 
tion." 

In  reply.  Brackett  said.  "I  well 
remember  w  hen  La  Cucaracha  broke 
like  a  sunrise  on  the  drab  gray 
screens  of  the  world.  It  dazzled  us 
all  by  its  beauty  and  its  novelty. 
The  beauty  of  the  process  remains. 
Its  novelty  is  certainly  gone.  Nowa- 
days people  say  of  a  picture,  as 
though  they  were  pointing  out  a 
cpiaint  peculiarity.  "It's  in  black  and 
white.' 

"The  only  complaint  about  Tech- 
nicolor I  ever  heard  from  anybody 
is  that,  after  seeing  a  picture  in 
\nur  process,  the  world  outside  the 
hcatre  looks  a  little  drab.  The  same 
ihing  can  be  said  about  an  exhibi- 
ion  of  Van  Goghs. '  ^ 

«        •        « 

Texaco's   "Story   of  a  Star" 
Rolls   on   Jerry    Fairbanks'    Lot 

♦  Operations  of  the  Texas  Co..  New 
York,  will  be  filmed  by  Jerry  Fair- 
banks Productions.  Hollywood, 
under  the  title  The  Slory  o/  a  Star. 
The   film   will   be   released    interna- 


tionally via  television  and  all  avail- 
able public  outlets. 

The  Slory  oj  a  Star  will  be  filmed 
in  Hollywood  and  on  location  from 
a  story  written  by  Leo  Uosencrans, 
Fairbanks  story  editor.  It  will  be 
shot  in  35mm  Eastman  color  with 
the  commercial  edition  running  ap- 
[)roximately  35  minutes  and  a  Iv 
\ersion   of  27  minutes. 


Columbia   Records'   Banner  Year 
Includes    Transcription    Growth 

■K  James  1!.  (iimkling.  president  of 
Columbia  Records.  Inc..  reported 
recently  that  record  and  phono- 
graph sales  continued  to  boom  in 
1951.  giving  Columbia  its  best  year 
since  1917  with  the  largest  fourth 
quarter  volume  in  the  companvs 
history. 

1951  was  also  notable  for  un- 
covering a  significant  new  trend  in 
consumer  disc-buying  habits.  This 
year,  the  nations  record-collectors, 
an  increasing  proportion  of  them 
new  phonograph  owners,  turned 
more  strongly  to  longer  playing 
music,  to  more  extended  programs 
on  discs  and  to  specially  packaged 
sets. 

Interest  in  single  records,  despite 
strong  individual  hit  discs — Colum- 
bia had  four  million  record  sellers 
in  1951 — tended  to  decline  tempo- 
rarily during  the  year  for  Columbia 
and   the   industry  in   general. 

In  1954  Columbia  entered  the 
tape  field,  joining  with  Bell  & 
Howell  Company  to  market  high 
quality  portable  and  table  model 
tape  recorders. 

Columbia  made  great  successes 
with  such  LP  s  as  The  Confederacy. 
the  New'  York  Philharmonic  Brahms 
-Mbum.  The  Pajama  Came.  Liber- 
ace,  and  the  fabulous  Dave  Brubeck. 
In  pop  singles,  four  out  of  the  first 
five  top  sellers  featured  Columbia's 
redoubtable  girls:  Rosemary  Cloo- 
ney.  Joan  \^  eber.  Jo  Stafford  and 
Doris  Day. 

Production  of  promotional  and 
premium  records  was  expanded  con- 
siderably by  Columbia  Transcrip- 
tions during  195 J.  Special  discs 
featured  Jo  Stafford,  prepared  for 
distribution  by  Gold  Seal  Wax. 
which  sponsors  her  weeklv  CBS-T\^ 
show.  A  unique  Transcriptions  proj- 
ect was  the  production  of  an  origi- 
nal show  on  discs  for  use  by  Scandi- 
navian Airlines. 

Other  major  manufacturers  using 
Columbia  services  this  year  were 
Monsanto  Chemical  Company,  Gen- 
eral Electric.  Stromberg-Carlson, 
Phiico,  Capehart  and  Zenith.  The 
division  continued  to  produce  rec- 
ords for  the  country's  leading  in- 
dependent record  companies  and 
>ound  slidefilm  producers.  IS" 
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IN  THE  FIELD  OF 
TELEVISION  COMMERCIALS 

. . .  typical  is  our  continuing 

work  with  B.  B.  D.  &  0. 

in  the  production  of  commercials 

used  in  the  outstanding 

U.  S.  Steel  Hour  program  . . . 


-7      FILMS  FOR  THEATRICAL,         ] 
"^  NON-THEATRICAL  AND  i 

TELEVISION  DISTRIBUTION 

. . .  sales  training  films 

. . .  dramatic  documentaries 

in  full  color  such  as 

OFFSHORE!  produced  for 

J.  Ray  McDermott    f\ 
&  Co.  Inc. ...         * 


MXM 


^•■VJS^. 


^RN>^^ 
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More  than  300  companies  have 
entrusted  their  most  special  assignments 
to  Robert  Yarnall  Richie  . . .  wont  you 
let  us  show  you  why? 


ROBERT  YARNALL  RICHIE  PRODUCTIONS  INC.  •  STUDIOS  AND  OFFICES:  9  WEST  61st  STREET,  NEW  YORK  23,  N. 
PHONE:  CIRCLE  6-0191  •  CABLE  ADDRESS:  BOBRICHIE,  NEW  YORK  , -^^-^^ 
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Manufacturers  and 
Distributors  of: 
Bloop  Punches 

Cans,  Film  Strip 

Editing  Tables 

Film  Bins 

Film  Racks 

Flanges 

Film  Editing  Gloves 

Leader  Stock,  16  &  35  mm 

Measuring  Machines 

Plastic  Cores,  16  &  35  mm 

Reels,  16  &  35  mm 

Reels,  Non-Magnetic 

Split  Reels 

Rewinds 

Sound  Readers 

Splicers 

Storage  Cabinets 

Vault  Cans 

Scotch  Tape 

Cloth  Tape 

Sound  Recording  Tapes 


HOLI_Y\A/OOD 
FILM    COMPANY 


HO-23284 
HO  4-7191 


precision  film  editing  equipment 


956  NO.  SEWARD  ST. 
HOLLYWOOD  38.  CALIF. 


Shell    Puts    16mm    Film   Folder 
into  Charge  Account  Envelopes 

♦  A  ;r(ii)(l  ('\aMi|ilt'  of  promulioii 
U>  iiii'IiiIhts  of  its  ruslomcr  family 
is  Slii'll  Oil  Company  ?  small  film 
list  folder  sent  to  custonirrs  with 
cliarjic   accomil-. 

f)pciiin';  his  hill,  the-  i  u-lonicr 
discovers  an  allractivp  title  listing 
of  Shell-sponsored  films  available 
from  company  film  libraries.  Led 
in  by  "You'll  like  these  films  by 
Shell."  the  customer  .scans  brief 
notations  on  motion  pictures  which 
depict  oil  in  many  phases  of  human 
endea\or. 

Typical   of   tlic    lislinf:   arc: 

"I'ruspccnnii  jur  I'l'lroleum.  the 
story  of  oil  exploration:  Birlh  of 
an  Oil  Field,  the  story  of  drilling 
and  production:  Refining  Oil  for 
Energy,  the  story  of  manufacturing; 
Oil.  llie  Invisible  Traveler,  the  story 
of  transportation:  Pipeline,  the 
.story  of  .'\mericas  underground  oil 
transportation."  Other  films  depict 
oil's  role   in   aviation,   science. 

The  folder  also  advertises  Shell's 
larger,  complete  motion  picture  cat- 
alog which  may  be  obtained  free 
from  Shell  film  libraries  at  50  W. 
50th  St.,  N.Y.  20;  100  Bush  St., 
San  Francisco;  624  S.  Michigan 
Ave..  Chicago  5;  P.O.  Box  2099, 
Houston   1.  Texas. 

Experimental    Films    Featured 
in    Institute    of    Design    Course 

♦  Applications  of  the  lincniatic 
medium  are  being  reviewed  in  a 
film  survey  course  at  the  Institute 
of  Design.  Illinois  Institute  of  Tech- 
nology.  Chicago. 

Classes  began  Feb.  16.  They  are 
conducted  from  7  to  9  p.m.  on 
Wednesday  at  the  design  school, 
6:^2  X.  Dearborn  St. 

A  cross-section  of  15  .American 
and  foreign  experimental  films  are 
being  shown  during  the  survey, 
ranging  in  scope  from  realism  to 
abstraction,  individual  portrait  to 
mass  spectacle,  literal  transcription 
to  poetic  invention,  and  surface  de- 
scrijJtion  to  psvchological  insight. 
Although  the  film  course  is  required 
for  the  Institute's  design  students, 
till"  course  was  opened  to  the  gen- 
eral   public   on   a    non-credit   basis. 

Radiant   Credits   '54  Sales  Top 
to    Popularity    of    Slides 

♦  liadiant  Maiuifaiiuring  Corp., 
Chicago,  producers  of  projection 
screens,  reported  1951  was  the  big- 
gest sales  year  in  its  history. 

.Adolph  V^'crtlieimer.  vice  presi- 
dent, said  that  the  sales  increase 
was  due  to  the  popularity  of  color 
slide  and  stereo  projection  in  the 
home  and  the  growing  use  of  audio- 
visual aids  in  industry,  churches 
and  schools.  He  was  optimistic 
about  1955. 
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Find  out  about  the  production  of  your  •  Public  Relations  •  Promotional  •  Sales  Training  and 
•  TV  Commercial  Films  using  the  facilities  of  Universal  City,  California,  the  400  acre  motion 
picture  plant  of  Universal  Pictures,  through  UNITED  WORLD  FILMS,  INC.,  a  wholly 
owned  subsidiary  of  Universal  Pictures  Co.,  Inc.,  1445  Park  Avenue,  New  York  29,  New  York, 
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the  BIG  pickre 
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\ 
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and  the 
simple  one 
too! 


LESLIE      ROUSH 
PRODUCTIONS,  INC. 

UOHeiricks    Road 
Mineola,    N.  Y. 


FOUND*  VlfHEREVER   IMPORTANT   DECISIONS   ARE    MADE! 


„|fc/»»v.^  c*-^»v 


a>\JLMSjLV^. 


GENERAL  FILM  laboratories  corp. 

1546  NO.  ARGYLE  •   HOLLYWOOD  28,  CALIF.  •  HO  9-6391 
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SHOW  MOTION  PICTURES 
THIS  NEW  TABLE-TOP  WAY 

with  New  CRAIG  Projecto-Editor 


Table  Viewer 

with  large 

3i"x4J"  screen 

shows  movies 
large  enough  for 

small  groups 


PRICE 


THE  new  Craig  Projecto-Editor 
can  be  set  up  on  a  table  top  in 
60  seconds  to  show  movies  in  bril- 
liant action — without  darkening  the 
room. 

Educators  use  the  Craig  Pro- 
jecto-Editor for  previewing  films 
before  showing  to  larger  groups. 
For  editing  films  before  showing  to 
different  groups.  For  film  mainte- 
nance and  repair. 

Businessmen  use  it  as  a  selling 
tool  to  present  a  sales  story  to  key 
prospects.  For  analyzing  time  and 
motion  study,  job  training  and  en- 
gineering films.  For  film  editing  and 
maintenance. 

With  a  Craig  Projecto-Editor 
you  can  show  movies  in  any  place 
— at  any  hour.  Picture  shows  bright 
and  clear  on  its  3  V4"  x  4  V4"  ground 
glass  screen.  You  can  create  fast  or 
slow  motion  effects,  re-run  certain 
scenes  repeatedly  without  waiting 
until  you  get  to  the  end  of  the  reel. 
You  can  even  stop  the  film  for 
frame  by  frame  examination  with- 
out harm  to  film. 

WRITE  FOR   IllUSTRATED   CATALOG   NO     BS-2     ADDRESS   CRAIG,   INC. 
DIVISION     OF    THE     KALART    COMPANY,    INC.    •     PIAINVILLE,    CONN. 


"Sponsored  Films  for  School  and  Community" 
a  Lively  Topic  at  Eastern  Film  Library  Meeting 

A    BUSINESS    SCREEN    CORRESPONDENT    REPORTS 


EASY   TO    CARRY 

Complete  unit  folds  into  Carr>'ing  Case 
no  larger  than  table  model  radio.  Weighs 
only  10^2  pounds.  UL  approved. 
Models  for  8mm  or  16mm  (400'  reel  ca- 
pacity I  complete  with  Carrying  Case — 
S79.50. 


Craig  Professional  Unit  for  reels  to  2000' 
capacity.  Price  complete,  as  shown, 
S  79.50.  Viewer  only.  S49.50. 

t   1954.  The  Kalart  Co. 
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KEI)  and  desire  of  educa- 


( loser  logi'lher  in  the  audio-visual 
field  was  mutually  expressed  during 
ihe  Eastern  regional  meeting  of  the 
Educational  Film  Library  Associa- 
tion, held  in  New  York.  Jan.  27-28. 

A  large  portion  of  Ihe  two-day 
conference  for  librarians,  teachers 
and  film  people  was  devoted  to  the 
subject  of  "Sponsored  Films  for 
School  and  Community"  and  the 
utilization  of  films  and  other  a-v 
materials  in  industrial  training. 

Meeting  in  the  new  Carnegie  In- 
ternational Center,  a  panel  of  four 
under  the  chairmanship  of  J.  Rav 
Bingham,  president  of  .Association 
I  ilnis.  Inc..  outlined  current  aspects 
of  the  sponsored  film  field.  Others 
taking  part  were  Miss  Sophie  Hohne 
of  Movies.  I  SA.  Maurv  J.  Glaub- 
man  of  the  .Anti-Defamation  League, 
and  Herbert  Kerkow  of  Herbert 
Kerkow.  Inc.  Ross  .Sutherland  of 
John  Sutherland  Productions.  Inc., 
was  a  scheduled  panelist  but  did  not 
participate  due  to  illness. 

Educators    More    Discriminating 

Chairman  Bingham  pointed  out 
that  as  a  distributor  he  found  that 
educators  were  learning  how"  to 
I'etter  judge  films.  In  the  past  11 
years.  Association  Films  has  turned 
down  more  films  for  distribution 
than  were  taken  on.  he  said. 

Following  the  pattern  for  all  dis- 
cussions at  this  conference,  a  mo- 
tion picture  was  used  to  start  the 
meeting.  Horizons  of  Hope,  a 
Sloan-Kettering  Foundation  film  on 
■  ancer  research  produced  by  John 
Sutherland,  was  the  example  of  a 
new  sponsored  film.  A  20-minute 
color  movie,  it  combined  animation 
and  live  action.  The  audience 
jiraised  the  animation  used  to  clar- 
ify technical  and  medical  terms 
and  procedure. 

Miss  Hohne  listed  three  reasons 
whv  sponsored  films  are  made:  to 
publicize  projects  and  help  raise 
money  I  i.e.  cancer  films);  to  tell 
ideas  and  programs  to  own  em- 
ployees and  dealers  (i.e.  sales  pro- 
motion films!  :  to  bring  a  message 
to  the  general  public  or  any  one 
area    (i.e.   insurance    films  i . 

Preference    for    Adult   Groups 

.Surprising  to  many  school  peo- 
ple was  the  fact  that  some  sponsors 
exclude  school  audiences — that  they 
might  want  only  adult  groups. 
After  paying  for  the  film  produc- 
tion. sonictimi'S  only  enough  prints 


can  be  purchased  to  reach  the  |>ri- 
mary  audience.  Miss  Hohne  noted. 
Glaubman  felt  that  .some  compa- 
nies and  associations  are  motivated 
into  producing  films  only  because 
their  competitor  has  a  movie; 
often  the  coming  of  a  25lh  an- 
niversary will  excite  such  compa- 
nies to  glamorize  themselves.  Fre- 
quently these  films  are  not  effective. 
Glaubman  maintained.  The  Anti- 
Defamation  League  produces  films 
that  fill  a  need,  he  said,  because 
the  League's  distribution  is  only 
through  rental.  The  audience  must 
want  to  get  them. 

Gives    the    Producers    Viewpoint 

Kerkow  reviewed  sponsored  filnis 
from  the  producer's  viewpoint.  He 
stated  that  teachers  have  a  real  need 
for  sponsored  films  which  cover 
topics  and  areas  and  not  econom- 
ically feasible  to  educational  film 
companies.  He  believed  that  pro- 
ducers and  sponsors  have  realized 
their  responsibility  to  education  and 
have  improved  their  films  to  the 
point  where  films  are  generally  ac- 
cepted in  schools. 

Kerkow  listed  eight  steps  for  a 
producer  in  producing  a  sponsored 
film  for  school  use: 

1.  Relate  sponsor's  material  to 
school  needs. 

2.  See  and  understand  in  gen- 
eral the  needs  of  schools. 

3.  Share  this  information  with 
clients. 

4.  Set  up  the  builget  in  line  with 
the  client's  desires  and  the  tvj)e  of 
film. 

5.  Prepare  the  script. 

6.  Go  to  teachers  and  students 
with   the  script  for  suggestions. 

7.  Make  the  best  film  possible 
within  the  budget  limitations. 

8.  Make  an  actual  student  check 
by  running  the  workprint  with  a 
temporary  sound  track  nn  a  mag- 
netic projector. 

Later  in  this  session.  Charles 
Luminati  of  the  Great  Neck.  N.  ^. 
schools,  speaking  for  the  audio- 
visual coordinator  in  education, 
sounded  a  note  of  encouragement. 
The  quality  and  content  of  spon- 
sored films  has  greatly  improved, 
he  slated.  Teachers  are  being  eon- 
suited  more  and  more,  he  added, 
and  indu.stry  and  education  are 
coming  closer  together. 

The  problem  of  scheduling  spon- 
sored films  still  exist.s.  Luminal! 
said.  .At  the  beginning  of  each 
year,  the  sponsored  films  needed  by 

I  C  O  N  C  L  L   D  E  D   I)  \    I"  A  G  !■:    4  4i 
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HUMAN  RELATIONS  NATIONAL  SECURITY  SALES  PROMOTION 

"And  So  They  Grow"  "Guard  Against  Sabotage"  "There's  Color  In  Your  Life" 


cinema-VISIDlV 


See  these  new 


•  "For  all  that 

you    hear    about    the 

miracles  of  wide  screen,  3D 

and  other  means  of  projecting  motion 

pictures  to  capture  audience  attention,  the 

fact  remains  that  it  is  the  content  of  the  film,  the 

interest  of  the  story  and  the  ability  of  the  producer  who 

brings    it    to    the    screen    that    determines     its    worth    to    the 

sponsor    and    to    the    audience    which    gives    its    time    to    the 

viewing.  We  call   it   cinema-VISION,   the  art  of   putting 

your    story    into    memorable    pictures    and    sound. 

The   art   of   seeing   that   the   Best   of   your 

message    is    clearly    understood    and 

acted  upon  regardless  of  the 

mechanical  dimension 

on  the  screen". 


filr 


And  So  They  Grow 

Play  Schools  Association 

Are  You  SliPpingP 

Southern  Railway  System 

Children   With  Nephrosij 

Charles  Pfizer  &  Co. 

Guard  Against  Sabotage 

United  States  Coast  Guard 

Slate  Quarry  —  Engineered  For  Oil 
Esso  Standard  Oil  Co. 

There's  Color  In  Your  Life 

Benjamin  Moore  &  Co. 

Three  To  Make  Ready 

Institute  for  Crippled  and  Disabled 


Campus  \\\{f\ 


14    EAST    53rd    STREET,    NEW    YORK    22,    N.    Y. 


SmCt     1934 


A  SYMBOL  Of  QUAl/TY 


/A^KlcCCtumA  TELEPHON 


E    PLAZA    3-3280 


Three  key  members  of  The  Jam  Handy  Organization  a^e  pictured  above 
with  Jamison  Handy,  president  (extreme  left),  just  after  receiving  awards 
for  25  years  of  service.  From  left  to  right  are  Mr.  Handy;  Eldon  Anderson, 
manager  of  slidefilm  stages:  Everett  Schafer.  vice-president;  and  Leroy 
Conway,  film  editor,  shown  at  Detroit  ceremony. 


TRI-ART 


lows 


35mm   color   release   prints 

Kodochrome   prinfing 

16mm    Kodochrome   enlarged   to 
35mm    color 


35mm    filmstrips 

Let  our  Tri-Art  Color  Specialists  show  you  how 
to  make  prints  that  will  do  a  better  selling  job. 


CORPORATION 


345    WEST   55th    STREET,    N.Y.    19,   N.Y.      •      PLAZA  7-4580 


For  Complete  Information  on  Any  Phase  of  Color  Or 
Black  &  White  Printing  Fill  in  Coupon  and  Mail. 
Tri-Art  Color  Corp. 

245  West  55th  Street,  New  York  19,  N.  Y. 
Gentlemen: 

Please  send  me  more  information  on 


FILMS    FOR    SCHOOLS:       SERVICE  HONORS  TO  THESE  JAM  HANDY  VETERANS 

(.CONTIM'ED  FRO.M  I'AGt  42  I 
his  teachers  are  carefully  studied 
and  ordered  months  in  advance. 
Lumiiiali  also  noted  that  showing  a 
coinpanys  i)rodu<ts  was  not  ob- 
jectionable if  natural  lo  the  story 
of  the  film,  but  he  definitely  did  no! 
use  films  heraldins!  the  superiority 
of  one  sponsor's  product  over  others. 

.Marjorie  Fuller  of  the  Stamford. 
Conn..  Public  Library  explained  th^- 
librarv's  function  in  the  community. 
Stamford  has  some  500  films,  of 
which  about  one-third  are  spon- 
sored. The  library  works  closely 
with  a  large  number  of  groups  such 
as  P.T..\.'s.  social  agencies,  recre- 
ation leaders.  In  borrowing  films 
from  companies  for  less  than  a 
vear.  the  library  has  to  have  a 
print  for  at  least  a  month.  A  regu- 
lar film  catalog  is  published  and 
monthly  listings  are  sent  to  the 
maihng  list. 

Two  round-table  discussions  on 
the  classroom  and  the  community 
followed  the  general  meeting. 

In  another  session  of  the  con- 
ference. Dr.  Louis  S.  Goodman  of 
Pan-American  .Airways  described 
training  work  at  P.A.A.  In  two  and 
a  half  years.  Pan  American  has 
produced  12  motion  pictures,  seven 
sound  sUde  films  and  72  recordings. 
Including  equipment  for  all  loca- 
tions, the  total  program  has  cost 
8650,000  to  date. 

In  the  area  of  reservations,  the 
purpose  of  the  training  program  is 
to  cut  the  time  to  book  a  passenger 
from  35  minutes  down  lo  three 
minutes.  One  of  the  principal  train- 
ing features  deals  with  attitude  and 
service  around  which  all  of  Pan 
Americans   operations    revolve. 

Dr.  Goodman  showed  three  films 
as  a  cross-section  of  his  work.  The 
first  was  a  three-minute  subject, 
Diai  S  jor  Service.  A  man  is  shown 
in  a  phone  booth  calling  Pan  .Amer- 
ican to  make  a  reservation.  .Almost 
wordlessly  he  waits  while  the  clerk 
tries  to  make  his  reservation.  The 
EFLA  audience  was  impressed  by 
the  humorous  approach  to  training 
and  the  point  impact  of  the  film. 

A  two  minute  film  showed  the 
proper  way  to  talk  to  the  customer 
at  the  counter.  This  film  is  repeated 
10  times  in  the  class.  Dr.  Goodman 
explained  that  it  was  sometimes  dif- 
ficult to  get  the  film  used  properly 
in  P.A..A.'s  locations  around  the 
world. 

The  third  film.  Flight  l/appy,  made 
by  Henry  Strauss  Co.,  Inc.,  was 
designed  for  altitude  improvement. 
This  picture  shows  how  a  flight 
crew  can  handle  a  disgruntled  pas- 
senger and  change  him  into  a  friend 
of  the  airline.  JJ" 


ISO  I 


I City  &  Zone 


Three  Honored  for  25  Years' 
Service  at  Handy  Organization 
■¥  Silver  watches  were  awarded  in 
January  to  three  men  who  reached 
I  he  25lh  rung  of  the  success  ladder 
at  The  Jam  Handy  Organization, 
Inc.  Presented  by  Jamison  Handy, 
president,  at  the  annual  meeting  of  j 
the  organization,  the  25-year-serv-  I 
ice  awards  went  to  Everett  Schafer, 
vice-president.  Leroy  Conway,  film 
editor,  and  Eldon  Anderson,  man- 
ager of  slidefilm   stages. 

All  three  started  at  the  bottom 
of  the  ladder  in  1929  when  the 
company  headquarters  were  in  Chi- 
rago.  Rising  with  the  organization 
as  it  established  larger  headquarters 
in  Detroit,  they  moved  up  to  key 
posts. 

Everett  Schafer  has  spent  his  en- 
tire business  career  with  The  Jam 
Handy  Organization.  Starting  as  as- 
sistant librarian  in  the  slidefilm  de- 
partment, he  advanced  to  slidefilm 
project  supervisor  and  later  assist- 
ant contact  man.  He  successively 
became  writer  for  motion  pictures 
and  slidefilms.  contact  man  and  ac- 
count executive.  In  1947.  he  was 
appointed  vice-president  in  charge 
of  service  operations,  his  present 
position. 

Leroy  Conway  and  Eldon  .Ander- 
son both  began  as  company  mail- 
boys.  Later  Conway  worked  in  the 
motion  picture  library.  He  was  a 
motion  picture  project  head  before 
assuming  his  present  post  as  film 
cutter.  -Anderson  was  a  production 
supervisor  in  the  slidefilm  depart- 
ment before  his  recent  appointment 

as  manager  of  slidefilm  stages.     B" 

*        ♦        • 

Continental  Can   to  Sponsor 
Promotional    Film    on    Retailing 

*  The  Continental  Can  Company 
has  appointed  Transfilm  Incorpo- 
rated to  produce  a  15-minute  color 
animated  motion  picture  as  part  of 
its  continuing  program  to  promote 
the  sale  of  canned  foods  at  the  re- 
tail level.  The  film,  designed  for 
presentation  at  conventions  and 
meetings  of  canners  and  retailers, 
will  be  ready  .April  1.  and  will  de- 
pict ways  in  which  canned  foods 
can  be  advertised  and  promoted. 

The  Film  in  Education 

♦  "We  face  the  new  load  in  educa- 
tion with  inadequate  tools  and  a 
very  great  lag  between  professional 
knowledge  and  professional  prac- 
tice. .  .  .  The  educational  film  is 
one  of  the  few  known  possibilities 
to  help  significantly  in  meeting  the 
new  load  .  .  .  the  film  appears  to  be 
indispensible  in  the  tasks  ahead." 

— Dr.  Da\id  D.  Henry,  recently- 
named  president  of  the  University 
of  Illinois. 
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38  Years  of  Lighting  Experience* 

"//  it's  inside  four  ivalls, 

welt  tight  it!" 


Don't  by-pass  that  big  color  job  for  lack 
of  lighting  equipment  or  large  scale  lighting 
experience.  We  have  specially-designed,  high  output, 
quick-rig,  lightweight  equipment,  created  for 
today's  tremendous  color  motion  picture  interiors. 
We  are  a  most  complete  and  always  dependable 
source.  Regardless  of  budget  limitation  or  size,  our  all- 
inclusive  contract  service  can  help  you  solve  that  lighting 
problem !  Lights — Generators — ^Grip  Equipment — 
Cables — Boxes — Accessories,  in  quantity. 


,12>.. 


U^Qb  ,=:UJaaqan  — 

THE  STUDIO  LIGHTING  CO. 

2212  North  Hoisted  Street,  Chicago  14,  Illinois 
Phone:  EAstgate  7-2800 


•some  of  our  repeat  JOBS:  DEMOCRATIC  AND  REPUBLICAN  NATIONAL  CONVENTIONS  <7  TIMES)  •  PRESIDENTIAL  CAMPAIGNS -LANDON,  WILKIE,  DEWEY  (2), 
ROOSEVELT  (2),  TRUMAN,  EISENHOWER  •  AMERICAN  BOWLING  CONGRESS  (12  YEARS)  •  AMERICAN  LEGION  NATIONAL  CONVENTIONS  (7  TIMES)  •  ALL-STAR  BOWL- 
ING TOURNAMENTS    •    HOLLYWOOD  LOCATION  UNITS  FOR  ALL  AAAJOR  STUDIOS    •    PLUS  HUNDREDS  OF  INDUSTRIAL  AND  TELEVISION  FILMS  THROUGHOUT  U.  S. 


Top  Quality 

TV  Commercials 
Educational 
Sales  Training 
and  Industrial 
Films 

i.hirt)'  years  of  professional 
experience  together  with  com- 
pletely integrated  studio  and 
laboratory  facilities  plus 
top -flight  personnel. 


Our  service  and  quality  assure  your 
year-after-year  complete  satisfaction. 


Chicago  Film  Studios 

OF  CHICAGO  FILM  LABORATORY,  INC. 

56  East  Superior  St.,  Chicago  11 
Phone:  WHitehall  4-6971 


Picture  People 


APPOINTMENTS  AND   ACTIVITIES 
OF      PEOPLE      IN      PRODUCTION 

John    T.    Dunphy    Appointed 
Sound  Masters   Director  of  TV 

♦  John  T.  Dunphy  has  been  ap- 
pointed director  of  television  at 
Sound  Masters,  Inc.,  New  York. 
Thi.s  is  in  the  nature  of  a  home- 
coming for  Mr.  Dunphy  who  was 
associated  with  Sound  Masters  as 
a  screen  writer  and  director  before 
joining  the  agency  ranks  a  little 
over  seven  years  ago. 

Mr.  Dunphy  comes  to  Sound 
Masters  from  the  Kudner  Agency's 
tv  copy  department.  Previously,  he 
was   with   Benton   and   Bowles. 

During  World  War  II.  Mr.  Dun- 
phy saw  service  with  a  U.S.  Navy 
motion  picture  unit  and  made  docu- 
mentary and  training  films  all  over 

the  world. 

»        »      * 

John    Sutherland    Co-Authors 
Novel   of  Great  Indian   Chief 

♦  John  Sutherland,  Hollywood  pro- 
ducer of  films  for  business,  is  co- 
author of  "The  Valiant,"  an 
epic  novel  based  on  the  history  of 
the  Nez  Perce  Indian  tribe  and  its 
almost  legendary  chief.  Joseph.  The 
book  will  be  published  by  Pantheon 
Books  this  spring  under  the  imprint 
of  Jason  Press. 

Sutherland's  collaborator  on  the 
book  was  Sigman  Byrd.  newspaper- 
man on  the  staff  of  the  Houston. 
Texas,   Chronicle. 

The  famous  Indian  is  given  the 
fictitious  name  of  Joel  in  the  novel. 
The  story  is  one  of  adventure  and 
tragedy,  telling  of  the  stand  of  the 
great  Nez  Perce  warrior  against  the 
armed   might  of  the  L  nited   States. 

Sutherland  earlier  collaborated 
with  Commander  Harvey  Haislip 
on  the  original  story  of  Fliphl  Com- 
mand for  Metro  Goldwyn  Mayer. 
"The  Valiant "  is  being  agented  for 
a  motion  picture  version. 
•        »      ♦ 

NBC  Film  Division  Names 
Five   in   Staff  Advancements 

♦  H.  Weller  Keever.  former  Central 
sales  supervisor  for  the  National 
Broadcasting  Company  Film  Divi- 
sion, has  been  appointed  sales  man- 
ager, Ted  Sisson,  division  director, 
announced   recently. 

Following  his  own  promotion, 
Keever  announced  the  sales  force 
promotions  of:  Leonard  C.  Warager, 
from  supervisor  to  sales  manager 
of  the  Eastern  sales  force  in  New 
York;  Dan  Curtis,  from  acting  su- 
[lervisor  to  sales  manager  of  the 
Central  sales  force  in  Chicago,  and 
(.liflord  Ogden,  from  supervisor  to 


sales  manager  of  the  Western  sales 
force  in  Hollywood. 

Jay  Smolin,  advertising  and  pro- 
motion   manager,    announced    that  ^ 
'  urliss    C.    James,    formerly    with 
Murphy  &  Lang,  Dayton.  Ohio,  ha 
joined    the  sales-promotion  staff   as"' 
>i   presentation   writer. 

Keever  joined  NBC  as  a  Film 
Division  salesman  in  1951.  He  was 
named  supervisor  of  the  Central 
sales  force  in  March,  1953,  shortly 
after  the.  division  was  established 
as  a  major  NBC  operating  segment. 
•        *      * 

If   the   Client   Won't   Relax 
Try  This  on  Your   Projector 

■^  lis  green  eye  staring  and  dim- 
ming, staring  and  dimming,  its  lone 
rising  and  falling,  rising  and  falling, 
an  electronic  machine  for  inducing 
hypnosis  is  the  newest  e.xperiment 
utilizing  the  persuasive  powers  of 
audio-visual    stimuli. 

Invented  by  Neil  Satter.  Chicago 
electronics  and  production  engineer, 
the  new  instrument  is  being  con- 
sidered as  an  aid  to  medicine  and 
dentistry.  It  has  been  tested  as  .i 
relief  in  childbirth  at  a  Chicago 
hospital.  The  inventor  experimented 
on  his  wife  with  the  machine  and 
its  sight-sound  suggestion  reportedly 
impressed  upon  her  a  diet  which 
caused  her  to  lose  14  pounds. 

Sailers  electronic  hypnoliser  is 
an  automatic  device  which  syn- 
chronizes a  green  projector  light 
and  a  sound  lone  with  the  optical, 
auditory  and  respiratory  responses 
of  the  subject. 

Relaxing  in  an  easv  chair,  the 
subject  looks  into  the  small  green 
light  projector  atop  the  electronic 
housing.  \^  earing  a  telephonic  head- 
set, the  subject  listens  to  sound 
tones.  As  he  looks  and  listens,  the 
green  lights  intensity  decreases  with 
his  inhaling  and  increases  with  his 
exhaling.  The  lone  volume  accom- 
panies this  lireatbing  rhythm,  up 
and  down. 

To  starl  the  process,  the  audio- 
visual machine  is  set  for  approx- 
imately 20  cycles  of  stimuli  a  min- 
ute— to  equate  normal  breathing. 
Gradually,  the  rate  diminishes  to 
around  12  cycles.  Without  rational 
effort  the  subject  adjusts  his  breath- 
ing rate  to  the  machine's  a-v  cycles. 

The  subject's  breathing  slows  and 
relaxation  overtakes  him.  No  verbal 
"go  to  sleep"  is  used  but  in  15  or 
25  minutes  the  subject  is  placidly 
available  for  suggestions.  These  may 
be  autosuggestions  or  suggestion 
given  directly  by  microphone.  The 
doctor  or  dentist  can  tell  the  sub- 
ject what  to  think  before  the  elec- 
tronic comfort  begins  or  he  can 
speak  into  the  subject's  mind  via 
the  mike  when  the  machine  has 
completed   its  a-v  hypnosis.  W 
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for  every  shooting  assignment 


Whether  you're  shooting  on  the  lot  or  distant  location  .  . .  street 
scene,  ball  park  or  convention  hall .  .  .  day  or  night  . .  .  kinescope 
or  TV  commercial,  there's  a  Du  Pont  negative  taking  film  to  meet 
your  specific  needs.  For  top-quality  results  on  every  job.  pick  one 
of  the  dependable  films  listed  below. 

TYPE  904  B — "Superior"  1  ...  a  35-mm.  panchromatic  film  rec- 
ommended for  general  exterior  and  process  backgrounds  where 
lighting  is  ample.  Has  very  fine  grain,  normal  contrast,  wide  lati- 
tude. Gi\es  excellent  rendition  of  landscape  greens. 

TYPE  926  B  — "Superior"  2  ...  a  35-mm,  panchromatic  all- 
purpose  stock  for  exterior  and  interior  production  work.  Has  fine 
grain,  medium  speed,  w  ide  latitude . . .  ideal  for  use  in  high-  or  low- 
key  lighting.  Widely  used  for  filming 
audience-participation  TV  shows. 

TYPE  927  B  —"Superior"  3  ...  a 
35-mm.  panchromatic  film  for  in- 
terior and  exterior  shooting  where 
limited  illumination  levels  prevail. 
High  speed  facilitates  use  of  re- 
duced apertures  when  increased 
depth  of  focus  is  required.  Holds 
halation  from  lights  to  minimum 
and  is  excellent  for  night  work. 

TYPE  824  A  AND  B-35-  and  16- 

mm.  for  kinescope  recording.  Low 
contrast,  blue  sensitivity  and  fine 
grain  make  it  ideal  for  use  as  a 
negative  in  photographing  images  on  TV  monitor  tubes. 

TYPE  901  A — "Superior"  2  ...  an  all-purpose  16-mm.  panchro- 
matic film  for  interior  and  exterior  use.  Combines  fine  grain  with 
speed  and  wide  latitude.  May  be  processed  as  a  negative  or  by 
reversal. 

TYPE  914  A — Panchromatic  ...  a  fine  grain   16-mm.  film  with 
wide  latitude  for  interior  and  exterior  work.  May  be  reversal-  . 
processed  with  excellent  results.  "= 


TYPE  930  A— Rapid  Reversal  Pan  .  .  .  a  16-mm  medium-speed  film 
which  may  be  processed  either  as  a  negative  or  by  high-speed  reversal. 
Widely  used  in  daytime  newsreel  and  sports  photography. 

TYPE  931  A— a  16-mm.  high-speed  panchromatic  film  designed  for 
combination  of  highest  taking  speed  and  very  rapid  processing  as  a 
negative  or  by  reversal.  Produces  remarkable  results  in  night  and  incan- 
descent photography  for  sports  and  newsreels. 

FASTAX  HIGH-SPEED  TYPE  931 -designed  for  top  performance  in 
high-speed  motion-picture  photography.  Available  through  WoUensak 
Optical  Company,  Rochester,  New  York. 


Leading  cameramen  all  over  the  world 
prefer  Du  Ponl  films  for  both  motion- 
picture  and  television  cinematography. 
For  any  type  of  subject,  under  any 
kind  of  illumination,  there's  a  depend- 
able Du  Ponl  negative  to  do  the  job. 
The  Du  Pont  Company,  Photo  Prod- 
ucts Dept.,  Wilmington  98,  Delaware. 
In  Canada:  Du  Ponl  Company  of 
Canada  Limited.  Montreal. 


DISTRICT  OFFICES 


Atlanta  5.  Ga 
Boston  10.  Mass 
CtiicaEO  18.  Ill 
Cleveland  14,  Ohio 
Dallas  7.  Texas 
Los  Angeles  38.  Calil 
New  Votk  U,  N   V 
PhiladelDtiia  2,  Pa 


805  Peachtree  BIdg 

140  Federal  Slieel 

3289  No   Calilornia  Ave 

1033  Union  Commerce  BIdg 

1628  Oak  Lav*n  Avenue 

7051  Santa  Monica  Blvd 

248  West  181h  Street 

225  Soolh  151h  Street 


'/yyy/////y/yy/////////////////y////////////.'///y//////'/l"l"""""ll"" 


EXPOSURE    DATA 

For  Processing  as  Negative        For  Processing  by  Reversal 


TYPE 

Doylight 

Incandescent 

904  B 

25 

20 

926  B 

80 

64 

927  B 

125 

100 

901  A 

40 

32 

914  A 

32 

25 

930  A 

50 

40 

931  A 

80 

64 

Doylight  Incandescent 


64-125 

50-100 

40-64 

25-40 

64-80 

50-64 

125-160 

100-125 

SPECIFY  DUPONT  MOTION 


•Is    y   s   P»T  Off 

BETTER  THINGS  FOR  BETTER  LIVING  .  .  .  THROUGH  CHEM/STRy 


PICTURE  FILM 


NUMBER      1       •      VOLUME      16      •       1955 


A  Sk  Rt  i  \R>  ill  an  offitc  in  wliith  I  onic 
woiktil.  ;ii;nniintcd  lur  annual  iiuoini-  Ikimi 
lier  Menosrapliic  labors  by  sonu-  lilnin  Inin 
dieil  dollars  a  viar.  I)\  winning  ntusijapii 
rontcsls.  I  .iskcd  lur  liou  -.he  managed  to  pro- 
dnte  so  (onsisiiniK.  "l\\  sini|)U".  she  ex- 
plained. "I  tnid  oiii  mIk)  ilu-  jiidj^es  are  and  I 
wrile  niv  answer  lo  please  iluni." 

riie  (urreni  c|)ideniit  ol  awards  lor  ivirv- 
ihinf".  from  (he  disiinguished  Nolxl  pii/i  s  i<i 
the  spurious  Fashion  Aiademy  awards,  setni 
aboui  losirike  the  business  film  inilustry.  I.  lor 
one.  dejjlore  il.  I  sk  Ku.  il  .un  beuelus  lo  lit- 
deri\e(l  from  it.  and  much  possible  haini.  h 
will  undoubtedly  encourage  the  creation  ol 
piilures  that  will  please  judges  rather  than 
ser\e  iheir  sponsors,  resulting  in  dissatisfaction 
on  the  part  of  the  sponsors  and  dislaxor  tor 
the  niedimn.  f 'ndcscr\ed  publicity  lor  those 
who  have  a  pan  in  the  prodiution  of  awaid- 
wiiniing  piciiues.  may  deceive  other  potential 
sponsors  in  underwriting  other  unsatisfactory 
pictures,  with  still  more  disci  edit  lor  the 
medium. 

Before  producers— or  sponsors— fall  for  the 
allure  of  film  awards,  they  should  ponder  the 
effects  of  the  many  awards  that  are  gixen  lor 
adxeitisements.  Has  a  single  one  ol  them  c\cr 
(oiuribuled  a  single  thing  to  the  advancenieni 
111  the  tethnic|ues  or  craft  of  ad-makingr  I 
know  of  none!  1  know  no  serious  practitioiiei 
of  advertising— and  I  know  and  have  known 
many— who  pav  any  attention  to  them.  The  ad- 
vertising craftsman  is  far  more  concerned  with 
dealing  ads  thai  work  for  his  client  rather 
than  for  his  own  vain  glorv. 

W'c  in  ihe  lilm  business  should  be  actuated 
b\  I  he  spirit  of  Demosthesnes.  who.  in  a  de- 
bate with  his  rival  orator,  .Aeschenes.  said. 
"\<>u  make  them  say,  'How  well  he  speaks!'  I 
make  them  say,  'Let  us  march  against  Philipl'  " 
In  the  creation  of  pictures  we  do  our  clients  a 
disservice  if  we  make  pictures  for  them  which 
piompt  people  to  say.  "What  a  clever  pic- 
ture!" But  we  serve  our  clients  well  when  the 
films  we  turn  out  make  the  specialized  audi- 
ences for  whom  they  aie  intended  sav.  "That 
idea  makes  sense!  I  will  do  what  the  film  savs!  " 

I  lie  audience  lor  whom  it  is  intended  is  the 
nnly  competent  judge  of  the  effectiveness  ol 
any  him,  and  the  Ijesl  award  any  picture  can 
win  is  not  a  placpie  or  an  engraved  certificate, 
tint  the  favorable  response  of  that  audieiue! 

— /..  Mf'Kf'}   /■  ifim  i\f  fi 


I  111  kiMi  OF  Hi  VI  that  we  believe  in  mosi 
is  the  film  which  shows  real  people  as  ihe\ 
really  are,  whicli  speaks  the  words  iliev  leallv 
speak.  We  need  a  new  definition  b)i  this 
kind  of  film  because  the  word  "documentaiv" 
has  come  to  mean  too  nianv  different  things 
to  dillercnt  people.  Il  might  be  a  film  v\hicli 
costs  very  little  —  or  a  great  deal  —  to  jjrodiue. 


Producers  Credo 

AS    LKADINC;    FILM    MAKERS 
VIEW  TODAY'S  CHALLENGES 


(CONTIMKI)     FROM      PACF:     T  H  I  RTY -FOf  R  I 
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but  il  will  show  things  as  thev  really  hajipen. 

lo  make  this  kind  ol  film  is  more  diificiili. 
siiuielinies,  than  to  scjuee/e  il  within  the 
confines  of  a  prc-digested  script.  Il  can,  how 
ever,  come  a  little  closer  to  ihe  iriilh,  and 
truth  is  what  we  like  to  think  we  are  dealing 
will)  in  this  business  —  in  oovcrnment  or 
interiiaiional  information  —  in  advertising, 
iraining  cjr  sales  films  —  in  films  cjn  public 
affairs  for  television. 

The  uses  of  films  are  just  as  manv  as  the 
uses  cjl  mull.  I  mil  ,1  (oinparativelv  short  time 
ago,  the  reporter  had  only  pencil  and  ])aper 
tor  tools.  I  odav  he  has  versatile  cameras,  wire- 
less microphones  and  recording  tapes.  .\s  lor- 
mer  journalists,  we  are  proud  lo  participate 
in  this  enlargement  ol  our  abilitv  to  jjerceive 
and   understand   the   world   around   us. 

-    Alltcd   liiilhiliild 
-  TIniwiii  H.   }\  nil 


I  Believe  that  we.  who  have  chosen  the  crea- 
tion, development,  production  and  distribution 
of  the  audio-visual  medium  as  it  applies  to 
Education.  Religion  and  Business,  have  what 
might  be  termed — A  Sacred  Trust. 

The  motivation  and  developing  of  people 
is  mighty  important  to  our  way  of  life.  This 
can  only  be  attained  through  rapid  and  thor- 
oughly understandable  communication.  In  our 
medium  only  is  this  completely  possible.  There- 
fore, as  we  progress,  our  industry  must  strive 
to  improve  our  techniques  in  the  art  of  cre- 
ative writing  and  the  pictorial  portrayal  of 
what   is   written. 

The  greatest  compensation  anyone  can  re- 
ceive from  our  business  is  the  warm  feeling  of 
the  audience  when  they  see  their  story,  or  a 
story  of  interest  lo  them,  come  to  life.  I  believe 
it  is  a  great  business  w'ith  a  tremendous  future, 
because  we  are  doing  something  which  helps 
others. 

—  Dick   Westen 


I  III  ki  HAS  BKFN  a  great  deal  ol  material  wrii 
nil  (  OIK  erniiig  ihe  lelalioiiship  bctveeen  a  cli 
I  Ml  .iiid  pioducei.  W'lic-ii  gK.ii  nations  gel 
iiigciliei.  llieie  is  a  sin. ill  group  ol  unheralded 
.iiid  iiuknowii  people-  whose  res|j<jnsiljility  i^ 
the  iianslation  ol  ideas  through  the  medium 
ol      communication      known      as      languages. 

lluough  this  exercise  ol  laleiit  .iiicl  abilitv 
comes  coiii|)ielieiisioii.  1  believe  herein  lie~ 
an  analogy. 

We  fiec|ueiiilv  think  ol  ourselves  as  creat- 
ors, when  in  reality  we  are  interpreters.  It 
ceitaiiilv  has  been  wiiliin  ihe  experience  ol 
the  writer  that  eveiv  lime  a  pioducer  attempts 
lo  lell  the  client  how  to  i  iiii  his  liusiness,  hou 
to  conduct  his  training  program,  what  his 
sales  policv  should  be.  there  is  trouble  ahead. 
Likewise,  when  a  diem  attempts  to  tell  a 
competent  inrjtioii  pic  lure  producer  how  to 
iiilerpret  this  material,  i.e.  how  to  produce 
a  motion  picture,  the  results  are  tar  from 
perfect. 

1  herefore.  we.  as  piocUueis.  should  con- 
ceive of  our  responsibililv  as  one  ol  an  in- 
terpreter, translating  the  ideas  and  policies 
ol  a  client  thrcjugh  our  medium.  11  we  ful- 
fill this  responsibility,  the  result  can  only  be 
a  dearer  understanding  and  coiiiprdiensioii 
ol   those  ideas  or  policies, 

—L<in\-    Shfrivoott 


I  BiiiMi  ili.it  even  business  iiiiisi  have  a 
code— a  set  of  rules  bv  which  t<i  live  and  serve. 
I  believe  that  everv  pioducei  ol  motion  pic- 
tures has  an  unequaled  oppoi  iiinitv  to  serve 
his  countrv.  his  comiiuinitv.  his  lellcjwman 
.iiid  himself.  I  believe  ihat  a  siucesslul  policv 
imisi  be  practical,  workable,  easilv  undei- 
siood  and  coiiipleielv  l.iii  lo  both  client  .inci 
producer. 

1  believe  thai  everv  producer  should  enjov 
a  modest  proiii  — in  lact  he  inu\l  il  he  is  to 
survive  and  continue  to  serve,  ft  the  producer 
is  persuadecf  to  give  an  (jf>i»iiiti  regarding  cost 
at  the  outset,  his  opinion  can  be  no  more  than 
an  inielligent  "guess."  II  he  is  called  upon  lo 
cpiole  a  firm  price  at  this  si.ige.  he  must 
"guess"  high  enough  lo  assuu  :i  inodesi  piolil. 
If  he  "guesses"  too  high,  lie  is  milaii  to  the 
sponsor— if  too  low.  he  is  uiilair  to  himself. 
"Guessing"  serves  neither  sponsor  nor  ])ro- 
chicer. 

1  believe  that  a  producer  ol  meclical  and 
scientific  films  can  best  serve  and  prosper  bv 
operating  on  a  policy  of  cost  plus  a  fixed 
mark-up— against  a  top  figure— with  all  serv 
icts  .iiul  materials  itemi/ed  and  priced  in  ad 
v.nue.  He  sliould  lender  an  iiemi/ed  accouiii 
on  ihat  basis  at  regular  iiileivals  so  thai  tlu 
sponsor  can  pace  the  work— know  exactly  wliai 
has  been  accomplished  at  any  stage  of  the 
work  and  exacilv   what  it  has  cost. 

-  Movin  II  .  l.iilinc.  Si. 
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PROUDLY    SERVING    THE    INDUSTRIAL    LEADERS    OF    THE    NATION 


American- Radiator 

&  Standard  Sanitary  Corp. 
American  Telephone 

(fr  Telegraph  Co. 
American  Tobacco  Co. 
Andrew  Jergens  Co. 
Broun  &  Williamson 

Tobacco  Corp. 
Burlington  Mills  Corp. 


Church  World  Sen-ice 

Colgate-Palmolive  Co. 

Cudahy  Packing  Co. 

Gull  Oil  Corp. 

Lever  Bros.  Co. 

Liggett  &  Myers  Tobacco  Co. 

Manchester  Oil  Ref.  Ltd..  England 


\ash-Kekinator  Corp. 
Pahst  Brewing  Company 
Phillips  Petroleum  Co. 
Protestant  Radio  Commission 
Remington  Rand.  Inc. 
R.  J.  Reynolds  Tobacco  Co. 
F  &  M  Schaefer  Brewing  Co. 


Sterling  Drug.  Inc. 
United  Coffee  Growers  of  Brazil 
United  States  Air  Force 
United  States  Army 
United  States  Brewers 

Foundation.' Inc. 
United  States 

Department  of  State 
Wallerstein  Company.  Inc. 


MOTION    PICTURES    FOR    INDUSTRY 
EDUCATION    AND    TELEVISION 


PETER    ELGAR    PRODUCTIONS,    INC. 

18  East  53rd.  New  York  22.  A'.  Y.,  MU  ^ 
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IMfAITING       FOR 


MIM  i 


The  IMforld's   Outstanding    16nnnn    Camera 

R 


ecause  it  has  so  much  more  to  offer,  the  Arriflex 
16  has  become  the  most  wanted  1 6mm  camera  in 
the  field.  The  demand  has  been  greater  than  the 
supply  from  the  very  beginning  .  .  .  and  for  the  best 
reasons  in  the  world: 

•  The  Arriflex  16  is  the  only  16mm  camera  with  a 
mirror-reflex  shutter  for  continuous  thru- the- lens 
focusing  and  viewing— even  during  actual  shooting. 
There  is  no  beam-splitting  and  no  light  loss;  no 
parallax  and  no  need  for  extra  finders. 

•  It  is  equipped  with  registration  pin  assuring  abso- 
lute frame  registration  and  rock-steady   pictures. 

•  A  built-in  electric  motor  drive  permits  uninter- 
rupted filming— no  need  to  stop  and  wind  a  spring. 

•  By  employing  a  diverging  turret,  3  lenses  from 


For  complete  information  concerning  Arriflex   16mm  and 
35mm  cameras,  and  Arri  film  lab  equipment,  write  to 


extreme  wide-angle  to  300mm  telephoto  can  be 
simultaneously  mounted— without  physical  or  optical 
interference. 

There  are  a  host  of  other  features  that  equip  the 
Arriflex  16  for  every  possible  type  of  professional 
filming:  Footage  and  Frame  Counters- Tachometer 
—  Detachable  Matte  Box  — 400  ft.  Accessory  Maga- 
zine, etc.  Its  extreme  compactness  and  light  weight 
(only  7Vi  lbs.  with  Matte  Box)  makes  it  also  ideally 
suited  for  hand-held  shooting. 

The  quality,  performance,  and  exclusive  features  of 
the  Arriflex  16  have  created  a  great  demand  for 
this  camera.  To  assure  earliest  possible  delivery,  we 
strongly  urge  you  to  place  your  order  now.  And 
even  though  there  is  some  delay,  remember  .  .  .  the 
Arriflex  1  6  is  worth  waiting  for. 


ilRRI 


KirNG   PHOTO  CORP.    •   235   Fourth  Ave.,  New  York  3,  N.  Y.   •    7303  Melrose  Ave.,  los  Angeles  46, 


Calif. 


Bibliography    of    A-V    Aids 
Available    to     Management 

♦  A  revised,  ii|>-lu-)l;il(*  rditiuii  of 
the  referenif  piilillialioti.  '".Amiota- 
led  Hibliofrraphy  of  Audio-Visual 
Aids  for  Mauagcincnl  Dcveloprncul 
Programs,"  has  been  specially  com- 
j)iled  for  the  Fourth  Utility  Man- 
agement Workshop  and  ihe  Sixth 
Industrial  Heseareh  Conference. 
These  meetings  of  corporation  ex- 
crulives  will  be  held  in  May  and 
Junr  at  (ioluinhia  L  niversity's 
Ardcti  House.  Harriman,  New  York. 

The  new  bibliography  follows  an 
f  \lensive  study  of  new  educational 
films,  filmslrips  and  recordings.  It 
contains  data  and  comments  on  111 
different  items  and  is  subdivided 
into  sections  on:  management  de- 
\ili)pment  |)rograms.  the  executive's 
Job.  industrial  engineering  and 
management,  selection  and  place- 
ment, training  methods,  manage- 
ment communication,  reading  im- 
provement, public  speaking,  public 
relations,  labor  relations,  human 
relations,  and  leadership,  personal 
psychology,  mental  health,  business 
philosophy,  social  problems,  super- 
visor and  foreman  training.  It  con- 
sists of  16  double-column  pages.  81A 
X  1 1   inches,  bound  in  paper  cover. 

The  bibliography  is  available 
from  Research  Service,  353  West 
.5Tth  St.,  New  York  19,  New  York. 
It   is  priced  at  S2.50  a  copy. 

*  *        * 
Harvey    Steinberg    Appointed 
A-V   Director  at  Illinois  Tech 

♦  Harvey  S.  -Steinberg  has  been  ap- 
pointed director  of  visual  aids  at 
Illinois  Institute  of  Technology.  Chi- 
cago. 

Steinberg  is  a  graduate  of  the 
Institute  of  Design  at  Illinois  Tech 
and  holds  a  degree  as  a  bachelor 
of  science  in  photography.  Stein- 
berg attended  the  I  niversity  of  Illi- 
nois before  transferring  to  the 
Institute.  He  is  a  member  of  the 
Biological  Platographic  Association 
nn<\  the  Chicago  Film  council. 

*  s  « 

Audio-Master    Corp.    Releases 
40   Sides   of   Music,    Effects 

♦  \-  ;in  adililicpfKil  siTvicc  to  sub- 
scribers to  their  H-tJ  Library  of 
Mood  and  Bridge  Music.  .Audio- 
.Master  Corp.,  17  East  ISth  St..  New 
York  17.  has  just  released  10  sides 
of  music. 

The  new  musical  selections  con- 
tain production  nuniber.s,  dramatic 
ojienings  and  closings  and  unusual 
commercial  ami  imlustrial  sound 
effects. 

^"aU  the  addition  of  these  new 
tunes,  the  1?-C>  Library  now  offers 
over  500  diversified  tunes,  varied 
in  scope  from  bizarre,  interplane- 
tarv  themes  and  exotic  Oriental 
melodies  to  subtle  enchantments. 
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SPi€/iM  anil  Sfhiee^t^iim^ 


/i 


'¥ 


&^Uice  Mmi^m 


Studio: 

1416  N.  Wells  Street 
Chicago   10,  Illinois 
Mohawk  4-0939 


Summer  Workshop: 

Lac  Court  OreiUes 
Stone  Lake,  Wisconsi;' 
Stone  Lake  2552 


NUMBER      1 


VOLUME      16 


19  5  5 
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whether  rooms    are 

DARK-  LIGHT 

RADIANT  has  the  right  screen 

Hundreds  of  users  of  projection  equipment  have  solved  their  lighting 
problem  — by  adopting  one  of  these  great  Radiant  screens.  These  new 
developments  in   reflective  surfaces    are    ready    to    help    you,    too! 


ADJUSTS 
ANYWHERE 

FROM         I 
110"   HIGH 


For  darkened  rooms 

New  RADIANT  "Educator"  with  full  height  adjustment 

For  smaller  rooms  or  auditoriums  .  .  .  with  or  with- 
out platform  or  stage,  the  Radiant  Educator  can  be 
quickly  set  up  for  perfect  visibility.  A  touch  of  the 
toe  and  the  extra  sturdy  tripod  legs  fly  open.  The 
70"  model  adjusts  from  only  9^2"  from  the  floor  to 
a  height  of  110"  .  .  .  and  is  easily  odjustoble  to 
square  sizes  for  slides,  rectongular  sizes  for  movies. 
Fully   guaranteed   for    10   years. 

Brighter,  More  Brilliant  Pictures,  Too.' 

The  "EDUCATOR"  leatures  Radiant's 
new,  improved  "perma-White"  Processed 
Vyna-Flect  glass  beaded  fabric  to  guar- 
antee tlie  most  perfect  picture  projec- 
tion possible.  And  tliis  Vyna-Flect  is 
mildew-proof,  flame-proof  and  washable. 

RADIANT  Projection  Screens 

RADIANT  MANUFACTURING  CORP.   •    1232S.TALMAN   •   CHICAGO  8 


For  lighted  rooms 

New  RADIANT  "Classroom"  with  full  90°  viewing  angle 

Projecting  in  lighted  rooms  is  no  longer  a  problem. 
The  ad\anced  design  of  the  Radiant  "Classroom" 
Screen  has  pro\en  its  ability  to  show  bright,  clear 
pictures  under  normal  artificial  or  daytime  lighting 
conditions.  Doubles  the  efficienc)-  of  visual  aid  pro- 
grams .  .  .  eliminates  the  need  for  costly  room  dark- 
ening equipment  in  most  cases.  The  screen  surface 
is  unbreakable. 

Brilliant,  clear  pictures  which  can  be  seen 
throughaul  a  full  90  viewing  angle  per- 
mits every  viewer  To  see  o  sharp,  clear 
picture   fram   his  seat. 

Ask  for  demonstration  to  determine  whether  Radiant 
"Classroom"   can    solve    your    lighted   room   problems. 

these   two   oul- 


FREE!  Send  Coupon  Todoy  for  detailed  specificolio 
itonding  Rodiont  Projection  Screens  lllustroted, 
and    price    lists    will    be    sent    without    obligation. 


des< 


,pl,. 


ulo 


RADIANT    MFG.    CORP. 

1225    S.    Tolmon,    Chicago    8,    III. 

Ves,  1  want  to  Ret  full  story  ol  the  two  remarkable  new  devel- 
opments— the  Radiant  "Educator"  and  "Classroom"  Screens. 

Name 


Address- 
City 


Zone State- 


Canodion    Pacific's    Films 
Reach    Wide  Audience  In    U.S. 

♦  -NearK  211  iiiillinn  .\nifiiiatis  in 
the  past  111  miinlli-  have  viewetl 
the  Canadian  .•^r  ine  from  the  'om- 
fori  of  their  liviiifi  rooms  through 
the  inciliuin  of  (Canadian  I'aiilii 
Kaihvay  sound  ami  i-olor  hlins 
screened  3119  times  over  television 
outlets  in  .5.'5  rilies  of  the  I  nited 
Stales.  This  is  the  estimate  of  the 
(,PR  based  on  tnullijjlvinr;  1)V  three 
the  number  of  sets  re|iorli(l  in  the 
territory   covered. 

At  the  same  lime,  the  films  were 
brought  to  an  increasing  number 
of  Canadian  viewers  due  to  the  ex- 
tension of  Canadian  tv  stations  lo 
all  parts  of  the  dominion.  There 
were  85  showings  in  Canada  .hiriim 
1951. 

A  favorite  with  both  .Ameriran 
and  Canadian  viewers  is  Canadian 
Pattern,  produced  for  the  Canadian 
Pacific  by  .\s.so(ialed  Screen  News. 
I^td.  Conceived  as  a  new  kind  of 
travel  film,  it  weaves  the  scenic 
beauty,  the  industrial  and  urban 
development  of  Canada  into  a  He- 
sign  for  hohday  living.  It  reveals 
the  tremendous  strides  Canada  has 
made  in  its  development  since  the 
end  of  \^  orld  War  II.  also  featur- 
ing beautv  spots  for  Canadian  va- 
cations. 

Other  film  subjects  highlight  golf, 
fishing,  trail  riding  and  other  sports 
in  the  Canadian  Rockies;  skiing 
in  Quebec  and  the  Rockies:  sport 
fishing  in  Quebec  and  Ontario, 
cruising  the  Creat  Lakes.  British 
Columbia  coastal  waters  to  \  an- 
couver  Island.  .Alaska  and  the  ^  u- 
kon.  and  down  the  scenic  St.  Lawr- 
ence and  -Atlantic  bv  Rmpress  liner 
from  Montreal  ttj  Liverpool. 

The  seaside  pla\grounds  of  \o\a 
Scotia  and  New  Brunswick  are  gi\'en 
attention  in  ('nnndn's  KasI  Coast 
Playground,  another  popular  sub- 
ject listed  in  Canadian  Pacific's 
catalogue  of  films  ofTered  in  color 
with  sound   or  silent  \ersions. 

Wilding  Picture  Productions,  Inc. 
AAakes   103rd  Film  for  Alcoa 

*  Coinciding  \\ith  llie  tf!t'i-ast>  of 
the  Ed  Murrow  See  It  \ou'  show 
on  CBS  on  Januarv  IH.  \^  ilding 
Picture  Produi  lions.  Int..  had  de- 
livered its  lll.^rd  coininercial  for 
the  .Aluminum  (Company  of  Ameri- 
ca, spon.sor  of  the  show. 

\^  ilding's  records  show  that  the 
studios  crews  ha\e  roundeii  out  an 
even  quarter-of-a-million  miles  of 
travel  in  connection  with  photogra- 
phy for  these  commercials.  Shot  in 
practically  every  .section  of  the 
I  nited  States,  the  commercials  have 
been  written  \>\  ihe  lilevision  staff 
of  Fuller  &  Smith  i  Koss.  Inc.. 
agency  for  Alcoa.  U  illiain  McCague 
heads  the  operation   for   .Alcoa. 
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Thanks  to  the   welcome   pressures 
our  clients   have   been    putting   on   us 
for  greater  and  greater  volume, 
we're  passing  out  cigars  in  honor  of 
own    new   suburban    sound    studio. 


The  new  addition  augments  out- 
existing  facilities  in  downtown  Detroit, 
where  we  consult,  plan,  write,  and 
produce  for  all  types  of  training 
and  communication  programs,  using 
all  methods  and  media. 


-^ 


Whether  chent,  competitor,  or  potential  Florezion,  won't  you  pay  us  a  visit? 

florez    incorporated,  detroit,  WOodward  2-4920 


Photographic  and   sound 
studio: 


Offices,  sales,  creative, 
production: 


815   Bates   Street 
Detroit   26 


25305  John  R  Rood 
Royal  Oak  Townihip 


NUMBER 


•      VOLUME      16      •       1955 


A  BIG  PICTURE  FOR  A  BIG  JOB 


How  do  you  explain  the  size  and  complex  nature  of  a 
world-wide  organization  so  that  every  employee  will  understand 
the  importance  of  his  activities  in  relation  to  the  whole  enterprise? 

That  is  the  job  which  was  undertaken  in  the  production  of 
"On  Stream"  for  Socony- Vacuum  Oil  Company  and  its  affiliates. 
General  Petroleum  Corporation,  Magnolia  Petroleum  Company 
and  others  throughout  the  world.  To  secure  the  material  for  this 
film,  camera  crews  traveled  more  than  a  quarter-million  miles 
to  record  the  myriad  activities  of  a  company  whose  products  are 
marketed  in  practically  every  free  country  of  the  civilized  world. 

Now,  after  more  than  two  years  in  production,  the  com- 
pleted feature-length  color  picture  is  ready  to  assume  its  function 
of  helping  to  build  a  firm  basis  of  understanding  among  the 
67,000  men  and  women  in  the  family  of  the  Flying  Red  Horse. 

We  are  proud  that  Socony-Vacuum,  through  its  Film 
Consultant  and  Executive  Producer,  John  J.  Hennessy,  selected 
us  to  produce  what  will  undoubtedly  rank  as  one  of  the  most 
important  industrial  films  of  1955.  Possibly  you,  too,  can  utilize 
the  services  of  an  organization  which  knows  how  to  apply  the 
techniques  of  the  "big"  picture  to  a  big  job.    Let's  discuss  it. 


CATE    &   M^GLONE 

films  for  iitduslrii  •  1521   crossruads  of  Iht  narld  •  liolljiii mnl  2S,  c/ilif. 


Marvin  Camros  Wins  Scott  Award 
for   Mag    Recording   Inventions 

*  Marvin  (!;imras.  mafrnetir  reronl 
ing  inventor,  was  pre.sented  I  In 
John  Scott  award  for  scii-ntifir 
achii-vcmciit.  January  .'51.  at  iIji 
Hold  Sialli-r.  -New  York  City. 

Camra-s.  Mi.  senior  physicist  at 
the  .Armour  Research  Foundation 
of  the  Illinois  Institute  of  Tech 
nolofry.  C.h'uay:o.  received  theSl.Ofm 
award  for  his  discoveries  in  mag- 
netic recording  which  helped  sky- 
rocket an  8H0  million  annual  in- 
dustry. 

His  extensive  inventions  currently 
are  used  in  radio  broadcasting, 
stereophonic  and  motion  pictures, 
home  enterlaiimienl.  othce  dictation, 
memory  units  for  high  speed  elec- 
tronic computers,  instrumentation, 
guided  missiles.  .As  a  result  of  Cam- 
ras'  investigations.  .Armour  Re- 
search Foundation  owns  or  controls 
more  than  250  magnetic  recording 
patents   in    many    countries. 

The  l.S8-year-oId  award,  an  honor 
bestowed  on  Thomas  Edison.  Or- 
ville  W  right  and  Madame  Currie. 
was  presented  at  the  winter  meeting 
of  the  -American  Institute  of  Elec- 
trical  Engineers. 


Committee    Calling    Entries 
for   1955   Safety  Film   Contest 

*  Preparations  fur  the  1^55  safety 
film  contest  are  under  way  w  ith  Feb- 
ruary 28  set  as  the  deadline  for 
entries  of  films  and  slidefihns. 

The  National  Committee  on 
Films  for  Safety  has  announced 
that  awards  will  be  made  for  se- 
lected motion  pictures,  theatrical 
and  non-theatrical  ll6ninit.  deal- 
ing with  safety  in  four  categories 
—  occupational,  home,  traffic  and 
transportation  and  general.  Sepa- 
rate awards  will  be  made  for  sound 
slidefilms. 

Bronze  plaques  will  be  awarded 
to  lop  winners.  .Award  of  Merit 
certificates  will  be  given  to  other 
films  for  reasons  of  subject  treat- 
ment, production  excellence  and 
or  unusual  contribution  to  contest 
objectives.  At  the  discretion  of  the 
judges,  awards  may  be  given  sepa- 
rately for  "Instruction-leaching 
and  for  ''Inspirational"  purpose 
films.  No  charge  is  made  for  con- 
test entries  or  for  awards  to  spon- 
sors. The  films  must  have  been  pro- 
duced  or   released   in    1954. 

Entries  will  only  be  accepted  for 
those  films  which  are  delivered  all 
charges  prepaid  to  X^  m.  Englander, 
Secretary.  National  Committee  on 
Films  for  Safety.  5th  fl..  425  N. 
Michigan  .Avenue.  Chicago  11.  111. 
Films  will  be  returned  via  railway 
express  collect  as  soon  as  possible 
after   final  judging  in  .April. 
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nuance ! 

I 


hataShow! 

No  Wonder... 


it's  the  RCA  PORTO-ARC  16  mm  PROJECTOR ! 


Industry,  business  and  education  can  now  show  16  mm 
films  at  their  very  best  in  company  or  school  auditoriums 
...in  tents  at  road  shows  or  fairs  in  rural  areas,  and  to 
big  outdoor  gatherings.  RCA's  Porto-Arc  16  mm  Pro- 
jector operating  at  30  amps  delivers  1600  lumens,  pro- 
viding brilliant  images  on  20  ft.  screens.  When  operating 
at  10  amps,  the  750  lumen  output  gives  theatre-type  pic- 
tures on  screens  up  to  15  ft.  wide — and  one  set  of  carbons 
is  good  for  over  two  hours. 


(i9m 


Audio-Visuar  Products 

RADIO   CORPORATION 
of  AMERICA 

Engineering  Products  Division,  Camden,  N.  J. 
In  Canada:  RCA  VICTOR   Company  Limited,  Montreal 


The  powerful  amplifier,  especially  designed  for  16  mm 
reproduction  of  speech  and  music  at  high  levels  with  the 
best  sound  quality,  provides  all  the  output  needed  tor  a 
wide  choice  of  speaker  setups  .  .  .  this  rugged  and  com- 
pletely portable  projector  and  all  accessories  are  con- 
tained in  5  easy-to-carry  cases.  It  can  be  set  up  or  taken 
down  in  five  minutes.  Has  the  top  quality  workmanship, 
"thread-easv"  film  path  and  dependable  mechanism  of 
the  famous  RCA  "400"  projector.  Send  the  coupon  be- 
low for  complete  details  today. 


Radio  Corporation  of  America 

Depl.  N-25,  Building   15-1,  Camden,  New  Jersey 

Please  send    me    complete  information  on  the    RCA   line  of  "400"  and 
Porto- Arc  16  mm  Projectors. 


NAME- 


-TITLE  _ 
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Fifth   A.nm  \i.   Boston   Film   Festival 

S|>on»ure(l  liy  tin'  Kiliii  Coiiiit'il 
of  (in-atiT   Koslon 

Max    1  1.  1955 

Sheraton  Plaza  Hotel.  Boston 

Deadline  for  Kntries:   A|)ril  1 

CaTECORIKS:  Adiill  Kilmation  l  human  rela- 
tions. int**rnatitinal  alTairs.  mental  health,  etc.): 
The  Arts  (arts  anil  craft*,  the  dance,  music, 
recreation,  etc.  I  ;  Classroom:  Industry  I  public 
relation.^,  safely.  trainin>;.  travel):  Religion 
(("atholic.    Protestant.    Jewishl. 

Awards:  Members  of  the  festival  audienie 
will  select  by  ballot  first  and  second  award  film- 
in  each  classification.  All  other  films  will  receive 
awards  of  merit.  Awards  will  be  presented  to 
both   sponsor    and    producer. 

Entry:  Prints  for  consideration  .should  be 
sent  between  March  1  and  April  1  to  the  Coun- 
cil Secretary:  Mrs.  Muriel  C.  Javelin.  Boston 
Public  Library.  Boston  Mass.  Contact  Mrs.  Jave- 
lin for  an  entry  blank.  No  charge  for  entries, 
but  entrant  must  pay  transportation  costs.  \S'ith 
each  film  submit:  name  of  film:  length,  sponsor 
and  producer  full  names:  categorv:  date  of  pro- 
duction I  no  re-releases):  name,  address  of  in- 
dividual in  charge  of  festival  entries. 

Third  An.nl.^l 
CoLUMBis  Film  Festival 

Sponsored    by 

The  Film   Council  of  Greater  Coliinibu- 

in    Association    with 

The    Colinnbus    Public    Librarv 

May    14,    1955 

(^olunibu-    Public    Library.    Cohinibu>.    Ohio 

Deadline  for  Entries:   March   15 

Festival  Categories 
Business    &    Industry:    Job    Application:     Sales 
Promotion:       F'mployerEmployee      Relations: 
Public   Relations:   Safet\ . 
Travel:  American:    Foreign. 

InjormationulEducalional:     Children's     Films — 
Primary.    Intermediate.    Junior    High.    Senior 
High.  Geography  and  Historv:   Science:  Mis- 
cellaneous. 
Health.    Mental    Health.    Medicine    Today:    Hy- 
giene;   Mental   Health:    Current   Developments 
in  Medicine. 
(■ultural    Arts — Their    Contributions :    Literature 
in  Film — Biographical.  Fictional:  .Art — Sculp- 
ture,   Painting.   Home   Art    Hobbies:    Music — 
Instructional,   Entertainment:    Foreign   Film-: 
Theatre  .Arts — Pla\   Production,  etc. 
Religion   &   Elhies. 

Entry:  Films  must  be  in  required  categories, 
produced  during  195S-5I.55.  Do  not  send  film- 
entered  before.  Entries  should  be  accompanied 
by  ixS  cards  (for  the  pre\iew  committee)  not- 
ing: color  or  black  while:  running  time:  brief 
summary  of  film's  content.  Films  will  be  judged 
by  teachers  and  other  professional  people.  Entrant 
must  pay  roundlrip  postage.  Contact  D.  F.  Prugh. 
Film  Council  of  (Jreater  Columbus.  Columbus 
Public  Librarv.  %  S.  Grant  .Ave..  Columbus 
15.  Ohio. 


Annual  Award  (ompetilions 
for  Films  and  Visual  Aids 


*    it 


^ 


Third  Annual  Awards  Competition 

For  the  Best  Vislals  in  Sei.i,in(.   vni> 

Sales  Training 

Co-Sponsored    b\     the 
National  Visual   Presentation   Assn..   Inc. 
and  the  New   \  ork  Sales  Executives  Club 

April   \-2.  1955 

Hotel   Roose\elt.  New  A  ork 

Deadline   for   Entries:   March   4 

Classifications:  Motion  Pictures:  Films  and 
Slides  (excluding  motion  pictures):  Visual 
Presentations  Other  Than  Films  (binders.  Hip 
charts,  flannel  boards,  etc.) — Three  award-  for 
each  classification. 

Categories:  Direct  Sales  (presentation  ac- 
companied by  salesman  and  directed  to  the 
jirospect):  Sales  Training  (visual  used  for 
training  company,  dealer  and  distributor  sales- 
men or  manufacturer's  representatives  to  sell 
the   product) — .Awards   in    each   categorv. 

Awards:  Winner  in  each  class  will  be  invited 
to  make  his  presentation  before  the  Sales  Ex- 
ecutives Club.  Basis  for  judging:  Direct  Sales — 
The  degree  to  which  the  visual  does  an  effective 
selling  job  on  type  of  prospect  to  whom  it  is 
directed:  Sales  Training — The  degree  to  which 
the  visual  aids  in  achieving  the  stated  training 
objective. 

Entry:  Fee  of  SIO.OO  per  entry— S5.00  each 
additional  entry.  Fee  must  accompany  each  entr\-. 
Deadline  for  receipt  of  visual  presentation 
etilered — March  16.  1955.  Write  to  National 
Visual  Presentation  -Assn..  135  East  1  Ith  St. 
frm.  1207).  New  York  Citv  17.  N.  Y. 

1955   Freedoms   Fou.ndation   Awards 

Sponsored  by  the  Freedoms  Foundation 
Valley   Forge.   Pennsylvania 

Closing  Date  for  Entries:    Novendier    I.    1955 

Categories:  All  1955  productions  which  con- 
tribute to  an  understanding  of  the  American 
way  of  life. 

Awards:  A  distinguished  jury  of  prominent 
-Americans  selects  one  film  for  a  Top  Award, 
and  others  for  Medals  of  Honor.  Awards  will 
be  announced   February  22.   1956. 

Entry:  Entry  blanks  are  available  from  the 
Freedoms  Foundation.  \  allev   Forge.  Pa. 


*  The  California  Iraining  Director-  Association 
has  announced  that  it  will  not  sponsor  the  Cali- 
fornia Business  Film  Festival  in  1955.  There  is 
a  possibility  the  festival  will  be  resumed  next 
vear.   the  announcement   has   disclosed. 


El(;HTH   An.nual 
Clevkla.nd  Film  Festival 

Spoii-ored  b\   the  (JUneland  Film  t_!ovincil 

June  21-22.  1955 

Hotel  <;arter.  (.llevel.ind.  I  Illio 

Deailline    for    Entries:    .\pril    I 

Festival  Chairman:  l)a\id  (i.  Adam,  manager 
film.  tv.  and  radio  dept..  Fuller  &  Smith  & 
Ross.  Inc..   1.501   Euclid   Ave..  Cleveland   15. 

General  Screening  Chairman:  Miss  Marietta  H. 
Darsie.  coordinator,  av  education.  Cleveland 
Heights  Bd.  of  E<lucalion.  1719  Lee  Koad, 
Cleveland  Height-   IM.  Ohio. 

CATEGORif;s   and    Chvoimen 

.4rls  &  Crafts:  Russell  Hehr.  assistant,  fine  arts 
div..  Cleveland  Public  Library.  i25  Superior. 
NE,    Cleveland    11. 

Experimental:  Edward  B.  Henning.  a.ssistant 
curator,  educational  dept..  Cleveland  Museum 
of  -Art.  Box  1972.  I  niversily  Center  Station. 
Cleveland   6. 

Gardening:  Miss  \'iola  Briner.  Cleveland  Garden 
Center.  1119(1  E.  Blvd..  Cleveland  6. 

Ih'iillh.  Child  Training  and  Mental  Health: 
Edwin  Kregenow.  directing  supervisor  of 
Health  Education.  Cleveland  Bd.  of  Educa- 
tion. E.  6th  and  Rockwell.  Cleveland  1 1. 

Human  Relations  and  Religion:  Earl  S.  Kalp. 
Cleveland  Round  Table.  N(XJ.  686  I  nion 
Commerce  Bldg..  925  Euilid  Ave..  Cleveland 
11. 

Industrial  and  Genera'  Sajety:  Charles  Bell. 
Aluminum  Company  of  America.  2210  Harvard 
-Ave..   Cleveland    5. 

Industrial  RelationsS  R.  C.  Wentz.  General  Elec- 
tric Co..  Lamp  Div..  dept.  207.  Nela  Park. 
Cleveland  12. 

Industrial  Research:  Dale  Cannon,  director,  su- 
pervisorv  development.  \^  hite  Sewing  Ma- 
chine Co..   11770   Berea  Rd..  Cleveland   1. 

International:  Miss  Helen  Kavan.  Council  on 
World  -Affairs.  Society  for  Savings  Bldg.. 
Public    Square.    Cleveland    15. 

Medical  and  \ursing:  Miss  Theresa  G.  Kiesel- 
bach.  instructor.  Public  Health  Nursing.  City 
Hospital.  :).i95  \  alentine  .Ave..  Cleveland  9. 

Music:  George  .Smith.  Severance  Hall.  11001 
Euclid   -Ave..   Cleveland  6. 

I'uhlie  Relations:  Shelby  McMillion.  director  of 
public  relations  and  advertising.  Ja(  k  i  Heintz, 
Inc..    17600   Broadway.   Cleveland. 

.S«/e,v  Training:  Riihard  F.  Reynolds,  manager. 
Cinecraft  Productions.  Inc..  2515  Franklin 
Blvd..  Cleveland   13. 

Teaching  and  Classroom: 

Elementary  Grades — Louis  J.  Burger,  direc- 
tor. Lower  School.  Claythorne  at  Brantley  Rd.. 
Cleveland  22. 

.Secondary  and  College — Mrs.  Richard  W  .  Heck- 
elman.  head  audio-visual  aids  dept..  Western 
Reserve  L  niversitv.  10940  Euclid  Ave.,  Clevi- 
lan.I  6. 

Trinei:  William  Hcviiold-.  information  mgr.. 
The  Ohio  Bell  Telephone  C...  7.50  Huron  Kd.. 
Cleveland    1  5. 

(CONTINLED       ON        PAGE       SE  V  ENTY-FOL  R  I 
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IN  1954,  THROUGH  FILMS  AND  PROGRAMS  OF 
COORDINATED  MEDIA,  WE  COMMUNICATED 
IDEAS    FOR 

THE  AMERICAN  TELEPHONE  AND  TELEGRAPH  COMPANY 

ESSO  STANDARD  OIL 

THE  ETHYL  CORPORATION 

THE  GENERAL  ELECTRIC  COMPANY 

THE  GULF  CORPORATION 

JOHNSON  &  JOHNSON 

THE  MUTUAL  BENEFIT  LIFE  INSURANCE  COMPANY  .  .  . 

PAN  AMERICAN  WORLD  AIRWAYS 

THE  STUDEBAKER  CORPORATION  AND 

ANNA  M.  ROSENBERG  ASSOCIATES 

V 


HENRY  STRAUSS  &  CO. 

iailsFIFTM  AVENUE,  N.Y.  19,  N.Y.  •  PI-AZA  i.32dO 
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Batch  hos 


You    are    cordially    invited    to    inspect 
our  facilities  during  SMPTE  Convention. 


Whofever  your  problem  in  optical  printing,  it  will  pay  you  to  consult  us  and  let 
us  prove  how  our  many  services  result  in  a  better  production  at  a  lower  cost. 
Call  us  without  obligation  whenever  a  problem  arises. 

EFFECTS:  Fades  -  Dissolves  -  Wipes  -  Zooms  -  Montages  .  OPTICAL  PRINTING:  35mm  to  35mm; 
35mm  to  16mm;  16mm  to  16mm;  1 6mm  to  35mm  •  ANIMATION:  Color  or  Block  and  White. 
Combination  live  action  and  animation.  16  or  35mm  •  TITLES:  16mm  or  35mm  •  SLIDE  FILM 
MASTERS:  Color  or  Black    ond  White      •      COLOR:   Kodochrome  -  Ansco  -  Eastman  Color 

WORLD  WIDE  SERVICE  TO  AMERICAN  AND  fOREIGN  PRODUCERS 

Chema  Researeti  Corporation 


HAROIO   A.    SCHEIB,    Prejident 


7000    ROMAINE     .     HOLLYWOOD    28,    CALIF.     •     Hollywood    2-7464 


Fish   &    Wildlife  Service  Aids 
Sponsor   in   Marketing   Film 

♦  I'rodurlion  of  a  new  educational 
film  on  shrimp  was  arranged  re- 
cently by  The  Peelers  Company, 
New  Orleans  and  the  Fish  and  Wild- 
life Service.  Department  of  the  In- 
terior. 

The  Peelers  Company,  manufai  ■ 
turers  of  automatic  shrimp  peelino 
and  deveininp  maihinerv.  will  fi- 
nance the  film  which  will  be  in 
.-ouiid  and  color  and  have  a  runninj; 
time  of  1.'^  or  1  1  minutes. 

Tentatively  titled  Slirimp  Tips 
jrom  .VcH-  Orleans,  this  motion  pic- 
ture will  have  a  Xew  Orleans  locale 
and  will  emphasize  shrimp  recipes 
that  are  characteristic  of  that  part 
of  the  country.  It  will  contain  in- 
formation for  the  housewife  and 
home  economist  and  all  purchasei> 
of  shrimp,  including  institutional 
users. 

The  new  film  will  not  duplicate 
any  of  the  material  shown  in  Shrimp 
Please,  an  earlier  FWS  release  de- 
picting Gulf  of  Mexico  shrimping 
operations,  canning,  breading,  drv- 
ing  and  freezing  processes  and 
methods  of  preparation.  Shrimp 
Please  stimulated  so  much  interest 
and  requests  for  additional  informa- 
tion, a  follow-up  film  seemed  war- 
ranted. 

Elliott  A.  Macklow.  of  the  Serv- 
ice's Division  of  Commercial  Fish- 
eries, will  supervise  the  production. 
Almost  a  year  will  be  required  to 
complete  the  film  for  distribution. 
The  service  will  distribute  the  film 
through  some  65  film  libraries  with- 
out charge.  It  will  also  be  available 
for  television  use. 

Information  on  other  films  in  the 
commercial  fishery  series  may  be 
obtained  by  requesting  Leaflet  255. 
Fishery  Motion  Pictures,  from  the 
Fish  and  \^  ildlife  Service.  Depart- 
ment of  the  Interior.  Washington 
25.  D.C. 

•       •        * 

Equipment    Time    Sales    Plan 
Offered    by    Bell    &    Howell    Co. 

♦  Business,  civic  and  charitable 
organizations,  schools  and  churches 
can  now  buy  Bell  &  Howell  Com- 
pany sound  projectors  and  tape  re- 
corders on  a  new  deferred  payment 
plan.  I  nder  the  new  plan,  organi- 
zations are  advised  that  they  can 
use  their  sight  and  sound  equipment 
in  fund  raising  projects  to  help 
|iay  for  the  equipment. 

I  nder  the  plan  as  offered  by 
Bell  &  Howell  special  representa- 
tives, equipment  is  delivered  upon 
a  down  payment  of  KKr  with  the 
balance  to  be  paid  in  10  monthly 
installments  over  a  period  of  12 
months.  For  the  convenience  of 
schools,  payments  can  be  omitted 
during  the  summer  months. 
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production  •  • 

^  increased  space 

^  improved  facilities 

^  consolidated  operations 


VogvaWriglttsTUDi 


469  East  Ohio  Street 

CHICAGO   11,  ILLINOIS 


OS 


*7\   Once  again,  we  are  doubling  our  space  and  expanding  our  facilities 
to  meet  increased  demands  for  Vogue  Wright  services  in  the  field 
of  business  communications.  And,  we're  not  forgetting  that  our 
steady  growth  has  been  due,  in  large  part,  to  a  close,  friendly, 
personal  interest  we  have  in  every  project  .  .  . 
whether  large  or  small.  Your  interests  are  ours.  That's 

the  way  we  like  to  do  business  .  .  .  and,  from  experience, 
we  know  that's  the  way  you  like  it  too ! 


motion  pictures  •  slide  films  •  television  •  conventions  •  training  aids 
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American  Association 
OK   Kii.M    I'kodickrs,   Inc. 

Office:  722  Kidgc  Hoail.  Wilmillc  111. 
OfficeKS:  Mercer  I'raiuisco  I  Kraiieisci)  Films), 
presiitrnt:  Jaiiu-s  Kelloek  (Wilding  I'ielure 
Procluelioiis.  Iiu-.l,  !'/(•<■  111,'sidfiil:  Lawrence 
Momiiiee  (Alias  Y\\m  ('.or[)i)ralioii  I.  treasurer: 
James  Holmes  (Vogue-Wriglil  .Studios I.  secre- 
tory. Address  communieatioiis  c/c>  Keeording 
Sct-relary:  Jane  Ware.  722  Ridge  Rd..  Wilmette. 

PlRPOSE:  1!\  mutual  cooperation  to  educate 
business,  government  and  education  to  the  ad- 
vantages and  values  of  industrial,  business  and 
educational  films  and  other  audio-visual  aids: 
to  foster  and  promote  continued  ethical  rela- 
tionships in  all  mailers  lirl«ccii  |ircidnci-rs  and 
their   clients. 

Annual  Meeting:  Februarx  25.  195.S.  Edge- 
Mater   Hcacb    llolil.  Cliiiago.   HI. 

Film    Producers   Association 
OF  New  York 
Office:  39  Broadway,  New  York  City  6.  N.Y. 
Offic:ers:  David  1.  Pincus  (Caraxcl  Films.  Inc.  I. 
president;   Walter   Lowendahl    (Transfilm  Inc.). 
rice  president  Leslie   M.   Roush    (Leslie  Roush 
Productions.  Inc.  I.  secretary;  Edward  J.  Lamm 
I  Pathescope  Company  of  .America.  Inc.).  treas- 
urer. Directors — David  1.  Pincus.  Walter  Lowen- 
dahl.  Leslie  M.  Roush.  Edward  J.  Lamm.  Peter 
J.    Moonev     (Audio    Productions    Inc.  (.    Ralph 
Cohn     (Screen    Gems.    Inc. I.    Herbert    Kerkow 
(  Herbert  Kerkow.  Inc.  I . 

PlRPOSE:  Meeting  once  a  munlh.  this  organiza- 
tion works  tcj — advance  the  non-theatrical  mo- 
lion  picture  production  industry  in  all  its 
branches:  to  establish  and  maintain  a  high  stan- 
dard of  ethics  among  producers  and  between 
producers  and  clients:  to  distribute  accurate 
information  in  regard  to  the  production  of  and 
improvement  in  techniques:  to  advise  the  general 
public  on  the  importance  of  the  film  industry  in 
the  nation's  economy:  to  encourage  responsible 
people  to  enter  the  industry:  to  promote,  sta- 
bilize and  coordinate  all  elements  of  the  industry. 

.Nontheatrical  Motion  Picture 
Producers  Association 

Office:  121  South  Beverly  Drive.  Bexerly  Hills, 
California. 

Officers:  Carl  Dudley  (President.  Dudley  Pic- 
tures Corp.  I.  president:  David  Lurie  (Raphael 
(;.  Wolff  Studios.  Inc.),  vice  president:  Carl 
.Swanslrom  (Centaur  .Studios),  treasurer:  Perry 
King    I  Polaris  Pictures),  secretary. 

.\ssociATioN   OF  Cinema    Labokaiories 

Office  (of  the  Secretary):  Byron  Roudabush. 
1226  Wisconsin  Ave..  N.W.,  Washington  7,  D.C. 

Officers:  Neal  Keehn  (The  Calvin  Co.).  presi- 
dent: Russell  Hol.slag  ( Prcrision  Laboratories), 
vice  president;  Byron  Roudabush  (Byron,  Inc.), 
secretary:  George  W.  f^olburn  (Geo.  W.  Col- 
burn  Laboratory.  Inc.).  treasurer. 

Purpose:  The  development  of  uniform  methods 
and   practices. 


National  Organizations 

in  the  Audio-Visual  Field 


Business.   Professional    iind   (lonsiinier 
(Jroiips  with   Aiidio-\  isual    Interest.* 

National   Audio-Visual   Association.   Inc. 

Office:  2.510  Eastwood  Ave..  Evanslon.  111. 
()i  kiceks:  Jack  E.  Lewis  (Lewis  Film  Service). 
president;  Alan  B.  Twyman  ( Twynian  Films). 
first  vice-president:  Ainslie  R.  I)a\is  (Davis  A-\ 
Co.).  .second  vice-president;  Carroll  M.  Hadden 
( Hadden  Films,  Inc.),  chairman  of  the  board: 
Francis  J.  Didier  (Delta  Visual  Service),  secre- 
tary: William  W.  Birchfield  (Alabama  Photo 
Supply),  treasurer:  Directors-at-large  —  Ra\ 
Swank  (Swank  Motion  Pictures,  Inc.);  Jerome 
W.  Kintner  (Photo  &  Sound  Co.).  Executive 
vice-president — Don  While. 
Membership:  NAVA  is  a  trade  association  of 
audio-visual  equipment  dealer.*,  service  agencies, 
commercial  film  libraries  and  sup]iliers  to  school, 
church,  industrial  and  comnnmily  users  of  these 
materials  and  equipment.  An  advisory  member- 
ship consists  of  producers  of  classroom  and  re- 
ligious materials  and  principal  audio-visual 
equipment  and  accessory  manufacturers. 
National  Co.nvention  and  Trade  Show:  July 
2.S-27  at  the  Sherman  Hotel.  Chicago.  Guests  ad- 
mitted by  registration  fee. 

Kii.M  CoiNCiL  OF  America 

Office:   600   Davis   Street.    Evanston,    111.   Tele- 
phone:  DA  vis  8-7272. 

Officers:  Dr.  Paul  A.  Wagner,  president:  Di- 
rectors— R.  J.  Bingham  (President.  Associa- 
ticm  Films.  Inc.).  chairman:  Dr.  William  S. 
Carlson  (  President.  State  University  of  N.  Y.  I . 
vice-chairman;  Eddie  Albert  (film  producer, 
actor  I.  secretary;  William  H.  Garvey.  Jr.  (Presi- 
dent. .Society  for  Visual  Education),  treasurer: 
Kichard  B.  Sealock  (Librarian.  Kansas  City 
Public-  Library).  memher-at-Iarpe:  Mrs.  Oscar 
A.  Ahlgren  (Past  President.  General  Federation 
of  Women's  Clubs)  ;  Dr.  John  T.  Caldwell  (  Presi- 
dent, l'.  of  Arkansas)  :  Louis  de  Rochemonl 
(Louis  de  Rochemont  .Associates):  Ro\  Disnex 
(  Presiden(.  Walt  Disney  Productions):  David 
('.  Fullciii  (Office  of  Public  Relations.  Inlerna- 
(ional  Bank  for  Reconstruction  and  Develop- 
ment): Mrs.  Franklin  D.  Roosevelt:  Dr.  John 
Slauson  (Executive  Vice-President.  Armrican 
lew  isli  ("ommiltee)  :  Dr.  Frank  .Slanton  iPiesi- 
drril.  (Columbia  Broadcasting  .System.  Inc.). 
Pi  Ki'osK:  To  projnote  the  use  of  non-lheatrical 
films  primarily  on  the  adult  educalion  level.  The 
FCA  is  a  non-profit  educational  organizalion 
which  works  with  film  producers,  sponsors,  dis- 
tributors, national  organizations,  local  film 
councils  and  community  program  plamiers. 
American  Fil.m  Assemulv:  April  4-ti,  195.S. 
Waldorf-Astoria.  New  ^  Ork.  Includes  film 
showings  in  rumier()us  categories.  corifrreM((> 
and  trade  show. 


Indimkhi     \iiiici-\isi  XI.  AssocixiioN 

OiiiM     I  "I    llie    Secre(arv  I  :    Don    Steinke.    Dow 

Chemical  Co..  Building  .50(1.  Midland.  Midi. 

Oi^FiiiERs:  Joseph  .Schieferly  (Standard  Oil 
(^nrn|iarix.  \.,l.l.  president;  Fred  Beach  ( Rein- 
inglori  Kami),  /ir.st  vice-president:  William  Cox 
(Santa  Fe  Railway),  .second  vice-president;  John 
Haxvkinson  (Illinois  Central  Railroad),  treas- 
urer: Don  Sleinke  (Dow  Chemical  Co.),  secre- 
tary. 

Purpose:  To  study  all  mean^  of  audio-\  isual 
communications  including  erealion.  production, 
appreciation,  use  and  distribution:  to  promote 
heller  standards  and  equipment  and  to  establish 
a  high  coni-epl  of  ethics  in  the  relations  of  mem- 
bers with  as.sociated  interests. 
.Annual  .\ational  Meeting:  April  26.  27.  28. 
Hotel  Lowry.  St.  Paul.  Minn,  (members  only). 

Films  Steering  Commiitek  of  The 

Association  of  N.^tional  Advertisers,  Inc. 

Films  Group 

Office:  285  Madison  Ave.,  New  "i  ork  17.  N.Y. 
Officers:  Paul  West,  president:  Loxvell  Mc- 
Elroy.  vice-president,  films  committee  liaison. 
.Membership:  John  Flory  (Eastman  Kodak  Co.). 
Chr.:  Leo  Beebe  (Ford  .Motor  Co.):  Gordon 
Biggar  (Shell  r)i|  Co.)  :  Eyre  Branch  (Standard 
Oil  Co. )  :  John  Dostal  (  R(:A  Victor  Div.,  RCA  I  : 
Harold  F.  Driscoll  (Bell  &  Howell  Co.):  John 
Ford  ((General  Motors  Corp.):  William  Hazel 
(Standard  Brands.  Inc.):  Thomas  W.  Hope 
(Eastman  Kodak);  J.  W.  King  I  American  Can 
Co.);  W.  H.  Pratt.  Jr.  (.American  Telephone  & 
Telegraph  Co.);  William  Saxvyer  (Johnson  & 
Johnson):  Virgil  Simpson  ( E.  I.  du  Pont  de 
-Nemours  &  Co.). 

Purpose:  The  Committee  initiates  and  executes 
projects  which  xvill  provide  the  250  Film  Group 
members  xvith  cost,  technical,  distribution  and 
other  information  about  business  films  and  re- 
lated audio-visual  materials.  The  organization 
has  just  completed  and  made  public  "The  Dol- 
lars and  Sense  of  Business  Films  "  —  a  volume 
of  confidential  data  on  film  costs  and  methods. 

Society  of  Motion  Picture  And 
Television  E.ncineers 

Office:  55  West  42nd  St..  New  York  .S6.  N.Y. 

Officers:  Dr.  John  G.  Frayne  (Engineering 
.Mgr..  Westrex  Corp..  president:  Barton  Kreu- 
zer  (Radio  Corp.  of  .America),  executive  vice- 
president;  Axel  G.  Jensen  (Bell  Tc>lephone  Lab- 
oratories), engineering  vice-presidenl;  Norxvood 
L.  Simmons  (Eastman  Kodak  Company),  edi- 
torial vice-president;  John  Vi .  Servies.  financial 
vice-president;  Byron  Roudabush  (Byron.  Inc.). 
convention  vice-president;  Edward  S.  Seeley 
(Altec  Service),  secretary:  George  W.  Colburii 
(Geo.  W.  Colburn  Laboratory.  Inc.).  treasurer. 
Boyce  Nemec.  executive  .secretary. 
Purpose:  The  Society  xvorks  toxvard  the  im- 
provement, along  technical  lines,  of  film  pro- 
duction and  exhibition,  telexision  and  equipment 
and  film  manufacture.  Published  reports,  stand- 
ards and  specifications  are  made  available 
through  the  Society  and  derive  from  the  work 
of  xariipus  ccirmnitli'es.  iCcinl'd  on  Page  62  I 


60 


BUSINESS      SCREEN      MAGAZINE 


■^.s^ 


^t^- 


■^ 


tJ 


\S>. 


TRIDENT  FILMS. 


510   MADISON   AVENUE   -    NEW   YORK    22,    N.    Y. 


PHO/ti.  PLaza   9- 


3580    -    CABLE    -    DENTPIX 


Medical  Ai  uio-\  isl  \i.  Inmitlte 

of  the 

Association  of  Aiiieiii-an  Modiral  Colleges 

Office:  185  \.  \ii'aL)a.4i  Avinue.  Clikaso  1. 

Officers:  J.  Eduin  Fo«i,r.  td.l).  i  Dinci.ir. 
MA VI).  chairman:  David  S.  Ruhe.  M.D.  I  Head 
Dept.  A-V  Eduialion.  I  .  of  Kansas),  virr  cliair- 
man:  Miss  Helainp  S.  Le\in  iF-ilni  l.ilirarian. 
ADA).  secrrlary-lrrasuriT. 

Membership:  Medical.  d,-nlal.  h.-allli  and  allied 
agencies. 

Purpose:  To  exchange  iiitiiriiialiiMi  regarding 
programs  of  the  mendier  organizations:  lo  dis- 
cover, collect,  disspniinale  and  exchange  de- 
scriptive and  evaluative  information  on  audio- 
visual media  as  related  lo  their  application  lo 
education  in  the  medical  and  allied  sciences. 
Annual  Conference:  Held  during  the  National 
Audio-Visual  Association  Convention  in  Chicago. 


NATIONAL    A-V    ORGANIZATIONS 


ICONTIMED  FROM  PRKCKIlINC  IMGl;  .s:\T\| 
fourth  annual  convention  with  the  National  Cath- 
olic Kducalional  Association  national  convention. 
April  12-1.5  in  Atlantic  City.  Audiovisual  firms 
may  exhihit  at  this  joint  convention.  No  regis- 
tration fees  are  required  but  CAVE  is  appealing 
for  eonlrihulions  from  a-v  firms  to  eslahlish  a 
sinking   fund   for   its  operations. 


I'l  HI'O.sk:  To  encourage  and  improve  the  produc- 
tion dislrihution  and  utilization  of  educational 
films.  EFLA  conducts  a  film  evaluation  service. 


Educational  Groups 

*  »  » 

Cathouc  Audio  Visual  Educators  Assn. 

Address:    Box   61.S.    Church   Street    P.O..   New 
York  8.  N.Y. 

Officers:  Leo  J.  McCormick.  Ph.D..  president. 

Michael  Mullen,  CM.,  vice-president. 

Annual  CoNVENTio.\:  CAVE  is  coordinating  its 


Department  of  Audio-Visual  Instruction 
National  Education  Association 

Ofi'u  i;:  12(11  16lh  St..  N.W..  Washington  6.  D.C. 
Address:  J.  J.  McPherson,  Execulive  Secretary. 
Purpose:  The  largest  affiliation  of  school  users 
of  audio-visual  materials  and  an  official  depart- 
ment of  the  National  Education  Association.  Na- 
tional Convention  to  be  held  April  18-22  at 
Hotel  Biltmore  in  Los  Angeles. 

Educational  Film  Library 
Association,  Inc. 
Office:  345  E.  46th  Street,  New  York  17,  N.Y. 
Officers:  Emily  S.  Jones,  executive  secretary; 
Mary  L.  Allison,  evaluation  editor. 
Membership:  (constituent) — 169  nonprofit  edu- 
cational institutions:   (service)  — 49  commercial 
organizations   and   interested   individuals:   4   in- 
ternational   members  —  government    agencies, 
film  groups  of  other  countries;   3.3  submember- 
ships.  66  personal  memberships. 


.Association  of  .Motion   Picti  re 
Producers  and   Labor ^iorirs   of  Canada 

Office:  2000  Noriliclille  Vm-muc.  Montreal  2!!. 
Quebec.  Canada. 

Okficicks:  Pierre  llarwood  I  Omega  Produc- 
tions. Inc.  I.  president:  Graeme  Eraser  (Crawley 
Films  Ltd.).  vice  president.  Directors — G.  j. 
Ki-r\r\  lliapid  Grip  &  Batten  Ltd.),  Harry  Gut- 
kiii  ( I'hillips-Gutkin  &  Associates  Ltd.),  Lew- 
Parry  (Parry  Films  Ltd.),  R.  J.  Jarvis  (Frontier 
Films  Ltd.),  W.  J.  Singleton  (Associated  Screen 
News  Ltd.),  Donald  .M.  McClymont  executive 
secretary-treasurer  (110  Wellington  St..  Ottawa, 
Ontario  I . 

Membership:  Canadian  firms,  partnerships, 
and  corporations  engaged  in  motion  picture  pro- 
duction or  laboratorv  work. 

Purpose:  To  promote  and  conserve  the  common 
interest  of  those  engaged  in  the  motion  picture 
industry  in  Canada  by  maintaining  the  highest 
possible  standards  in  the  production  of  motion 
pictures  for  commercial,  theatrical  or  television 
release  and  in  all  laboratory  processing:  to  cor- 
rect abuses:  secure  freedom  from  unjust  and 
unlawful  exactions:  encourage  cooperation  in 
the  industry  and  with  other  associations.  9" 


FILMS   THAT 


S^ff 


wen 


DISTINGUISHED 
MOTION    PICTURES 
FOR  INDUSTRY 
AND  TELEVISION 


JM^^  rphy 

"Troductions ,  Inc. 


723    SEVENTH   AVENUE 


NEW   YORK    19,    N.   Y. 
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By  adopting   new   techniques  of  controlled 


printing  and  employing  the   most  advanced   technical   equipment. 
Color  Service  now  offers  to  the  industrial  motion  picture  field  color-balanced 

16mm  Reduction  Eastman-Color  negative-positive  prints 


in  quantity  as  well  as  quality. 


This  answers  the   big   question  —  "Can  these 


prints  be  produced  in  quantity?"  —  YES,  beautiful. 


sparkling  Eastman-Color  prints  by  direct  reduction  printing  —  either  from 
the  original  negative  (A  &  B  printing  if  fades  and  dissolves  are 


needed)  —  or  from  carefully  made  internegatives. 


color  service  co.,  inc. 

115  W.  45th  ST.,  NEW  YORK,  N.Y. 


Our  staff  of  color  technicians  are  at  your 
disposal  for  consultation  to  discuss  your 
special  problems— Let  us  hear  from  you! 


Ja.  6-0^53 


CALDWELL 

OF 

CANADA 


Jyisiribulors  of — 


•  SYNDICATED  TV  FILMS 


•  TV  AND  FILM   EQUIPMENT 


lir 


CIO  Unions  Increase  Use  of  Audio-Visual  Techniques 
President  Walter  Reuther  Tells  National  Convention 

ACTIVE  FILM    DIVISION   SERVES  NATIONWIDE  CLIENTELE 


M  CIO  unions  are  making  increased 
use  of  audio-visual  techniques  to 
present  current  issues  to  their  mem- 
bers, according  to  CIO  President 
Walter  P.  Reuther's  report  to  the 
recent  CIO  convention. 

Two  major  distribution  projects 
conducted  by  the  CIOs  Film  Divi- 
sion are  outlined  in  the  report.  In 
cooperation  with  the  Political  Action 
Committee  of  the  CIO,  the  Film 
Division  distributed  30  prints  of 
the  new  film.  You  Can  Win  Elec- 
tions, produced  by  Roosevelt  Uni- 
versity. This  film  stresses  the  im- 
portance of  citizen  participation  in 
ward  and  precinct  work  and  out- 
lines the  jobs  that  must  be  done  to 
get  out  the  vote. 

Concerned   witli   These  Issues 

The  Film  Division  also  publicized 
the  new  Canadian  Film  Board  pic- 
ture. The  Shop  Steward.  A  number 
of  previews  throughout  the  country 
were  arranged  and.  as  a  result  of 
this  and  other  promotion,  many 
CIO  groups  have  bought  or  rented 
the  film  which  examines  the  han- 
dling of  grievances. 

"CIO  use  of  films  in  the  past  year 
has  reflected  general  national  con- 
cern with  international  issues  and 
civil  liberties,"  said  George  Guern- 
sey, CIO  associate  director  in  charge 
of  education,  in  commenting  on 
Reuther's  report.  "We  have  added 
a  number  of  outstanding  16mm 
documentaries  on  these  subjects, 
made  by  the  UN  and  other  docu- 
mentary film  makers,  and  they  have 
been  widely  used  at  union  meetings, 
classes  and  conferences.  Our  films 
on  day-to-day  union  problems  have 
also  continued  in  demand." 

Used   in  Teaching  Sessions 

The  past  year  showed  an  increas- 
ing use  of  films  as  part  of  carefully 
planned  teaching  sessions  led  by 
CIO  stafT  people,  according  to 
Guernsey:  "One  education  director 
built  a  two-hour  session  for  full- 
time  union  organizers  and  servic- 
ing staff  around  the  film  How  to 
Conduct  a  Discussion,  .\fter  show- 
ing the  film,  he  handed  out  a  list 
of  the  main  points,  the  group  dis- 
cussed them  fully,  then  saw  the 
film  again. 

".\nother  staff  person  reported 
particular  interest  in  Freedom  to 
Read  when  he  asked  the  head  of 
the  city's  public  library  to  attend 
the  showing  at  a  local  union  con- 
ference. Her  contribution  to  the  dis- 
cussion which  followed  the  film  not 


only  pointed  up  its  implications  lo- 
cally but  also  encouraged  coopera- 
tion between  the  library  and  union 
groups   on    future    programs." 

Such  use  of  films  is  common  at 
many  schools  and  conferences  run 
by  national  CIO  and  by  its  various 
international  unions.  All  groups  us- 
ing films  are  urged  to  follow  them 
with  group  discussion,  Guernsey 
said.  Pamphlets,  posters  and  dis- 
cussion guides  are  provided  to  en- 
courage this. 

Textile  Film  Is  Popular 

Bookings  from  teachers,  colleges 
and  community  groups  constituted 
about  one-fifth  of  CIO  film  rentals. 
Of  the  labor  films  rented  by  these 
non-labor  groups.  Union  at  Work, 
a  film  showing  the  varied  activities 
of  the  Textile  Workers  Union  of 
America-CIO  and  Local  100.  made 
by  the  National  Film  Board  of 
Canada  to  show  how  a  union  is 
organized,  have  been  widely  used 
during  the  past   year. 

Twenty-five  titles  and  5.5  prints 
were  added  to  the  CIO  Film  Library 
last  year.  The  library  now  contains 
21  titles  on  union  problems.  30  on 
international  affairs.  24  on  domestic 
issues.  12  on  problems  of  discrimi- 
nation, 10  on  political  activity,  five 
on  farm-labor  cooperation,  four  on 
leaching  techniques,  and  29  for  use 
as  entertainment. 

Titles  on  Civil  Liberties 

To  give  local  unions  a-v  materials 
which  "deal  with  the  problem  of 
McCarthyism"  and  the  Bill  of 
Rights,  the  CIO  has  been  circulat- 
ing three  documentaries  on  civil 
liberties.  Widely  used  were:  the 
Freedom  House  film  which  features 
the  debate  between  Edward  R.  Mur- 
row  and  Senator  Joseph  McCarthy; 
Freedom  to  Learn,  produced  by 
the  National  Education  .Association, 
which  shows  a  teacher  being  tried 
for  teaching  about  communism; 
and  Freedom  to  Read,  a  new  film 
sponsored  by  the  American  Library 
.Association,  showing  an  attempt  to 
censor  books  available  from  the 
public  library. 

.\mong  other  films  added  to  the 
CIO  librarv  recently  are  World 
Without  End.  a  45minute  UNESCO 
documentary;  School  and  Commu- 
nity, a  cartoon  showing  their  inter- 
lelalionship;  Farewell  to  Oak  Street. 
dealing  with  the  human  costs  of 
poor  housing:  Neighbors,  an  Acad- 
emy Award  short  on  tolerance;  Mr. 

(continued    on    page    sixty-six) 
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MAKE  YOUR 

FILM 
MmORABLB 


r 


GmiTTO 
A  PRO 


Among  our  satisfied 
customers  are: 


RKO  PATHE 

''The  Professional  Company' 

1270  Avenue  of  Americas,  New  York  20,  N.Y.      Phone  Judson  6-5050 


send  for  your  copy  of  public  relations  unlimited 


NUMBER      1       •      VOLUME      16 
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7&'S 

Rentals 

Soles 

Service 

Motion  PiOu'c  &  TV  Film  Production 

EQUIPMENT 

Repairs 

Engineering 

Manufacturing 

7£S 

F  &  B  SPLIT  REELS 

(TIME  -  SPACE 
SAVE ^  WEAR  &  TEAR 

(.ON  Umm  PRINTS. 

ELIMINATE    COSTLY    TITEWINDS 


NOW — You  can  Project,  Edit,  Inspect, 
Synchronize,  Measure,  Clean,  and  Store 
16mm  Alms  on  cores,  without  rewinding. 

Simply  open  split  reel,  slip  in  film  on 
core,  and  close  reel. 

400  ft.  split  reel- 16mm $4.50 

800  ft.  split  reel-16mm 6.00 

1200  ft.  split  reel— 16mm 7.^ 

1600  ft.  split  reel— 16mm 9.00 

(Professional   &   Educational   Discounts) 


Clapsticks 


CORRECTLY   DESIGNED   .   .   . 

Endorsed   by   Leading   Producers 

•  Ed&ily    erasedble    slate    finish 

•  Sharp-sounding    hardwood    clapsticks 

•  Permanent    silk-screened    letters 

•  Supply    ol   special,    dustless   chalk 

Model   1 — Medium  9x11"  Slie  $5.00 

(lllustrfltedl 
Model   2— large   11114"   Sise  $8.75 


FACTS    ABOUT    F  &  B 

•  F&B   CANNOT    BE    UNDERSOLD    .    .    .    F&8 

prices  are  always  the  lowest  in  the  industry. 
Maiimum  discounts  cheerfully  granted  when- 
ever   possible. 

•  F&B   CARRIES   A  COMPirTE    STOCK    .    .    . 

Everything  in  new  and  used  equipment  for 
production,  protection,  processing,  record- 
ing, editing,  distribution,  etc.  F&B  !s  agent 
for    all    major    manufacturers 

•  F&B    OFFERS   AN    IRONCLAD   GUARANTEE 

-  .  .  Nothing  sold  "a*  is."  Every  item  sold 
carries   a    100%    money    back   guarantee. 

•  F&B  WANTS   YOUR   ACCOUNT   .    .    .    Your 

credit  Is  good  at  F&B.  You  will  receive  top 
service,  courtaty  and  reliability  when  you 
deal   with   F&B. 


N£ 


w. 


tP/LO'-C^Uie 


—  for    all    cameras  — 

Auricon-Pro    .    .    .    Maurer    .    .    . 

Cinevoice    .    .    .   Cine     Special    .    .    . 

Filmo    .    .    .    Bole»    .    .    .    Eyemo    .    ,    .    with 

magazine    &    motor    .    .    .    Arriflei    I&    .    .    . 

ArrifleK    35    .    .    .    all    still    cameras    .    .    .    view 

cameras. 


A  BRAND-NEW.  MODERN  TRIPOD  .  .  .  pre- 
cision engineered  and  designed,  ruggedly  con- 
structed   for    long    and    satisfactory    service. 


^  SUPER-SMOOTH,  fluid  friction  pan  and  tilt 
head. 

♦  TELESCOPING,  two  position,  offset  panhandle, 
for  adjustability  to  your  lenqth  requirements, 
left  or  right  hand  use;  offset  for  greatest 
comfort    and    convenience. 

•^  KNURLED  camera-tightening  knob,  externally 
operated  by  angle  gears  for  fumble-free, 
maximum     tightening, 

4(  PRECISION  ENGINEERED  positive  pan  &  tilt 
locks    for    utmost    in    rigidity    and    safety. 

•♦  SUPERB.  SEASONED,  solid  hardwood  legs,  fin- 
ished for  smooth,  non-sticking  telescoping  ac- 
tion. 

-«C  REMOVABLE  friction  head  for  easy  mounting 
on    baby    tripod    or    hi-hat. 

♦  SPRING-BALANCED  HEAD,  adjusted  to  your 
camera    available   at   extra   cost. 


HEIGHT:    41"    to    75"    .    .    .    3W0    pan;    90O    tilt. 
FINEST   WORKMANSHIP    AND    MATERIALS 

5  YEAR  UNCONDITIONAL  GUARANTEE  .  .  . 


I4lb.  TRIPOD 


MADE   IN  U.S.A. 

List  Price         $135.00 

Fibre   Carrying   Case  $20.00 

Available  Direct  or  at  Your  Dealer 


INCREASE  THE  VALUE  OF  YOUR 

CINEVOICE  CAMERA 


Shoot    Complete 
IS   Minute 
Programs 

600    FOOT 
MAGAZINE 

CONVERSION 

FOR    16mm 

AURICON 

CINEVOICE 

CAMERA 

At   Low    Cost 


Write  for   Brochure 


CLOSEOUTS 


KINEVOX  recorder,  latest  model  synchronous, 
magnetic,  1 7 '  ;mm  Used  but  excellent. 
Now  selling  tor   $1500.     our    price   $845.00 

ELECTRIC    FILM    FOOTAGE    COUNTERS.    Dual 

16mm  &   35mm  counters,   run   separately  or 

together,    2    Veeder    counters,   sync    and    line 

switcties.    2    sync    motors,    Value    $150  00 

NEW $89.50 

MAURER  RECORDER,  Model  D  16mm.  rack 
and  panel  mounted,  new  "G"  prime  galvo, 
guaranteed     perfect $2250. OJ 

MOVIOLA.  ULPV3S.  35mm  with  preview 
screen,  picture  and  3  separate  sound  heads, 
cabinet    mounted  on  wheels  .  $2250.00 


F&B  Gator  Grip-Lites 


Hangs  from  a  nail — clamps  securely  to  doors, 
chairs,  flats  or  stands.  Barn  door  swivels 
360' — accepts  diffusers,  filters,  etc  Great 
with   Colortran   converters 


Price  Complete 
Barn    Door  Only 


$12.95 
$   8.75 


F&B  USED  EQUIPMENT 

Always  in  stock  .  ,  .  THOUSANDS  OF  ITEMS 
,  ,  cameras,  proiectors.  lenses,  accessories. 
rewinds,  splicers,  synchronizers,  editing,  light- 
ing and  laboratory  equipment  .  .  ALL  AT 
REASONABLE  PRICES,  We  are  always  glad  to 
quote  lowest  possible  prices  for  specific  items. 


fi&i 


FLORMAN  &  BABB 

70  West  45th  Street,  New  York  19,  N.  Y. 

Phone:  Murray  Hill  2-2928 

Cable  Address  -  FLORBABB,  N.  Y. 


UNIONS    ARE   ACTIVE: 

I  1  (1  \  r  I  \  1   I  II     1  iici  \i     V  \i.v.    ii  I  I 

CIO.  a  ClOTransp,,,!  \\„rk.r-  film 
aiioul  .Allan  Iia\'woo(l.  forint-r  <!!() 
vice  president,  and  ICFTV  J')  in 
\\lii<li  worker.'!,  overseas  lie!|)  to 
-uUi-  llieir  rounlries"  |ir<>L- 
lems  (sponsorefl  by  the  Interna- 
tional Confederation  of  Free  Trade  j 
I  niotis  t . 

The  (^l()  Kilni  Division  maintains 
its  rental  library  at:  I F-M I  718 
Jackson  Place.  N.  W..  Vtashingrlon 
6.  D.  C.  The  CIO  19.S5  Catalog  of 
16nim  sound  films  is  now  available 
free  from  this  addiess.  S" 


David   L.   Arm  to   Direct 

Safely   Council    Industrial    Dept. 

*  David  F.  Ann.  dean  of  the  school 
of  engineering  at  the  L'fdversitv  of 
Delaware,  has  been  appointed  man- 
ager of  the  industrial  department 
of  the  National  Safety   Council. 

Announcing  the  appointment.  Ned 
H.  Dearborn.  Council  presidenL 
said.  "The  need  for  industrial  ac- 
cident prevention  led  to  the  forma- 
tion of  the  Council,  and  it  is  still 
the  backbone  of  our  broader  oper- 
ations. The  development  and  admin- 
istration of  our  occupational  safety 
services  for  nearly  5.000  industrial 
members  with  more  than  9.000.000 
emplovees  requires  outstand- 
ing leadership. 

■'That  is  why  the  Council  is  fortu- 
nate to  obtain  the  services  of  a  man 
so  eminently  qualified,  both  in  tech- 
nical knowledge  and  the  ability  to 
put  it  into  practical  action,  to  head 
its  activities  in  the  industrial  safety 
field." 

Mr.  Arm  became  dean  of  the 
school  of  engineering  at  the  1  ni- 
versity  of  Delaware  in  1916  after 
extensive  teaching  and  administra- 
tive experience  at  three  other  col- 
leges. He  has  served  as  consultant 
for  a  number  of  industrial  organiza- 
tions and  for  the  U.S.  Navy.  He 
was  selected  as  the  first  engineering 
college  administrative  officer  to  par- 
ticipate in  the  "Year  of  Industry" 
program    of   duPont. 

Atlas  Busy  on  TV  Spots 

♦  Atlas  Film  ("orporation.  Chicago, 
is  busy  with  television  commercials: 
Three  directors.  .Al  Bradish,  I.ou 
Marlowe  and  Louis  ^^  ililer.  are 
filming  tv  spots  for  such  clients  as 
J.  I.  Case  Company.  Miller  High 
Life  and  Consolidated  Cosmetics. 
Inc.  Guild  director  Marlowe  has 
been  assigned  to  the  Con.solidated 
Cosmetics  jirojecl.  brought  to  Atlas 
bv  Frank  Duggan  Advertising,  The 
Miller  High  Lifi-  spots  are  via 
Mathisson  and  Associates  of  Mil- 
waukee. Wisconsin. 
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''Filmed  by 

Information 

Productions, 

Incr 


This  company,  founded  three  and 
a  half  years  ago,  today  films  more 
documentaries  for  television  than 
any  other  producer  in  the  United 
States. 

We  wish  to  take  this  opportun- 
ity to  thank  the  following  clients, 
wh<^  faith  in  us  — evidenced  by 
repeat  business  — has  made  this 
possible: 

COLUMBIA  BROADCASTING  SYSTEM 

CRUSADE  FOR  FREEDOM 

FORD  FOUNDATION  TV-RADIO  WORKSHOP 
OMNIBUS 

GREYHOUND  LINES 

MARINE  STUDIOS,  Marlneland,  Florida 

REMINGTON  RAND,  INC. 

ST/\f4DARD  OIL  COMPANY  (NEW  JERSEY) 

,       STATE  OF  NEW  YORK 
THRUWAY  AUTHORITY- DEPARTMENT  OF  COMMERCE 
POWER  AUTHORITY-STATE  COUNCIL  OF  PARKS 

TIME,  INCORPORATED 
YOUNGoREPUBLICAN  NATIONAL  FEDERATION 

We  are  still  a  small  company.  We 
intend  to  stay  small . . .  taking  on 
no  more  production  than. we  can 
plan  and  handle  individually.  We 
have  no  sales  staff.  One  of  our 
principal  production  associates 
will  be  happy  to  meet  with  you  to 
discuss  your  film  plans— for  train- 
ing, selling  or  informing. 

Alfred  Butterfleld  and  Thomas  H.  Wolf 

INFORMATION  H  I  M  PRODUCTIONS,  INC. 


The  nation's 
number  one 
producer  of 
documentary 
films  for 
television.* 


5  East  57th  Street,  New  York  22,  N.  Y. 
Eldorado  5-1722 


itrther  hiforniation 
requeat- 


Jack  J.  Funk,  Projectionist,  in  the  Wilding  screening  room 


IMflLDING     SCREENS     VlflTH     AMPRO 

Film  producers  require  all  the  elements  of  perfect  projection. .  smooth  threading, 
brilliant  illumination  and  high  sound  fidelity.  It  is  important  that  a  producer's 
prints  are  not  exposed  to  even  the  slightest  hazards  of  scratching  or  damage. 
Ampro's  feather-soft  aperture  pressure  and  light  sprocket  shoe  tension  assure 
maximum  film  protection  Easy  operation  and  outstanding  performance  are  the 
two  big  reasons  why  producers . .  .  the  people  who  railly  know  .  use  Ampro  16mm 
Sound  Projectors.  Select  from  the  great  Ampro  line  for  your  motion  picture 
requirements.  Call  your  Ampro  audio-visual  dealer  to  arrange  for  a  demonstration. 


AMPRO    CORPORATION 


283S      N.     WESTERN      AVENUE 


CHICAGO     IS,     ILLINOIS 


* 


K'ritp  for 

"Screen  Adventures" 

a  16'page  source-guide 

for  323  16mm  sound 

motion  pictures. 

Lists  titles,  running  time 

and  subject  synopsis. 

The  booklet  is  free  of  cost. 


4    5US8ID1AI*r    OP    9CNCRAL 
PHeCISION    CQUIPMKNT 
COMPOHATION 


Committee  Studying  Award 
for  Best  SMPTE  Journal  Paper 
*  \  fivoman  commilti-c  to  S'-lccl  the 
ruitliiir  or  aullior..;  of  llir  inosi  oul- 
>laiiiliiii^  |>;i|>iT  pulilishcd  in  lln 
Journal  of  ihr  .Soricty  of  Motion 
I'i'liiii  anil  IVlcvlsion  Engineers 
III  1951  lias  licen  appointed  by  John 
'i.  Frayne.  ])resi(lent  of  the  Society. 
.\n  award  rcrlificate  will  be  pre- 
sented to  tbe  winner  at  the  Soeietys 
78th  semianimal  eon\'ention  to  be 
Leld  in  Lake  l*laeid.  New  \  ork. 
October  2-7.   19.5.S. 

As  in  the  past,  the  roniniiltee  will 
I  a.se  its  selection  on  the  teihnieal 
merit  of  the  paper,  its  originality 
and  breadth  of  interest  and  its  e\- 
cellenre  of  presentation.  In  order 
to  rpialify  for  a  Journal  award,  a 
pa])er  niwsl  deal  with  some  teeh- 
nieal  pha.se  of  motion  pirlnre  or 
lilevision    engineering. 

The  award  committee  is  headed 
by  Dr.  .Arrnin  J.  Hill,  stafi  physicist 
of  the  -Motion  Picture  Research 
Council  of  Los  .Angeles.  Dr.  Hill 
received  the  Journal  award  last 
year  for  his  paper.  ".A  Mathemati- 
cal and  Evperimental  Foundation 
for  Stereoscopic  Photography." 
which  appeared  in  the  October  1953 
Journal. 

The  other  members  of  the  com- 
mittee include  Carlos  Elmer  of  the 
-\aval  Ordinance  Test  Station.  In- 
\nkern.  California.  George  Lewin. 
(  hief  of  the  Sound  Branch  of  the 
Signal  Corps  Pictorial  Center.  New 
"^  ork.  Glenn  Matthews.  Technical 
Editor  of  Kodak  Research.  Roches- 
ter. New  York,  and  Ralph  Lovell, 
Kinescope  Recording  Superxisor  of 
the  National  Broadcasting  Com- 
pany  in   Los   .Angeles. 

The  Society's  Journal  award  was 
hrst  presented  in  1934. 


SALES   EXECUTIVE 
WANTED 

The  president  of  a  growing 
Chicago  area  studio  needs  a 
man  who  can  help  sell  motion 
pictures  to  agencies  and  to  in- 
dustry. Prefer  a  young  man 
on  the  way  up  who  knows 
how  to  apply  motion  piiture-^ 
to   business  problem?. 

This  is  an  unlimited  op|K)r- 
tunity.  on  a  commission  basis, 
for  the  right  man.  I  Itimately 
leading  to  a  share  in  manage 
menl. 

Write   Box   55-1 A 

BUSINESS   SCREEN 

7064  Sheridan  Rd.,  Chicago  26 
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Fletcher  Smifh  Studios,  Inc.  offer  you  one  of  the  largest  sound  stages  in 
the  East,  fully  equipped  for  all  types  of  commercial  and  television  motion 
picture  needs.  Whether  your  requirements  be  for  a  single  small  "drape", 
or  the  most  elaborate  sets,  our  facilities  are  large  enough  to  meet  ex- 
tensive demands.  Our  equipment,  personnel,  and  reputation,  as  well  as 
our  long  and  successful  history  of  past  film  making  assure  you  of  the 
very   best   professional  quality  available   in   the    East. 

Fletcher  Smith  Studios,  Inc.  are  fully  prepared  and  competent  to  handle 
your  entire  production  from  script  to  screen. 


AN    EXAMPLE   OF    FINE   SET    DESIGN 


etcher  ^mifb  Studios,  ^Inc. 

321    EAST  44TH   STREET     •     NEW  YORK   17,  N.  Y. 
MURRAY  HILL  5-9010 


NUMBER      1       •      VOLUME      16      •       1955 


69 


-C5 
•a 

■a 
■a. 

■a 


■li 


70 


FOLAlilS, 


In  films  also,  the  name  POLARIS 
has  come  to  mean    dependable' 

WHY?  Just  as  the  North  Star  is 

known  as  the  most  constant 

star  in  the  heavens,  so  is  POLARIS 

known  for  constant,  unswerving 
devotion  to  the  service  of  clients. 

^- 

You  can  chart  an  unerring 
course  towards  any  film  objective 
if  you  look  to  POLARIS  for 
dependable  guidance  .   .   . 
for  films  of  constant  and 
unfailing  excellence. 

it 

POLAR  1 5 


5859  West  Third  Street 
Los  Angeles  36,  Calif. 
WEbsier  8-3181 
New  York:  133  E.  54th  St. 
PLaza  1-0450 


•f^       i!      ii       it      -ii      -ti 


the  North  Star, 
•{2       has  been  the  dependable  guide  for       s}- 
navigators  for  thousands  of  years. 


a- 

SI- 

a- 
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Selecting  the  Year's 
Best  Safety  Films 

by    William    Englander* 


RKi'Hi;sKNT\Ti\KS  iif  2(1  naliojial  organizaliuii> 
and   llic  aiTiiiil    furcc^   will   meet   in   \\  a.-^h- 
in^Uiii  iic\t  nioiitli  tu  judge  some  60  .safely 
films  and  select  the  oulslaiiding  ones  of  1954. 

The  judges  —  all  highly  qualified  in  their 
\arious  fields — represent  the  memher  organiza- 
tions of  the  .National  Committee  on  Films  for 
Safety.  Realizing  the  important  role  that  filni^ 
|)lav  in  preventing  accidents,  the  .National  Com- 
niilU-e  presents  awards  annually  to  encourage 
higher   quality   and    greater   use  of  films. 

National  Committee  Formed  in  1945 

The  committee,  which  has  been  operating  in 
its  present  form  since  1945.  is  an  outgrowth  of 
the  Film  Safetv  .\wards  Committee  formed  in 
1937  bv  the  Libertv  Mutual  Insurance  Company. 
This  early  committee  began  by  conducting  an 
annual  film  contest  on  tralTic  safety,  and  then, 
in  1943  e.xpanded  the  contest  to  include  other 
fields  of  accident  prevention.  One  year  later  the 
National  Safety  Council  was  asked  to  assume  re- 
sponsibility for  providing  a  secretary  for  the 
committee  and  to  provide  headquarter  facilities. 
The  committee  then  became  a  joint  enterprise 
of  all  member  organizations  and.  in  1945.  the 
[resent  name  was  adopted. 

Membership  in  this  non-profit  committee  is 
by  invitation  only  and  each  co-sponsor  desig- 
nates its  own  representative  as  a  working  mem- 
ber. Each  also  assumes  a'l  expenses  of  its  repre- 
sentative on  committee  business.  There  is  no 
assessment  or  dues,  and  an  operating  budget  is 
maintained  from  voluntary  contributions. 

Chairman  of  the  committee  is  John  B.  McCul- 
lough  who  is  Director  of  Technical  Services, 
Motion  Picture  Association  of  America.  Mr.  Mc- 
Cullough  started  with  M.P.A.  some  thirty  years 
ago  when  it  was  know  n  as  the  "'Will  Hays'"  office. 
One  of  his  important  interests  in  the  .Association 
is  fire  and  accident  prexenlion  throughout  the 
film  industry. 

.Annual   .Awards  .\re  a  Major  .Activity 

Major  activity  of  the  committee  is  the  annual 
safety  film  contest.  The  increasing  interest  and 
growth  of  this  annual  competition  is  a  barometer 
of  the  activity  stimulated  among  producers, 
sponsors,  and — most  important — the  film  users 
in    (he    fields   of   accident    pre\enlion. 

Kick-off  for  the  annual  contest  is  about  mid- 
January.  Kntry  blanks  are  mailed  out  to  some 
l.KJO  names  in  our  mailing  li.st  which  includes 
film  producers,  large  industrial  firms,  state  pub- 
lic .safely  officials,  colleges,  local  safety  councils, 
and  other  groups.  Wide  publicity  also  is  given 
the  contest  through  safety  and  film  publications 
and  in  various  other  trade  journals. 

Entries  are  invited  separately  for  several  cate- 
gories, such  as:  occu|>ational.  home,  traffic  and 
transportation,  and  general  fields  of  safetv.  There 

•  Mr.  Ennlander  has  served  as  Swretary  of  the  National 
Committee  on  Films  for  Safety  since  IS48.  He  is  Director 
of  the  Film  and  Poster  Division.  National  Safety  Council, 
and    acts    as    the   Council's    reltresentative  on    the  committee. 


I-  Jill  .Miry  fee.  nor  is  there  any  charge  for  awards 
wliicb  might  be  won.  Non-theatrical  motion  pic- 
lures  are  grouped  apart  from  theatrical  proiluc- 
liiins.  while  sourul  slidcfilms  ha\c  their  ot\  n  (las- 
-illcalions. 

All  Screenings  by   Kxperienced  (;rl)llp^ 

A  pri4imiiuiry  ■screening  is  held  early  in 
Mureli,  with  all  films  reviewed  over  a  three-dav 
jieritjd  by  a  sub-committee  on  contests  acting  for 
the  enlire  body.  These  niemliers  have  all  served 
many  times  in  judging  contest  safety  films.  They 
are  assisted  by  specialists  in  the  various  specific 
areas  of  .safety.  This  screening  group  writes  re- 
\iews  of  all  entries  for  the  guidance  of  ihe  final 
committee  of  judges. 

Aboul  one  month  later  the  committee  represen- 
tatives meet  in  the  capacity  of  judges.  .All  are 
qualified  by  experience  in  the  visual  aids  educa- 
tion field  and/or  fundamental  interest  in  safetv. 
Most  of  them  have  been  on  the  National  Com- 
iiiitlei-    for   more   llian    five  years. 

No  Award  Made  Tnless  Film  Deserving 

The  first  day  of  judging  is  devoted  to  another 
screening  of  entries  in  each  classification.  Fre- 
quently this  second  re\  iew  runs  into  the  evening. 
On  the  second  day.  the  judges  meet  for  final  re- 
\  lew  of  the  top  candidates — based  on  reconi- 
niendalions  from  the  previous  dav's  screening. 

In  a  lime-tested  effort  to  recognize  certain 
b.nsic  differences  of  films  within  a  classification, 
enough  for  a  plaque  award  in  a  classification, 
the  judges,  at  their  discretion  may  select  as 
winners  those  films  produced  primarilv  for  in- 
structional purposes  and  also  those  produced 
particularly  for  their  inspirational  value.  If,  in 
the  judges"  opinion,  there  is  no  film  outstanding 
enough  for  a  plaque  award  in  a  classification — 
none  is  given.  It  has  happened. 

Theatrical  productions  on  highwav  traffic 
safety  are  also  eligible  for  the  David  S.  Beyer 
-Award,  sponsored  in  the  public  interest  by  the 
Liberty   .\hilual    Insurance   Companv. 

Bronze  Plaques  to  the  Most  Outstanding 

Films  chosen  most  outstanding  are  awarded 
handsome  bronze  plaques.  Others— high  ranking 
— are  given  .Award  of  .Merit  certificates  for  their 
excellence  of  production  or  other  extraordinarv 
ICQ.NCLLDED  0.\  THE  FOLLOWING  PACE  72  I 


"Just  a  liorrl  of  appreriation  to  you  for 
the  bnrkfraunil  music  for  our  film:  THE 
\tAClC.  PATHn  A\.  As  in  your  previous 
music  scores  for  us.  your  uork  has  a  flis- 
linclion  thnt  contributes  intmensurablr  to 
the   effectiveness  of   our  films. 

"It  ivill  be  a  pleasure  to  tcurk  uith  -i  ou 
ni:ain   on  our  next  production." 

PRO.SER-HARNES   PRODS..   .\.  ■\. 
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KILM  l«IUM«    lor. 


corelli- Jacobs 

FILM  MUSIC  Inc. 

1600     BROADWAY 

NEW     YORK      19,     N.Y. 

JUdson    6-6673 
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1  ilH/    \ ALjL^H/  1  —  History  and  nature  provide 
the  colorful  and  pictorially  rich  film  material  in 
this    story   of    the    Shenandoah    Valley,    pro- 
duced in  cooperation  with  Luray  Caverns 


BEELAND-KIN6 

FIIM     PRODUCTIONS 

752  SPRING  ST.,  ATLANTA,  GA.,  ELGIN-7558 


DO  YOUR  FILMS 
JUST  ENTERTAIN? 


OR  DO  THEY  GET 

^emti  TOO/ 


OUR  CLIENTS  SAY- 
"GANZ  FILMS 

GET  ACTION! 


WILLIAM  J.  GANZ  COMPANY.  INC. 

PRODUCERS  AND  DISTRIBUTORS 

OF  MOTIOII  PICTURES.  SLIDE  FILMS 

AND  TV  COMMERCIALS 

40  East  49th  Street 

New  York  17,  N.Y. 

ELderodo  5-1443 

NOW  IN  OUR  36  th  YEAR 


REVIEWING    SAFETY    PICTURES: 

(CONTINUKU     FKOM     HRECEUINC     PAGE     70) 

\;iliir.  \\  itiMiTs  art'  ;:i\cti  uiilt-  luiltlit  ii\  luiliori- 
alK  [liruiifili  I  iKmiii'ls  nf  safely,  lliruufih  (iliii 
publications  ami  .iiIk  r  Iradc  journals.  There  lia.- 
always  been  a  ".'real  liemand  for  ibe  |irinle<l 
listings  of  contest  entries  fnllowing  ibis  pub- 
lieity.  Television  slalion>.  especialK.  maki-  use 
of  this  ser\  iee. 

^ormal  pr<'senlation  of  plaques  is  made  durinir 
the  annual  National  Safety  Congress  held  iii 
Chicago  during  October.  Winning  lihns"  are 
shown  iluring  that  evening's  program  in  the- 
grand  ballroom  of  llie  Conrad   llilliin  Hcilel. 

.Annual   Entries   Average   More   Than  60 

In  recent  years,  contest  entries  have  averaged 
more  than  60 — with  a  high  of  6!i  acliii-\ed  in 
the    195.}   Contest. 

\n  interesting  question  sometimes  asked  is 
the  basis  upon  which  films  are  judged.  The  com- 
mittee has  checked  into  the  subject  of  judging 
proced\ires  with  many  qualified  people  in  the 
Idni  industry.  There  is  no  cut-and-dried  method 
of  evaluating  films  on  any  one  subject.  There  are 
innumerable  factors  and  combinations  thereof 
that  can  definitely  raise  or  louer  a  film's  loi}- 
test   rating. 

These    Elements    Figure    in    Judgnieni 

However,  while  ratings  cannot  be  put  on  a 
mechanical  basis,  there  are  several  points  bv 
which  contest  values  can  be  weighed.  Thev 
include:  technical  accuracy,  audience  appeal, 
effectiveness  of  intended  message,  qualitv  'if 
photography  and  sound,  [iroduction  techniques 
and.  of  course,  the  extent  of  a  film".-  c  (jritribiuion 
to  accident  prevention  within  its  field. 

Following  are  the  co-sponsoring  organizations 
who  make  up  the  membership  of  the  National 
Committee  on  Films  for  Safety: 

American  Association  of  Motor  Vehicle  Ad- 
ministrators. American  Automobile  Association. 
American  National  Red   Cross.   .American   Public 


Editor's  NiiTl-::  Some  of  the  recent  winning  films  shown 
on  this  blue  ribbon  program  in  recent  years  were:  Look 
Who's  Driviny,  produced  for  Aetna  Casualty  &  Surety  Co. 
by  United  Productions  of  America  :  Pick  Your  Safttfl  Targtt. 
produced  for  National  Safety  Council  by  Sarra,  Inc.  :  A  Daii 
In  Court,  produced  for  International  Harvester  by  Gate  & 
McGlone  :  And  Then  Thrrc  Wert-  Four,  produced  for  Socony- 
Vacuum  Oil  Co.  by  Roland  Reed  Productions  :  and  Last  Date. 
produced  for  Lumbermen's  Mutual  Casualty  Co.  by  Wilding 
Picture    Productions, 


ART4>VIDEART 


TITLES 


ANIMATION    —    ID'S 


OPTICAL 


PHOTOGRAPHY 


NOW   SERVING   MORE   THAN   50 

MOTION    PICTURE    PRODUCERS 

IN   THE   NEW  YORK  AREA 

COLOR    or    B&W  —   16  or  35MM 


343  LEXINGTON  AVE. 
NEW  YORK  16,  N.Y. 
LExington  2  7378-9 


Hrallli  -V-soi  ialion.  American  Societv  of  Safety 
I'.ngineurs.  .American  Standards  .Assoi  iation.  As 
sociatior.  of  Casualtv  i>  Suretv  (Companies.  Asso- 
ciation of  Safety  Council  F\ecutives.  "Vutoniotive 
Safety  Foundation,  Intcr-lndustrv  Highway 
Safely  Committee.  International  .'Vssociation  of 
(.hiefs  of  I'olice.  Motion  Picture  .Association  of 
America.  National  .Association  of  Manufacturers, 
National  Association  of  .Automotive  Mutual  In- 
surance Companies.  National  .Association  of 
Mutual  Casualty  Comi)anies.  .Natioruil  Fire  Pro- 
tection Association.  National  Hetail  Kami  Fquip- 
ment  Association.  National  Safety  Council.  L.  S. 
Jr.  Chamber  of  Commerce.  L  .  S.  .Air  Force.  L. 
S.  Army.  I  .  S.  Navy  arul  the  I  .  S.  liureau  of 
Public   Koads.  ^ 


National  TV  Film  Directors  Name 
Ernest  Olivier!    National   Chairman 

■K  Ernest  Olivieri.  film  direilur  .if  WNHC-TV. 
New  Haven,  has  been  elected  acting  chairman 
of  Region  One  of  the  National  A.s,soeiation  of 
TV  F'ilm  Directors,  replacing  Bill  Cooper,  of 
V^J.Afi-TV.  Providence,  who  founded  the  organ- 
ization about  a  year  ago.  Mr.  Olivieri  has 
worked  closely  with  Bill  Cooper  on  the  organ- 
izational plans  of  the  association  since  its  in- 
ception and  is  thoroughly  familiar  w  ilh  the  prob- 
lems of  the  group. 

There  are  now  over  a  hundred  active  T\'  mem- 
ber stations  in  the  organization,  and  Mr.  Olivieri 
will  serve  as  national  chairman  until  a  national 
meeting  can  be  held  which  will  select  a  chair- 
man by  majority  vole. 

Requests  are  still  coming  in  from  lilni  distrib- 
utors for  active  participation  within  the  organ- 
ization: and  although  the  group  does  not  want 
to  make  any  definite  policy  on  this  until  a  na- 
tional meeting  is  held,  it  was  decided  to  suggest 
to  all  regional  chairmen  that  they  invite  film 
distributors  and  their  representatives  to  attend 
a  round  table  discussion  at  the  do.se  of  business 
at  each  regional  meeting  for  an  exchange  of  ideas 
and  problems. 

It  was  agreetl  that  no  sales  jiitches  t>r  brochure 
passing  would  be  tolerated  within  the  meeting 
itself,  and  any  sales  promotion  aitivities  would 
be  confined  to  individuals  on  a  voluntary  basis 
only  after  the  meeting  has  terminated.  The 
group  is  seeking  a  meeting  in  New  \ork  in  late 
fall  of  this  year  of  all  members  on  the  eastern 
seaboard.  S" 


lAu^idJ. 


Score  your  next 
picture  at      ■ 

langlois  Filinusic,  Inc. 

419  WEST  54TH  STUEH 
NEW  rOUK  15,  N.  Y. 

JUdton  4-41  S3       

4040  SUNSET  81V0.  | 
HOLiyWOOD.  CAIIF. 
Hollywood  4.44S7 

-f k  Canii:  S.  W.  CiMwill.  lU.,  447  JiiYls  St.  Totnti- 
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WeWe  on  Our  Way... 


'(oil   can   ?^ee   wcvi-   alicaih    been   aniuiid    xmie. 
We're  going  places  because  the  people  wlio  trust  us  ^vith  some 
of  their  problems  are  not  satisfied  witii  standing  still. 
^e  believe  that,  for  us  to  get  where  were  troin<?.  our  motion  ijietun-s.  slidetilms.  and  other 
forms  of  business  communication  must  reach  their  destinations  too.  Thev  must  achieve  their 

objectives,  and  thev  must  do  it  on  time.  We  trv  to  see  that  the  trip  is  pleasant,  but  we  believe 
in  traveling  light  .  .  .  the  shortest,  most  direct  wav.  And,  as  seasoned  travelers,  we  know 
how  to  save  on  expenses. 
Our  terminal  is  a  fully  equipped  studio,  with  complete  facilities  for  script-to-print  production 
of  both  motion  pictures  and  slidefilms.  Sound  stage,  recording  studio,  camera  crews  ...  all  are 
readv  to  serve  vour  needs. 

^  hatever  your  commimication  problems,  and  whate\er  vour  budget,  we'd  appreciate 
the  opportunity  of  show  ing  vou  how  von  too  can  get  w  here  vou  w  ant  to  go  .  .  .first  class. 

SPECIALISTS     IN    BUSINESS     COMMUNICATIONS 


PRODUCTIONS,     INC. 


DALLAS      JONES 

1725       NORTH       WELLS       STREET 

CHICAGO      14,      ILLINOIS 

MOHAWK     4-5525 
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Q  good  proJuchoh 

DBSSRVeS 

3  good  package  \ 


A     good     production 
needn't  suffer  because  of 
reel     failure     that     causes 
distracting,    onnoying 
noises.    And    it    can't 
hoppen     when     films 
ore     mounted    on 
Compco  reels  and 
protected  in  Comp- 
co film  cans.  /■«  !■  ^^^h  .<" 


The  reels  ore  mode  ol  the  hardest,  spring-type 
steel.  They  just  con'l  bend  out  of  shape.  The 
cons  ore  die-formed,  rigid,  ond  dent-resistonl. 
Together,  they  moVe  the  perfect  combinotion  for 
film  production  pockoging. 


^' 


Reets  and  cans  available 
in  all   }6mm   sizes 


^^ombCo 


CORPORATION 


2251    W.    St.   Paul  A.e  ,  Chkogo   A7.    til. 


GEO.  W.  COLBURN    LABORATORY   INC. 

164     NOarH      WACKSR     DHIV£»CMICACO     6 
T€L£PHONE      STATE      2-7316 


16mni 
SERVICES 


FILM  AWARD  COMPETITION: 

I  ((>  \  T  I  N  I  E  D     F  R  ()  M     I'  K  C.  K     K  I  F  T  'i  -  .s  I  \  I 

.\w\KI)S:  (Cleveland  "Oscars"  will  \<v  prrsiiili-d 
U>  llir  lo|)  film  in  each  rlassificalion  oil  thr  basis 
of  wrifihlrd   voting  l>y    Ffslival   audirnccs. 

Kntkv:  I'rcfcrenrc  will  be  given  to  films  re- 
leased since  January  1.  1951  with  a  running  lime 
of  SO  minutes  or  less.  Film  entry  blanks  should 
be  requested  from  specific  category  chairmen 
listed  above  or  -Miss  Marietta  B.  Darsie.  general 
screening  chairman.  Cleveland  Heights  l?d.  of 
Fducation.    1749    Lee    Road.    (Cleveland    Heights 

i;i.  Ohio. 

I'rints  should  not  be  submitted  until  an  entry 
blank  has  been  filed  and  instructions  received. 
Though  there  is  no  charge  for  entries,  organiza- 
tions submitting  films  are  expected  to  pay  trans- 
portation  charges  both  ways. 

Other     1955    Competitive     Events 
on  Which  Entries  Are  Now  Closed 

Golden  Reel  Film  Festival 
of  the  a^ierican  film  assembly 

Sponsored  by  the  Film  Council  of  America 

April  4-8.  1955 
Waldorf  Astoria,  ]\ew  York   City 

(Film  Entries  Closed  on  January   15 1 

Categories:  Citizenship  and  Goternment: 
Economics  and  Business:  Education:  Health  and 
Hygiene:  History  and  Biography:  Human  Re- 
lations: Industrial  Processes:  Internationa!  I  n- 
derstanding:  Literary.  Musical,  and  Theatrical 
Arts;  Medical  .Sciences  I  for  professional  audi- 
ences only)  ;  Mental  Health:  .\atural  Resources: 
Recreation:  Religion  and  Ethics:  Safety:  Sales 
and  Promotion:  Science:  J  isual  .4rts:  Classroom 
Films — categories  covering  studies  in  preschool, 
intermediate,  junior  and  senior  high  school; 
Experimental  and  .iiant  Garde:  Cultural  I  ahie 
Shorts  and  Eealures. 

.\«.\RDS:  Golden  Reel  .\wards  will  be  pre- 
sented to  entrants  of  award-winning  films:  Cer- 
tificates of  Acceptance  will  be  issued  to  each 
film  chosen  for  competition.  Certificates  of  the 
Golden  Reel  will  be  presented  to  others  invoked 
in   production,  sponsorship,   distribution. 

."M.so  held  during  five-day  program  will  be  a 
Film  I  ser's  Works'iop.  Critiques.  Sound  Slide- 
film  Conference.  Awards  Banquet.  Technical 
Symposium  of  Film  Specialists,  and  a  review 
of  the  role  of  16mm  in  American  society.  F'urlher 
program  information  may  be  obtained  from 
American  Film  A.ssembly.  FCA.  600  Davis  St.. 
Evanston.  111. 


Si.xTH  Annual 
Stamford  Film  Festival 

Sponsored    bv    the    Stamford    Film    Couniil 

April   15.  1955 

Stamford.   Connecticut 

(Entries  Were  Closed  on  February  15 1 
(Categories:  Classroom  I  Films  produced  spe- 
cificallv  for  school  use:  primarv  through  high 
school )  :  (Children's  Films  I  non-classroom  I  : 
Human  Relations  I  in  the  field  of  interfaith  and 
interracial):  .4rt  I  painting,  sculpture,  art  appre- 
ciation J:   Induslria'  Promotion:  Child  Care  and 


Family      Living:      .Spir/.s       I  non-in-lruclioTud  i  ; 
Traiel. 

AwvKDS:  .\  Fir.^it  .-^ward  will  be  given  to  th. 
film  chosen  as  outstanding  by  the  audience  in 
each  of  the  categories.  Other  films  chosen  to  bi 
shown  by  the  Seleition  (Committees  will  receix. 
Awards   of    Merit. 


National  Committee 
On  Films  For  Safety 

Annual   .Awards 

I  Entries  Were  Closed  on  February  28  I 
Categories:  16nim  theatrical  and  non-theatri- 
cal  motion   pictures  and   slidefilms  dealing   with 
safety  in  four  fields  —  Occupational.  Home.  Traj- 
jic  and  Transportation,  and  General. 

Awards:  Bronze  plaques  will  be  awarded  to 
top  winners.  Award  of  Merit  certificates  will  be 
given  to  other  films  for  special  reasons  of  subject 
treatment,  production  excellence  and/or  unusual 
contribution  to  contest  objectives.  Awards  may 
be  given  for  "Instruction-teaching"  and  "Inspir. 
ational"  purpose  films.  Xo  charge  is  made  for 
contest  entries  or  awards  to  sponsors. 

INTERNATIONAL     FESTIVALS 

Fifth  Lnternational  Display  of 

Cinematography  for  Plblicity. 

Industry   and  Technics 

I  .Sponsored    by 
the    International    Milan   Samples   Fair  I 
Milan.  Italy 
April  15-24 
I  Entry  Lists  Closed  on   February   28 1 
Categories:  Publicity  Films:  ad\ertising  prod, 
nets:      industrial     and     technique     documenlarv 
films — showing    the   achievements    of     industry, 
manufacturing   operations   and   applications. 
Entry:  Address  requests  for  information  to  Dr. 
-M.    G.    Franci.    The  Secretary    General.    Milan 
Fair.   International   Display   of   Cinematography 
for  Publicity,  etc..  Ente  Autonomo  Fiera  Milano 
— Via   Domodossola.  Milano.   Italy.. 
Display  Jury':  will  consist  of  a  film  producer, 
two     publicity    technicians,     a     cinematography 
critic,  one  of  the  Milan  Fair  exhibitors,  a  private 
citizen,   representing  the   public. 
Awards:    Prizes   will   be   awarded    according  to 
films  purpose. 
lOTHER    overseas    EVENTS    ON    PAGE    153) 

There's  no  trick  "to  producing  fine 

TYPE  TITLES 

It  just  takes  the  knowledge  gained  through 
years  of  experience  .  .  .  and  the  abihty  not 
only  to  "set  type"  but  to  interpret  ideas 
and  convert  those  ideas  into  a  typographic 
picture.  All  our  craftsmen  have  that  ability  I 

The  Knight  Studio 

159  E.  Chicago  Avenue  ■  Chicago  11,  Illinois 
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YOU  REACH  MORE  PEOPLE  AT  LESS  COST 

WITH  GOOD  MOTION  PICTURES! 


And  these  Men  Agree 


E.  C.  OUINN 

ProidenI,  CHDYSLEII  DIVISION, 
CHRYSLER   CORP. 

"Your  film  Follow  the  Lead- 
er' is  the  finest  picture  of 
its  kind  ever  produced." 


W.  O'NEIL 

Preiident 
GENERAL  TIRE    &   RUBBER   CO. 

".  .  .  exceptionally  well 
pleosed  with  'Why  Toke  a 
Chance,'  produced  by  you 
...  a  better  job  than  any 
film   we've   ever  seen." 


0.  S.  CAESAR 

Pretident 
GREYHOUND  CORP. 

"Your  'America  for  Me'  is 
an  outstanding  success  .  .  . 
reaching  millions  of  people." 


EDDIE  RICKENBACKER 

Boofd  Chaimon 
EASTERN   AIR    LINES 

"  'Flying  With  Arthur  God- 
frey,' your  fourth  film  for 
Eastern,  is  an  excellent  pro- 
duction .  .  .  getting  a  won- 
derful  play." 


S.  C.  ALLYN 


NATIONAL  CASH  REGISTER  CO. 

"Your  picture  'The  Magic 
Wheel'  is  all  we  hoped  if 
would   be  —  and   more." 


THE  LATE 

FREDERICK  C.  MILLER 

President 
MILLER   BREWING  CO. 

"  'With  This  Ring'  goes  beyond  our  fondest  ex- 
pectations .  .  .  delighted  with  wonderful  job  you 
have  done." 


HENRY  A.  WHITE 

Pretfdent,   DOLE 
HAWAIIAN    PINEAPPLE    CO. 

"  'Treasure  Islands,"  pro- 
duced by  you,  is  one  of 
three  movies  most  in  de- 
mand .  .  .  underlines  the  Im- 
portance of  quality  films  to 
tell  our  story  to  a  wide  au- 
dience." 


THOMAS  W.  DOIG 

Man,   Da  .  CREDIT  UNION 
NATIONAL   ASSN.,    INC. 

"Your  film  'King's  X'  tells 
our  story  belter  than  any 
way  we've  ever  used  .  .  . 
reaching  more  people  at  less 
cost  per  person." 


ROY  FRUEHAUF 

Preiideni 
FRUEHAUF   TRAILER   CO. 

"...  a  rousing  response  from 
trucking  firms  for  your  'The 
McGurk  Way'  ...  on  explo- 
sive subject  you  handled 
boldly,  informatively  and 
constructively." 


M'  Modern  Talking  IMctuif  Sen  ice- 
is  an  expert  in  tin-  (listrihution  of 
sponsored  lilnis. 


^K 


^ei^yuyur  .yfyneYLCcU  U^i/:(^^  cnn/i>ani€j  a^n^  ^^ssou^v6v(m4 . 


y^    We  de\ote  onrsehes  soleh  to  this 


1^ 


one  subject. 


C/m^  fiUyi  desetv^s  e^du^ure  a^'6t?Tn4^^<^n  / 


\X    Our  competence  helps  make  good 
fihn  proe^ams  better. 


to  do  tfve  hejt  jol?   for  utm  / 


>^    For  voiu"  sponsored  film  distribu- 
tion, see  Modern. 


To  [xJM/t  uriAT  fi^  rea^fi  hectbfe  tfpr(ritak  a^  trf 
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^     MODERN  TALKING  PICTURE  SERVICE,  INC. 

NEW   YORK  JUdson  6-3830 

45    Rockefeller    Plaza,    New    York    20,    N,    Y 

CHICAGO  DEIaware  7-3252 

140     E.    Ontario    Street,    Ctiicago     11,     III. 

DETROIT  TEmple  2-4211 

956   Maccabees   Building,   Detroit   2,  Mich. 

LOS   ANGELES  MAdison  9-21  21 

612    S.    Flower    Street,    Los    Angeles    17,    Col 
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BUSINESS      SCREEN      MAGAZINE 


THIS  [s  THE  Fifth  Year  in  which  an  An- 
nual Produttion  Ri view  of  the  established 
business  and  television  film  production 
companies  in  the  I  nited  States  and  Canada  has 
been  made.  It  is  important  that  the  sponsor 
know  that  the  phrase  "television"  film  producer 
is  carefullv  qualified  in  this  annual  edition  of 
RisiNESs  Screen. 

The  emphasis  here  is  upon  business  film  pro- 
ducer: it  is  coincidental  that  many  of  these  com- 
panies are  among  the  nation's  finest  creators  of 
filmed  television  programs  and  of  the  highest 
qualitv  television  commercials. 

Provide  Bulk  of  Industry's  Films 

These  are  the  companies  who  create  the  bulk 
of  industry's  public  relations,  institutional,  ad- 
vertising, training,  safety  and  similar  motion 
pictures  and  slidefdms.  In  this  1955  report  then- 
are  listed  183  L  .S.  producing  companies,  of 
whom  only  21  have  filed  "incomplete"  surveN 
returns.  A  number  of  these  "incompletes"  are 
clearly  identified  with  good  and  sufficient  rea- 
sons, several  of  them  are  specialists  who  handled 
a  limited  clientele  last  year:  at  least  one  or 
more  are  new  companies  just  formed. 

In  addition,  the  cream  of  Canada?  studio 
crop  is  represented  with  specific  details  on  "l 
leading  companies  North  of  the  border  and  onh 
two  of  these  were  incomplete  on  the  number  of 
references  furnished. 

Sales  Up  to  .S56  Million  in  '54 

A  concurrent  statistical  survev  is  one  of  the 
important  industry  services  provided  by  Blisi- 
\ESS  Screen  each  year.  This  feature  is  in  its 
fourth  consecutive  year.  The  1954  gross  volume 
of  sales  for  the  162  "key  "  companies  filing  com- 
plete returns  has  been  carefullv  estimated  at 
$56.()H1.()I)0.  This  figure  exceeds  1953  gross  sales 
by  more  than  S6  million  dollars. 

Total  permanent  employment  was  also  up 
during  the  past  year.  The  162  key  companies 
covered  in  this  nationwide  survey  were  esti- 
mated to  have  2.936  persons  on  their  rolls,  com- 
pared to  2.439  employed  by  141  key  companies 
in  1953.  The  direct  comparison  of  actual  figures 
reported  to  BUSINESS  Screen  shows  182  more 
people  employed   on  a  permanent   basis. 

Furnish  .Accurate   Picture  of  Industrv 

Hundreds  of  studio  organizations  are  con- 
tacted during  the  primary  four-week  period  of 
these  Business  Screen  surveys.  Every  possible 
company  directly  identified  with  business  film 
production  is  contacted  several  times  by  mail: 
by  personal  contact  from  editorial  bureaus  in 
Chicago,  New  York  and  Los  Angeles  and.  finallv. 
by  telephone  and  telegraph  where  returns  are 
considered  essential  to  the  accuracv  of  the 
survey. 

The  statistical  data  is  collected  from  a  key 
number  of  the  total  listed  firms.  This  vear.  more 
than  60  companies  ranging  in  size  from  multi- 
million  dollar  operations  down  to  one-man  con- 
cerns were  analysed  from  detailed  physical  re- 
ports filed  by  these  companies.  The  Business 
Screen  annual  review  is  the  only  phvsical  in- 
ventory of  this  specialized    field   in   existence. 

Once  again,  the  business  film  field  demon- 
strated its  stability  without  a  single  reported 
instance   of  business  failure.  W 


ANNUAL      PRODUCTION      REVIEW 


PRESENTING  THE  1955  ANNUAL  PRODUCTION  REVIEW 

Survey  of  Production 

THE   FOURTH  ANNUAL  REVIE\^    OF  PRODUCER  STATISTICS  AND  SALES 


SI  RVEY  OF  PRODUCTION  IN  1951 
Advance    Statistical    Review   of    the 
Business  Film  Industrv  in  the  U.S. 


TEN  Geographical  Areas  of  the  U.S.  are 
covered  in  this  fourth  consecutive  annual 
statistical  survey.  Basic  survey  figures  are 
derived  from  61  detailed  physical  reports  filed 
b\  companies  from  coast-to-coast  and  the  total 
estimates  arc  based  on  facts  about  162  "kev' 
companies  who  filed  complete  production  listing 
forms.  Proje(-tions  used  for  some  of  these  com- 
panies are  most  conservative  and  are  based  on 
low  averages,  not  including  the  largest  compa- 
jiies   in  their  computation. 

Here   are    the    facts   about   business    in    1951: 

1.  Nundier  of  permanent  employees  on  the 
studio  rosters  during  1954: 

61  V.  S.  Companies  Reporting:  1.806  persons 
were  on  a  full-time  employment  basis  during 
19.54.  These  employees  were  engaged  in  creative, 
prtiduction.  processing,  sales  and  management 
acti\  itics  of  these  61  companies.  Of  this  number. 
42  studios  had  personnel  ranging  from  5  to  35 
full-lime  employees. 

Projection:  an  average  of  9.7  employees  per 
studio  among  the  remaining  101  "key"  studios 
surveyed  gives  an  estimated  full-time  emplov- 
menl  total  of  2.936  persons. 

2.  Number  of  part-tinie  einplovees  engaged 
ihiring  1954   (not  including  talent  I: 

50  I  .  S.  Companies  Reporting:  a  reduction  in 
part-time  employment  was  noted  during  the  vear 
as  only  1.594  workers  were  hired,  as  compared 
to  a  reported  1.6o9  in  1953.  The  further  ex- 
clusion of  talent  figures  from  these  reports  is 
cited  as  one  reason  for  the  lower  total  since  this 
was  stressed  in  survey  requests. 


Projection:  for  the  remaining  112  companies 
out  of  the  162  "key''  group,  we  estimate  a  low 
national  average  of  5  part-time  workers  and 
lake  into  account  the  fact  that  many  of  these 
are  smaller  companies  using  a  fairly  large 
number  of  non-permanent  technicians,  etc.  dur- 
ing the  year.  Total  part-time  emplovment  is 
estimated  at  2154  persons  for  162  "ke\"  I.  S. 
business  film   companies. 

3.  The  total  capitalization  of  business  and 
television  film  producers  active  in  1954: 

54  U.  S.  Companies  Reporting:  slightly  less 
than  SIO  million  dollars  was  the  reported  capital 
investment  of  companies  directiv  surveved.  27 
companies  were  capitalized  at  S50.000  or  over; 
15  were  capitalized  at  -SIOO.OOO  or  over. 

Projection:  by  careful  calculation,  based  on 
facts  about  the  162  key  companies,  the  Editors 
have  estimated  the  total  capitalization  of  the 
business  in  excess  of  S15  million  dollars.  Figures 
about  several  partnerships  and  sole  owner  com- 
panies are  not  included  in  this  valuation  nor 
is  ihe  total  considered  very  significant  since  it 
is  the  \alue  of  capital  assets  and  equipment 
which   is  more  revealing. 

4.  The    gross   volume    of   sales    I  all    items ) 
for  162  U.S.  business  film  companies. 

59  I  .  S.  Companies  Reporting:  A  direct  sales 
total  of  S37.336.000  was  reported  in  the  first 
59  analytical  reports  filed  to  Business  Screen. 
This  included  gross  sales  of  motion  picture, 
slidefilm.  tv.  commercials  and  other  tvpes  of 
production  during  1954.  46  of  these  firms  had 
gross  sales  in  excess  of  -SIOO.OOO:  26  were  over 
.S200.000:  14  were  over  -5400.000  and  seven 
exceeded  Sl.000.000  in  gross  sales  during  thi- 
year.  Television  commercials  accounted  for  onlv 
S3.349.000  of  the  reported  S37  million  total 
with  36  companies  doing  business  in  that  field. 

Projection:  the  most  careful  calculations,  based 
on  low  average  annual  sales  volume  figures  of 
studios  throughout  the  country,  show  total  gross 
sales  for  1954  of  S56.081.doO  for  only  162 
"key"  companies  in  the  L  nited  States. 

A  further  projection  of  "incomplete "  com- 
pany returns  would  certainly  show 
in  excess  of  ,S60  million  for  better 
known  L .  S.  business  film  pro- 
ducers. Recheck  of  individual  sales 
reports  verified  increases  against 
previous  years  in  many  areas  of 
the  country.  Apparently.  1954  was 
a  good  year  for  most  business 
film  producers.  Incidently.  televi- 
sion film  production  (commer- 
cials! showed  an  increase  of  about 
81  million  over  last  year. 
ED     ON     THE     FOLLOWING     PAGE  I 
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Production  Survey: 

(continued  from  the  previous  page) 

It  sliouW  bo  noted,  howevtr.  that  gross  salrs 
figures  do  not  take  into  aeeoiinl  the  direel  |)ur- 
chases  of  sponsors  from  outside  laboratories 
and  commereial   film  distributors,  ele. 

It  should  be  emphasized  that  this  gross  total 
of  sales  represents  the  major  J)art  of  eoniTnei- 
eial  studio  operations  in  the  I  .  S.  An  addilional 
total  of  |I2.5(M).(K)I1  was  reported  from  the  se\  • 
eral  leadinj;  Canadian  eompanies  supplying  these 
Kgnres;  the  total  Canadian  sales  in  1951  are 
estimated  at  about  SS.SOO.OOO  sinee  the  most 
aelive  concerns  are  included   in  these  returns. 

An  additional  large  volume  of  business  film 
production,  including  motion  pictures.  slideHlms 
and  other  audio-visual  media,  is  done  by  indus- 
trial firms  themselves  but  these  are  largely  lo«- 
cost  operations  for  purely  internal  use.  They 
rate  high  in  numbers  but  figures  would  be  much 
lower  than  the  commercial  totals  revealed  abo\e. 


5.    The  value  of  studio  physical  equipment 
as  of  December  31,  1954: 

58  L.  S.  (loMI'VMKS  IxKl'ORTlNG:  on  first  returns 
tabulated  from  direct  physical  reports,  a  larger 
total  of  $  I.2i'-!7.lin0  is  given  for  the  current  value 
of  studio  physical  equipment  such  as  cameras, 
lab  facilities,  lighting  equipment,  generator  sets, 
etc.  Real  estate  and  buildings  were  included  in 
a  few  of  the  reports  only.  The  total  re|)orted 
by  the  comparative  first  55  companies  last  year 
was  -83.-147.986. 

Projection:  total  value  in  excess  of  $12  mil- 
lion dollars  is  estimated  for  the  current  \alue 
of  studio  physical  equipment.  This  is  a  low  esti- 
mate based  on  the  162  ""key"  companies  listed 
this  year.  Additional  millions  of  dollars  are  rep- 
resented in  the  value  of  real  estate  such  as  studio 


lui)|n-il\.    laboratories,    i-li .    ovvnctl    lt\    nian\    of 
iIm-sc  concerns. 


(>.     Film    consumption:    dollar    purchases    of 
raw    slock,  including  color  film   in    I9."if: 

51  I  .  .S.  (;oMI'AMES  UkpoutinO:  earliest  figures 
tabulated  from  direct  physical  returns  showed 
raw  stock  purchases  totaling  81.136.001)  by  onlv 
51  of  the  162  ""key"  companies  in  this  broad 
survey.  These  figures  do  not  include  large 
amounts  expended  for  outside  lab  punhases  of 
prints  but  are  in  the  main  ncj^tiliif  purchases. 
excepting  for  studios  with  their  own  laboratory 
facilities,  t.asi  vear's  total  was  $1,180,735  for 
59  firms. 

Projection:  using  a  low  a\erage  of  Slll.niNi 
in  raw  stock  purchases  (as  in  previous  years  I 
for  the  reinaining  111  ""key"  companies,  we  esti- 
mate direct  raw  stock  purchases  for  the  total 
162  firms  to  be  approximalelv  S2. 536. 000. 
Again,  it  should  be  emphasized  that  this  does 
not  include  outside  lab  purchases  for  the  many 
thousands  of  prints  used  last  year. 


7.    Total  1954  expenditures  for  other  studio 
materials  and  supplies: 

43  U.  S.  Companies  Reporting:  A  smaller  num- 
ber of  firms  reported  on  this  questionnaire  item 
which  covers  such  physical  items  as  new  equip- 
ment purchases,  film  cases,  cans,  reels,  lamps, 
chemicals,  lumber,  etc.  The  total  reported  I  and 
this  did  not  include  some  of  the  largest  com- 
panies which  had  not  closed  their  books  on  "54) 
was  $2,067,000.  One  very  large  single  figure  of 
over  $5  million  was  not  tallied  because  it  ap- 
peared to  be  far  beyond  ordinary  industrv  activ- 
ity and  was  questioned  for  accuracy. 

Projection:  a  reasonable  total  estimate  of  out- 
side material  purchases  bv  the   162  ""kev"  com- 


panies  ill   this   \ear's  sur\e\    would   be  in   excess 
of  S5  iiiilli.in  ilollars. 


8.     Does  \f>ur  c(>iupaii\  sell  projection  etpiip- 
iiieiit    I  16mni,  slidefilui,  etc.)? 

59  I  .  S.  (Companies  Reporting:  a  majority  ol 
companies  l33|  directly  answering  this  question 
said  "yes";  26  of  these  producers  said  ""no"  on 
the  diri'ct  sale,  of  projeclion  equipment.  This  fol- 
lowed several  years  of  tradition  with  1953  and 
1952  returns  in  about  the  same  percentage.  How- 
ever, a  vast  majority  indicated  that  they  rrcoiii- 
mend  certain  types  of  projection  equipment  I'l 
their  clients. 

Projection:  it  is  again  standard  practice  bu 
U.  S.  and  Canadian  producing  companies  to  rec- 
ommend projection  equipment  they  feel  is  best 
suited  to  their  clients'  needs.  A  few  of  the  larger 
companies  also  maintain  projection  service  and 
repair  facilities  for  client  equipment;  others  ha\c 
learned  to  work  closely  with  established  audio- 
visual dealers,  such  as  members  of  the  N.WA 
organization,  in  this  fiehl. 


9.    Does  your  company  provide  non-theatri- 
cal  film    distribution?     Any   other? 

60  L.  S.  Companies  Reporting:  40  producers 
replied  in  the  negative  on  this  question;  a  large 
majority  do  not  provide  non-theatrical  distri- 
bution. Of  the  remaining  20  affirmative  answers, 
one  was  qualified  as  ""tv  distribution  only."  In  last 
years  returns,  the  same  percentages  prevailed 
with  only  17  companies  providing  any  kind  of 
distribution  service.  Several  producers  do  main- 
tain film  library  operations  on  behalf  of  specific 
clients. 

Projection:  following  the  development  of  ex 
tensive  specializing  sponsored  film  distribution 
services,  it  has  apparently  become  the  custom  of 
a  majority  of  business  film  producers  to  recom- 
mend these  facilities  to  their  clients.  Regional 
film  exchanges,  trained  film  handling  personnel 
and  modern  equipment  for  film  inspection,  etc. 
now  provide  excellent  outlets  for  most  sponsors 
with  a  maximum  of  print  turnover,  organized 
})romotion  and  more  efficient  deliverv  of  requested 
films  to  the  eventual  audience. 

The  logical  grouping  of  clients  within  these 
specializing  ser\  ices  also  pro\'ides  an  interchange 
of  experience,  lower  total  overhead  costs  and  the 
development  of  localized  exchanges  .so  impera- 
tive to   audience  contact   and   promotion   on   be- 


lli.    Dollar   \()lunie   of   television   comiiiercial 
production    during    1954: 

59  L  .  .S.  CoMPANiK.s  Reporting:  television  com- 
mercials were  produced  bv  36  of  the  first  59  com- 
panies returning  on  this  questionnaire  item.  Tolal 
\olunie  in  this  field  was  growing,  however,  among 
the  active  firms  with  sales  ranging  from  o\er 
.?1  million  to  the  23  com[)anies  doing  o\er  825.000 
on  U  I oininercials.  10  of  these  firms  did  S90.000 
or  licltcr  in  1951.  This  activity  was  concentrated 
ICONTINlEt)  ON    PAGE  ONE  HUNDRED  FIFTY-FOUR  I 
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OUR    COMMUNICATIONS    CREDO 

Results  Are  the  Goal 

IN  THK  Uhl.l)  OK  CO.MMLMCATIONS.  the  era  of 
platitude  and  prophesy  is  past;  the  day  of  pre- 
mature wreath-dropping  is  done.  It  is  lime  for 
Resullx.  Anv  eommunications  implement  we  pre- 
sume to  laud  must  he  a  tool  of  achievement.  Only 
with  sueh  tools  will  we  build  that  which  we  cor- 
rectly can  call  progress. 

In  this  lonvictior,.  BUSINESS  Screen  will  inten- 
sify its  search  for  RESILTOOLS.  Blsiness 
Screen  will  continue  to  report  new  audio-visua! 
materials,  noting  sources,  purposes,  and  char 
acteristics — conveying  critical  reactions  for  what 
they  are  worth.  This  magazine  also  will  continue 
to  keep  a  weather  eye  open  for  improvements  ii 
equipment  an<l  techniques. 

We  Will  K^lplla^ize  Restills  in  'So 
Business  Screen  will  not  ignore  the  efforts  of 
festivals  and  other  conventional  exercises  in 
screen  scrutinv.  but  neither  will  it  be  over-awed 
by  them.  Instead,  it  will  emphasize  pertinent  eval 
nation:  documented  results  of  audio-visual  tools 
doing  jobs  in  the  field. 

As  an  organ-  of  information.  BUSINESS  Screen 
is  an  active  partner  in  the  communications  pre- 
liminary known  as  publicity.  One  kind  of  ])uli- 
licity  is  a  product  of  premieres,  festivals  and 
contests.  Business  Screen  does  not  minimize  the 
helpful  possibilities  of  such  publicity.  It  does 
guard  against  the  excesses  of  morning  fame. 

Business  Screen  has  cautioned  care  in  the 
selection  of  judges  and  has  advised  moderate, 
manageable  programming.  But  even  the  ideally 
constituted  jury's  decision  on  carefully  selected 
films  is  all  too  far  from  the  last  objective  word. 
Beyond  authoritative  opinions  about  quality,  be- 
yond the  aid  to  distribution,  any  judgment  of 
the  value  of  a  tool  prior  to  its  job  performance 
is  a  judgment  of  theoretical  value. 

The  Precision  of  the  Tool  Counts 

The  artistry  and  craftsmanship  of  a-v  com- 
munications tools  may  be  improved  in  a  contest 
atmosphere  but  this  is  problematical.  Moreover. 
in  the  excitement  of  sheer  artistic  ego  or  prestige 
competition,  the  sponsors  and  producers  may  win 
a  plaque  and  lose  a  precision  tool. 

In  the  indoctrination  motion  picture,  for  ex- 
( CONTINUED  ON  PAGE  ONE  HUNDRED  FORTY-THREE  I 

^      it      ^ 

Acknowledgment  and    Dedication 

"♦^  hor  nearly  four  decades  of  active  leadership. 
the  entire  field  of  visual  communications  has 
been  indebted  to  Jamison  Handy  for  countless 
contributions  in  times  of  peace  and  war.  This 
wisdom  of  this  elder  statesman  of  our  chosen 
field  is  expressed  in  the  lines  on  this  page.  Each 
field  in  which  projected  visuals  help  mankind 
is  expressed  in  his  personal  credo.  We  offer  it 
to  members  of  the  industry  as  to  the  untold 
thousands  of  users  of  these  media  as  a  fitting 
dedication  to  this  Fifth  Annual  Production 
Review  of  the  business  film.  —  OHC 


"Let  There  Be  Light"— and  Shadow.s 

Let  the  shapes  of  the  shadows  come  to  contribute  meaning 
to  the  leadings  of  the  light. 

Let  the  shapes  flow  in  the  forms  of  substance  and  of  life. 

Let  them  be  alight  with  lumens  of  vision,  and  pattern  the 
paths  of  doing  things  right. 

Let  the  light  shine  through  the  darkness  of  the  ignorance 

of  those  who,  knowing  not,  now  stumble.  Let  them  see. 

Let  those  who  now  know  give  of  their  knowing  to  those  who 
know  not. 

Let  all  who  care  come  to  share  .  .  .  and  throw  through  the  air 
the  beam  of  illumination  to  guide  the  goings  of  all  who 
venture  in  ways  new  to  their  knowing. 

Let  the  focus  of  the  forms  give  definition  to  the  goodness 
of  goods  and  evoke  the  inspirations  of  ideas  in 
a  world  where  want  is  already  waning,  where  leisure 
is  won  .  .  .  and,  when  won,  may  be  well  spent. 

Let  the  shadows  be  of  service  to  those  who  serve,  to 
show  them  the  brighter  ways  of  service 
and  arc  the  spirit  of  service. 

Let  the  makers  of  more  give  heed  to  the  knowers  of  need. 

Let  the  knowledge  of  needs  now  lead  to  the  buying  and 
selling  of  all  that  we  produce,  in  ever  enlarged 
use  and  enjoyment. 

Let  the  skills  of  the  skillful  be  seen  at  their  best, 

and  at  the  behest  of  the  master  craftsman  let  the 
learner  be  led  to  do  finely,  for  all,  all  that  is  fine  to  do. 

Let  the  projection  of  the  future  take  on  the  features 

of  progress  and  reflect  into  our  stream  of  consciousness 
the  unfolding  of  the  Christian  drama  of  the 
ages  and  the  shining  projectory  of  all  we  are  meant 
for,  and  of  all  we  mean  to  be. 

Let  the  knowing  and  understanding  of  others'  thoughts 

bring  unity  of  thinking,  with  our  variety  of  viewpoints. 

Let  that  unity  of  understanding  bring  unison  of  effort. 

Let  it  bring  united  purpose  ...  to  bring  about  all  that 
is  better  in  our  working  out  of  our  ways  of  work  .  .  . 
and  in  our  ways  with  each  other. 

Let  this,  without  ceasing,  be  our  occupational  prayer. 

— Jamison  J-{aiidy 
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UNITED  STATES 
Proiliuds  Page  \o. 

Academy  Productions*  85 

Alliliatfd  Film  I'rodiiccrs,  Inc 85 

Alley,  Paul.  Productions 


85 

All  Scope  Pictures.  Inc.* 113 

American  Film  Producers 85 

.Vmcricana  Pioductions.  Inc 101 

Aniuialtil   Productions.   Inc.* 85 

.Vtlas  Film  Corporation    KM 

.-Vudio  Productions.  Inc 86 

Barbie.    Tlios.  |..  Motion  Picture 

Productions    1  I() 

Bay  State  Film  Productions,  Inc 8') 

Becker.   .\I.n\in,   Films  112 

Beeland-King  Film  Productions  100 

Bovey,  Martin.  Films  83 

Bra\   Studios.  Inc 86 

Byron,  Incorporated  97 

Calhciini  Studios.  Inc 86 

Calvin  Company,  The  108 

Campus  Film  Productions 86 

Caravel  Films.  Inc.   86 

Cascade  Pic  tines  of  California,  Inc.* 113 

Cate  &  McGlone  113 

Centron  Corporation.  Inc 107 

Chicago  Film  Studios*  104 

Cinecraft  Productions.  Inc 102 

Coleman  Prochictions  86 

Commerce  Pictures  100 

Condor  Films.  Inc 108 

Continental  Productions  Corp.  101 

Courneya   Productions  113 


Davis.  Robert,  .Associates.  Inc.  . 

DeFrenes  Company 

Dekko  Film  Productions.  Inc.  . 
Dephoure  Studios 


87 

98 

83 

85 

Depicto  Films,  Inc 87 

Dcjane  Pioductions  * 104 

Donovan.  Ke\in.  Films 83 

Douglas  Productions 105 

Dowling.  Pat,  Pictures  *  IKS 

D.P.M.  Productions.  Inc !S7 

Dudley  Pictines  Corporation 1 14 

Dunn,  Cal,  Studios  105 

Dynamic  Films,  Inc 87 

Elgar,  Peter,  Productions,  Inc.  •• 87 

Elms.  Charles.  Productions  87 

Empire  Photosound,  Inc 108 

Escar  Motion  Picture  Service 102 

Fairbanks,  Jerry,  Productions 

of  California 114 

Farrell  &.-  Gage  Films,  Inc 87 

Fennell.  Paul  J.,  Co 114 

Film  Arts  Protluctions,  Inc 110 

Film  .Associates.  Inc 102 

Film  .Associates  ol  California  114 

Film  Associates  of  Michigan   104 

Filmcraft  Productions*  114 

Filmfax  Productions 88 

Findlay[ohnston  10,5 

Florez,  Incorporated*  103 

Fordel  Films,  Inc 88 

Fox.  George.  Corporation.  The  114 

Francisco  Films**  105 

Frink  Film  Studio 101 

Galbreath  Picture  Productions,  Inc. 


Ganz,  William  J.,  Company  

General  Pictures  Pioductions,  Inc. 
Glenn,  Jack,  Inc.**  


Illl 
88 

107 
88 
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Producers                                              Page  No. 

(Graphic  Films  Corpoiaiicm  I  I  I 

Haig  X.- Patterscm.  Inc 10:1 

Hance,  Paul,  Productions,  Inc 88 

Handy,  Jam,  Organization,  Inc.,  The 103 

Hartley  Pioduc  lions,   Inc 88 

Henning  .^'  Clieadle,    Inc lO:'. 

HoeHer,  Paul,  Productions  III 

Holland-Wcgnian  Pinclnc  tinns  !),H 

Imps.  lnc(>r])orated  88 

Industrial  Motion  Pictures,  Inc 102 

Information  Productions,  Inc 90 

International  .Motion  Pictme 

Consultants.  Inc 97 

Jamieson  Film  Company  1  Id 

Jones,  Dallas,  Productions,  Inc.  .  10,') 

Kayfet/.  Victor.  Productions.  Inc.  90 

Kellman.  Louis  W..  Productions 98 

Kerkow.   Herbert,  Inc 9(1 

Kling   Film   Productions   Kl.'i 

Knickerbocker  Productions,  Inc.  9(1 

Lane,  Kent.  Films.  Inc.  10(1 

La  Rue,  Mervin  VV.,  Inc 106 

Lawrence,  Robert,  Productions,  Inc 90 

Lodge.  .Arthur.  Productions,  Inc 90 

Loucks  &  Norling  Studios,  Inc.  9(1 

Lux-Biill  Prodiutions,  Inc 90 

Marathon   I  \'  Xewsreel.  Inc. 91 

.Master  .Motion  Pictme  Company* Hj 

Master  Video  Systems,  Inc 91 

.Matt.  Richard  inc 11(1 

McLarty  Picture  Productions  98 

Mercury  International  Pictures.  Inc.*  116 

Midwest  Film  Studios .  106 

Mode-.Art  Pictures.  Inc 100 

Motion  Pictme  Service  Company  112 

iMPO  Productions,  Inc 91 

Moulin.  Gabriel.  Studios  112 

Murphy,  Owen,  Productions,  Inc.  91 

Xeal.  Stanley.  Productions.  Inc.*  91 

.New  World  Productions IKi 

Ncjrthwest  Motion  Pictures  118 

Olympus  Film  Productions  101 

On  Film,  Inc 97 

Orleans.  Sam,  and  Associates,  Inc .  101 

Ott,  John,  Pictures,  Inc l()(i 

Pacilic   Productions 112 

Palmer,  Alfred  T.,  Productions 112 

Palmer.  W.  ,A..  Films.  Inc 112 

Paragon  Pictures,  Inc 106 

Parthenon  Pictures**  116 

Pathesco]je  Company  of  .America, 

Inc.,  The  91 

Pearson  &  Luce  Productions 112 

Pelican  Films,  Inc.   92 

Phoio  An  Commercial  Studios 118 

Photo-.Ans  PiDdiutions.  Inc 98 

Pilot  Productions,  Inc 106 

Pinne\.  Ron.  Productions,  Inc.* 92 

Polaris  Pictures,  Inc 116 

Premier-Hardcastle  Productiims 108 

Princeton  Film  Center.  Inc..   The 97 

Producers  Film  Studios 106 

Produciioirs  On  Film,  Inc 102 


Note:  bold-face  lislines  abo\c  indicate  display  advcnisinR 
elsewhere  in  this  issue.  "  .\scerisk  tollowing  listing  indicates 
intomplcle  referciite  data  lllrnivlied.  ■•Double  asterisks  are 
used  wiiere  releutue  d.na  indicates  attisits  during  sear  on 
special  accounts  re'iuiTing  full  facilities  or  vshere  a  new  corn- 
pans    was    established    during    previous    reference    sear. 
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Rill  in  Molion  I'icunc-  Co 118 

Ray,  Reid  H..  Film  Industries,  Inc.  108 

Reed,   Rtil.ind.  I'locluc  lions,   Inc 116 

Reg. in  1-iliii  Protliic  lions.  Inc.  103 
Richie.   Robert   Varnall, 

Productions,  Inc.      92 

RippcN,  llcniiersoii,  Kosika  &  Co.*  110 

Riveri.i  Productitjns.  Inc 117 

Rivers.  Waller  A..  S:  .Associates* 1 13 

Riverside  Pictures  98 

R.K-O.   Pathe,  Inc 92 

lie   Roc  luiiiiint,   Louis,  .Associates  92 

Rocket  Pit  tures,  Inc 116 

Rockett,  Frederick  K.,  Company  116 

Rcilab  Studios 83 

Roi|iiemore  Films  98 

Roush,  Leslie,  Productions,  Inc. 92 

Roy.  Ross.  Incorporated 103 

.Sana,  Inc 106 

Science  Pictures,  Inc 92 

Scojje  Produclions.  Inc 101 

Shilin,  .Man.  Productions  93 

SkiniKi,  Charles  E..  I'rcidiictions 93 

Smith,  Fletcher,  Studios,  Inc 93 

Smith.  Warren  R..  Inc 100 

Sonochrome  Pictures  112 

Sound  Masters,  Inc 93 

Soundfilin  Studios.  Inc 104 

Soiind-On-F'ilm  Productions.  Inc 117 

Strauss,  Henry,  &  Co..  Inc 93 

Sturgis-Grant  Productions,  Inc 93 

Sturm.  Bill.  Studios.  Inc 94 

Sun  Dial  Films,  Inc.  94 

Sutherland,  John,  Productions,  Inc 117 

lelecine  Recording  Studios.  Inc 107 

Telepix   Corporation   117 

Texas  Industrial  Film  Company  ...  110 

Times  Square  Productions.   Inc.*  94 

Tomlin  Film  Productions.  Inc 94 

TradeWavs.   Inc 94 

Training  Films,  Inc 94 

Transfilm.    Inc 94 

Trident  Films,  Inc 96 

Cnililnis.  Inc 96 

I'niml  Proiiiutions  of  .America  117 

United  World  Films,  Inc.*  96 

Van  Praag  Productions 96 

\icleo  Pictines.   Inc 96 

Vogue-Wright  Studios  107 

Wade,  Roger,  Productions  96 

Walker,  Gene  K.,  Productions 113 

Warner    News.    Inc 97 

\Vilding  Picture  Productions,  Inc 107 

Willard   Pictures,   Inc.    97 

WoKf.  Raphael  G..  Studios,  Inc 1 17 

Woods,   Bud,  Produclions  110 

Woiccsler  Film  Corporation  85 

CANADA 

.Ashley  &:  Crippen,  Ltd.* 118 

Assoc  iitted  Screen  News.  Ltd 118 

Caldwell,  S.  W..  Ltd 118 

Cr;iwlev.   Films.   Ltd 118 

Omega  Productions.  Inc 120 

Parry  Films.  Ltd 120 

Peterson  Productions  120 

Rapid.  Grip  H:  Batten,  Ltd 120 

Sponsor  liliu  Services  Co.,  Inc.* 120 

A'cga  Films*  120 


!«.  Af  m  iJL 


NEW     ENGLAND 


Connecticut 

KEVIN    DONOVAN   FILMS 

208  Treat  Road.  Glastonbury.  CioiiiKititut 

Phone:  MEdford  3-9331 

Date  of  Organization:    1953 

Kevin  Donovan.  Owner 

Howard  Stevens.  Salesman-Cnnrdinnlor 

.SERX'ICli.S:  .Motion  pictures  and  slidefilms:  public 
relations  and  industrial:  16  &  35mm.  F.\CILI- 
TIES:  llMnm  .'t  35nun  Mitchells,  llimm  Cine  Ko- 
dak. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOI  ION  IMCri'URES:  The  Cenler  (if  Industrtul 
hneriai  (The  Ohio  Edison  Company);  Tliese  Are 
the  Hundi  (Grace-New  Haven  Hospital);  Thomas 
Edison  Sfjeaks  (Rework  of  old  newsreel  films  for 
Edison  Electric  Institute):  The  Magic  Reef  (Pflue- 
ger  Fishing  Tackle  Company);  Techniques  of  Plas- 
tic Tooting'  (Reenforced  Plastics  Company):  Case 
History  of  a  Power  Plant'  (The  Ohio  Power  C;om- 
pany). 

•Now  in  production. 


ROLAB   STUDIOS 
(Rolab   Photo-Science   Laboratories) 

Walnut  Tree  Hill.  Sandy  Hook.  Connecticut 
Phone:  Garden  6-2466 
Date  of  Organisation:    1928 
Henry  Roger.  Owner-Director 
E.  H.  Roger.  Secretary 

SERVICES:  Specialists  in  technical  and  scientific 
picture  productions  and  photographic  research 
and  cle\elopments:  time-lapse  photography  of  slow- 
processes  with  Roger  Camera  Timer,  macro  and 
microscopic  motion  pictures,  photomicrography, 
etc.  F.\CILn  lES:  Modern  sound  stage,  record- 
ing and  projection  rooms,  director's  and  dressing 
rooms,  lounge,  carpentry  and  instrument  shops. 
Complete  lighting  equipment,  six  professional 
motit>n  picture  cameras,  motor-generator  for  loca- 
tion work.  tape.  film,  disc  sound  recording.  Com- 
plete photo-scientific  laborator\.  etc 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOllON  I'lCriURES:  Building  the  Shef>aug 
Dam,  two  versions  tor  Engineering  and  l*ublic 
Relations  (The  Connecticut  Light  it  Power  Co.): 
Flashfold  (S.  Curtis  &  Son.  Inc.);  The  Chick  (Ford 
Foundation  T\'  Workshop  —  Omnibus);  Spiro- 
chaeta  Pallida  (Washington  D.  C.  prcjducer):  Hu- 
man Spermatozoae,  growth  of  plant  life,  proto- 
plasm, etc.,  3-D  camera  work  on  human  skin,  etc., 
subcontracts  with  New  York  producers.  SLIDE- 
FILM:  Series  of  17  on  use  of  tools  (Stanley  Tools). 


Massachusetts 

BAY   STATE   FILM   PRODUCTIONS,   INC. 

3j  Sjjringheld  Street,  .\gaw.cm.  .Mass.ichusetls 

Phone:   Republic  4-3164 

Date  of  Organization:  1944 

Morton  H.  Read,  President 

David  Doyle,  f.  P.  (Sales) 

Eugene  N.  Bunting,  J.  P.  (Production) 

Milton  L.  Levy.  V.  P.  (Television) 

Harold  O.  Stanton.  I'.  P.  (Distribution) 

Merrill  K.  Sweeiman,  Account  Executive 


ANNUAL     PRODUCTION      REVIEW 


BAY    STATE    FILM    PRODUCTIONS,    INC. 

Branch:  80  Boylston  Street,  Boston.  Mass. 

Phone:  Hancock  6-8904 

David  Doyle,  V.P..  in  charge 
SERVICES:  Commercial  and  television  nioiion  pic 
tures  and  slidefilms.  Service  available  to  other 
producers  in  fields  of  animation,  sound  recording, 
printing  and  motion  picture  photogra])hy.  includ- 
ing use  of  sound  stage.  Scotchtrack  magnetic  lami- 
nation process  available  about  May  1.  1955. 
F.^CILITIES:  Mitchell  &  Maurer  cameras:  light- 
ing: portable  generator;  Maurer  16mm  multiple 
track  recording;  synchronous  magnetic  recording: 
Depue  printing  equipment:  16mm  black  and  white 
developing;  211  technicians;  art  and  creative  staffs. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOTION  PICTURES:  Pennywise  (The  .\merican 
Brass  Co.);  Seven  Steps  To  Safety  (Raybestos  Di\. 
of  Raybestos  Manhattan,  Inc.);  To  See  — To  Think 
—  To  Act  Electronically  (Electronics  Corp.  of 
.America):  Massachusetts  Holiday  (Massachusetts 
Dept.  of  Commerce);  The  Big  Difference  (Bird  it 
Son.  Inc.);  Turret  Lathe  (Jones  &  Lamson  Machine 
Ccmipanv):  Caution.  Eyes  At  Work  (.\merican 
Optical  Company):  ToyTime  U.  S.  A.  (Hassenfield 
Brothers):  Reddy  To  The  Rescue  (General  Elec- 
tric Co.):  Without  Fear  Or  Favor  (Massachusetts 
Foundation).  TV  COMMERCI.\LS:  134  com- 
mercials produced  in    1954. 

MARTIN    BOVEY   FILMS 

115    High   SKcc-l.   (JicTmslorcl.    M.iss.ic  husetls 
Phone:  GIen\iew  2-9755 
Date  of  Organization:   1949 
Martin  Bovey,  President 
Martin  Bovey,  Jr..  Vice  President 

SERVICES:  Production  from  script  to  screen. 
Specialize  in  documentary,  travel,  sport,  wild  life 
and  conservation  films.  Subcontracting  work. 
F-\C1LITIES:  CUitting  room;  dark  room  and  film 
vault.  C>omplete  ecpiipment— owned  or  available— 
for  the  prc;>duction  of  16nmi  color  soinid  motion 
pictures. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOTION  PIC  IT  RFS:  Boston:  City  Of  Yesterday 
And  Tomorrow  ((convention  and  Visitors  Bureau 
of  the  Greater  Boston  Chamber  of  Connnerce). 
Six  other  films  in   production   but   not  yet   titled. 

DEKKO   FILM   PRODUCTIONS,    INC. 

126    Dartmouth   Street.    Boston.    Massachusetts 

Phone:   KEnmore  6-2511 

Date  of  Organization:   1946 

Joseph    Rothberg,    President    and    Treasurer 

Jerry  T.  Ballantine.   Vice-President 

in  (Uiarge  of  Production 
Ted  T-owry.  Manager  Film  Strip  and 

Television  Department 
Plynn  E.  AVilliams,  Art  Director 

SERVICES:  16mm  and  35mm  production  services 
and  slidefilms  for  education,  science,  industry  and 
television.  F.XCTLITIES:  Complete  sound  studio, 
multichannel  magnetic  re-recording,  editing  and 
projection  rooms,  animation  and  art  dept.,  creative. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOTION  PICTLRES:  The  Federal  Reseive 
Bank  of  Boston  (The  Federal  Reserve  Bank  of 
Boston):  Simac  (Sperry  Products.  Inc.);  Religion 
Can  Be  Practical  (Christian  Science  Committee  on 
Publications):  L'nited  Communitv  Ser\ices  1934 
Campaign  films:  Model  G    (Pneumatic  .Scale  Cio.). 

(LISTINGS  CONTINUED  ON  FOLLOWING  PAGE) 


Keys  to  the  Effective 
Use  of  Your  Most 
Dependable  Buyer's  Guide 

LISTING    STANDARDS   ARE   DEFINED 

THE   B.\SIC  PIRPOSE  of  this  .\nnnal 
.Survey  aiul  of  the  listings  on  the  following 
;iO-plus  pages  is  to  finiiish  a  dependable, 
comprehensive  Buyer's  Guide  to  the  recognized 
producers  of  motion  pictures,  slidefilms  and 
other  audio-visual  media  for  business, 
govcrnnieiit,  trade  and  association  groups. 

In  sharp  contrast  to  the  many  hundreds 
of  itiipressive  firm  names  which  decorate 
the  pages  of  the  city  directories,  these  pages 
include  only  the  listings  of  established 
firms  who  have  willingly  supplied  essential 
details   about   their   key   personnel,   facilities, 
date  of  organization  and  the  services  they 
believe  ihcmsehes  c[ualified  to  provide. 

183  companies  in  the  United  .Stales  and  10 
Canadian  firms  have  complied  with  our 
own  xieiy  extensive  swuey  efforts  which  began 
in  late  '5-1  and  continued  through  presstime 
cjii  this  issue.  N'ej  charge  or  obligation  cjf 
an\  kind  was  imposed  on  companies  fcjr 
listing  in  these  pages,  e-\cepting  to  ftilhll  our 
minimum  client  refeience  lecjuiiements  tor 
an  unqualified  listing, 

Onlv  21   U.S.  firms  are  designated  by 
the  asterisk   (*)  in  the  .Alphabetical  Index 
on  the  opposite  page.  This  usually  indicates 
insufficient  client  references  furnished. 
For  tlie  guidance  of  the  buyer,  we  asked 
that  a  minimum  of  five  business  motion 
pictitres  and/or  slidefilms  be  listed  /))•  title 
and  sponsor.  A  few  concerns  (**)  were  unable 
to  comply  for  good  reasons:  they  were  tiew 
companies  or  proprietor  organizations 
devoting  themselves  to  fewer  special 
projects  utilizing  their  full  resources  during 
the  past  year. 

While  television  film  production  has 
become  an  important  part  of  the  total 
activities  cjf  these  specializing  companies. 
TV  commercials  were  not  considered  adeiiuate 
references  in  themselves.  Longer  television 
films  reflect  interesting  visual  evidence  for 
the  buyer  but  primary  interest  remains 
in  diiect  prcxluciion  for  internal  or  external 
business  use  and  in   the  facilities  and 
personnel   leadily  available  to  duplicate 
such  efforts  or  exceed  them. 

Wherever   possible,    all    branch    facilities 
and  sales  offices  of  these  organizations 
have  been  listed.  In  a  few  instances,  companies 
maintain   complete  studio  facilities   at   two 
or  nifjre  locations  as  in  the  case  of  some 
New  \'ork,  Chicago  and  Hollywood  firms. 
Otherwise,  most  branches  are  sales  offices 

Sponsois'  continuing  Irelp  and  tlie  many 
letters  and  calls  which  have  followed  previous 
.\nnuals  are  grateftiUv  acknowledged. 


83 


SOUND  MADE  TO  ORDER 


VIEWTAPE 


A  quality  tape  recorder... 

a  perfect  slide  or  filmstrip  projector 

Together,  they  make  this  an  unbeatable 
combination.  HI-FI  sound  and  picture. 
Lightweight  and  portable.  Does  the  job 
best  where  and  when  you  need  it.  One  full 
hour  t(  recording  at  3?i  I.P.S.  on  every 
5'  reel  of  tape.  Smooth,  simple  controls, 
it's  so  easy  to  make  your  own  taped  story. 
The  cool,  brilliant  VIEWLEX  projector 
shows  your  filmstrips  and  slides  In  full 
color  with  the  same  high  quality  that 
makes  all  VIEWLEX  projectors  "GUARAN- 
TEED FOR  A  LIFETIME." 

versatile  that  you'll  wonder 
how  you  ever  managed  without  it! 

Record,  erase,  edit,  all  in  seconds.  Played 
time  and  again,  VIEWTAPE  never  loses  its 
tone  and  quality. 


L 


ii 


■iJ^ 


INDUSTRY 


SCHOOLS 


CHURCHES 


WRITE  NOW  Depf.  S-5  for  details  and  colorful  brochure. 
INC.    •    35-01    QUEENS    BOULEVARD    •    LONG    ISLAND    CITY    1,    NEW    YORK 
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BUSINESS      SCREEN      MAGAZINE 


NEW  ENGLAND:  Massachusetts: 


DEPHOURE   STUDIOS 

782  Conimonweallh  Ave..   Boston    15.   Mass. 

Phone:   BEacon  2-5722 

Date  of  Or!»anization:   193.5 

[oscph  Dephoure.  Producer  &  Owner 

Martin    lallberg.  Sales  Director 

Kdwarcl  Gilnian.  Robert  Kimball.  Camera  Dept. 

I  Production  j 
Estelle  D.  Da\is.  Executii'e  Secretary 

SER\'IC;E.S:  Industrial,  documentary,  business  and 
public  relations  films;  slidefilms;  slides;  television 
commercials;  hot  press  title  and  processing;.  FA- 
CIHTIE.S:  .Sound  stage.  35  x  60  foot;  MR  lights; 
35mm  camera;  4  sound  cameras;  5  silent  cameras: 
2  processing  machines;  3  magnetic  recorders: 
Maurer  (i-track  recorder;  16mm  and  17Vimm  syn- 
(hronous  magnetic  recorders;  projection  room. 
Kinini  ;ind  35mm  projectors;  3  editing  rooms: 
coIf>r  and  black  and  white  printing  art  work:  ani- 
mation: strijjt  preparation. 

RECENT       PRODUCTIONS      AND      SPONSORS 

MO  I  ION  1'1C:11RE,S:  Tratfic  and  Cv  in  the 
Si^fit  (W'estinghouse  Broadcasting  Companv): 
Convention  City  (NBC-.SIoan  Foundation):  other 
films  for  National  Shawmut  Bank.  Republican 
.State  Cionmiittee.  Narragansett  Brewing  C!omp;in\. 

MASTER   MOTION   PICTURE   COMPANY 

5(1  Piedmont  Street,  Boston   16.   .Massachusetts 

Phone:  H.Vncock  6-3592 

Date  of  Organization;  1925 

Maurice  Master,  President  and  Treasurer 

S.  Cirace  Master.  Secretary 

Ir\ing  Ross.  General  Manager 

Riduird  Master.  Sound 

[ohn  (if>stanian.  Laboratory  Supemisor 

Alfred  Gross.  Production  Department 
SERVK;ES;     TV    film    tonnnercials.     I6mm     and 
35mni  laboratory  processing,   filmstrips,   sound  re- 
cording.  thc:itre   trailers.        FACILITIES:    Studio. 
laboratories. 

RECENT  PRODUCTIONS  AND  SPONSORS 
TV  FIL.M  CO.M.MERCIALS:  for  Chambers  S:  \Vis 
well.  Inc..  lng:ills  Miniter  Co..  Jerome  0"Lear\ 
.Agency.  John  C.  Dowd.  Inc..  Harry  M.  Frost 
.Agency  and  others.  Only  1954  Data  Submitted. 

New  World  Productions 

N.  W.  Russo,  Statler  Bldg.,  Boston,  Mass. 

(see  complete  listing  in   Los   .\ngeles  area) 

WORCESTER   FILM   CORPORATION 

131    (ientr.il   Street.    \\'i)Mes[cr   -S.    .\Iass;icliusetls 

Phone;  6-1203 

Date  of  Organization:  September.   1918 

SER\'ICES:  Production  of  motion  pictures,  I6mm 
sound  color,  16min  and  35mm  theatre  stereo 
motion  pictures:  stills  in  both  regular  and  stereo. 
F.\CILITIES:  CMC  power  truck  to  generate  elec- 
tricity; highest  quality  light  equipment  and 
technique;  script  writers;  full  camera  and  projec- 
tion equipment. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOTION  PICTURES;  Gout  and  Gouty  Artlnitu 
(Sharpe  &  Dohme.  Inc.);  Beyond  the  Shadow  of  a 
Doubt  (Jones  &  Lamson  Machine  Co.):Open  Door 
to  \ature  (Worcester  Natural  History  Society): 
.V//r.  of  Modern  Coated  Abrasiz'es  and  Coated 
Abrasive  Belts    (Behr-Manning  Corp.). 
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ACADEMY   PICTURES,   INC. 

588  Filtli  Axenue.  New  \ork  36.  N.V. 

Phone:  PL  7-0744    (NYC) 

7934  Santa  Monica  Blvd..  Hollvwood  46,  Cal. 

Phone;    HOlhivood  9-5873 

Date  of  Organization:  March.   1951 

Edward  L.  Gershman,  President 

C.   .Moray  Foutz.    Vice-President 

George  .S.  Gladden.  Head  of  Sales    (NVC) 

.Murray  Fairbairn.  Production  Manager   (NYC) 

W'illiiim  Lightfield,  Production  Mgr. 

(Hollywood) 
William    I  ylla.  Supervising  Director   (NYC) 
Arthin   Babbitt,  Supervising  Director 

(HoUyivood) 

SERVICES:  Producers  of  all  types  of  slide  films 
and  motion  pictures,  in  color  or  black  and  white 
for  lele\ision  and  industry:  live  or  animation: 
16mm  or  35min.  FACILITIES:  a  highly  creative 
staff;  over  75  artists  and  animators:  skilled  techni- 
t  i:i?is. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOno.V  PICIL'RES;  (Filmograph)  History  of 
the  L'.  S.  \aij  Supply  Corps  (U.  S.  Navy). 
SLIDEFILM;  The  Modern  Cooling  System  (Na- 
tional Carbon  Company).  TV  COMMERCI.\LS: 
for  "ioung  S:  Rubicam  (Gulf  Gasoline);  Benton  & 
Bowles  (Post  Sugar  Crisp)  J.  Walter  Thompson 
Co.    (Johns-Manville's  Meet  The  Press). 

AFFILIATED   FILM   PRODUCERS,    INC. 

164  East  38lh  Street.  New  York  16,  .\.  V. 
Phone:   .MUrray  Hill  6-9279 
Date  of  Organization:   1946 
Willard  Van  Dyke,  Secretary 
Irving  Jacoby,   Treasurer 

StR\'ICES;  Script  to  finished  film.  Specialties: 
tlocumentary  and  educational  films.  FWCIL- 
IIIES:  Production  equipment;  editing  depart- 
ment; directors  and  script  writers. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOTION  1'1C:1TRES:  Ameruan  Ttontirr 
(.American  Petroleum  Institute);  .i  Family  .iffair 
(Mental  Health  Film  Board);  In  Time  of  Trouble 
(McGraw-Hill  Book  Company);  Toby  and  the 
Tall  Corn  (Omnibus);  Investment  in  Human 
Progre.u   (Ford  Motor  Company). 

PAUL   ALLEY   PRODUCTIONS 

Iil9  West  54th  Street,  New  York   19,  N.  Y. 
Phones:   JUdson  6-2393-4 
Date  of  Organization:    1949 
Paul  .Alley,  President 

SERX'ICES;  Industrial:  public  relations;  commer- 
cial; training:  television  and  docimtentary  films; 
16  &  35mm,  color  and  black  and  white.  Complete 
editing  and  production.  F.ACILITIES:  16mm 
cameras:  fully  equipped  cutting  rooms;  screening 
room. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MO  I  ION  PICIURES:  Series  of  Newsreels  (Chrys- 
ler Corp.);  Series  of  Travel  Films  (British-Irish 
Railways):  Public  Relations  film  (Pfeiffer  Brew- 
ing Co.):  Caracas,  Resolution  and  Reality  (U.S. 
Inhirmation  Service).  TELEVISION  FILMS:  for 
Larkwuod  Hosiery,  Sarong  Girdles,  Electric  Fur- 
nace  .Man. 
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AMERICAN    FILM   PRODUCERS 

1600  Broadwav.  New  York  19.  N.  Y. 
Phone:   PLaza  7-5915 
Date  of  Organization:   1946 
Robert    Gross,    Executive   Producer 
Lawrence  .A.  Glesnes.  Executii'e  Producer 
Frank  W.  Madden.  Chief  of  Editorial 
Sheldon  .Abromowitz.  Production   Control 
Madeline  Stolz,  Office  Mgr. 

SER\'ICES:  Motion  pictures.  16mm  and  35mm, 
tolor  and  black  and  white;  and  slidefilms.  Special- 
ties: industrials,  sales,  public  rehitions,  television, 
education,  training,  medicals,  documentary  and 
merchandising.  F.ACILITIES;  Complete  produt- 
lion  equipment  including  camera,  lighting  and 
sounti;  three  I6mm  and  35min  cutting  rooms: 
shooting  stage;  special  effects;  atiimation;  storv- 
board  personnel,  script  writers. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOTION  PICTURES:  Counterlnilan,  ,■  (Lin(oln 
Laboratory.  Massachusetts  Institute  of  Technol- 
ogy): The  Making  of  a  West  Pointer  (United 
Stales  Military  .Acadeni));  Disfunction  of  the  Tein- 
fxtromandibular  Joint  (Merck  &  Co.,  Inc.  —  Chem- 
it.il  Division);  Letter  to  a  Nurse  (United  States 
Arm)'  Nurse  Corps):  Harvest  From  the  Waters  and 
Transition  (United  Israel  .Appeal);  Air  Science  in 
Action  (United  States  .Air  Force).  TV  COM- 
MERCI.ALS:  for  Crosley,  Tea  Council  of  the 
L'S.A.  U.  S.  Army,  Womens  Army  Corps.  U.  S. 
Army  Nurse  Corps,  Bendix  and  National  Guard. 

Americana   Productions/   Inc. 

424  Madison  .Avenue.  New  A'ork  17.  Phone:  PLaza 
8-2740.     Production    Office:     680     Fifth     Ave. 
Phone:  Circle  7-1994. 

(see  complete  listing  in   Indian.tpolis  area) 

ANIMATED  PRODUCTIONS,   INC. 

1600  Broadway.  New  \ork.  N.  Y. 

Phone:   CO  5-2942 

Date  of  Organization;    December,   1949 

Al  Stahl,  President 

Irwin  Stahl,    Vice-President 

Peter  Puzzo,  Advertising  Manager 

Tony  Garcia,  Art  Director 

Les  Hall,  Production  Supervisor 

SERVICES:  Production  of  TV  animated  and  live 
commercials,  .Army.  Navy  and  industrial  anima- 
tion films,  multiplane  animation.  F.ACILITIES: 
16-35  OxBenny  animation  cameras  and  animation 
stand,  multiplane  animation  stand  and  optical 
printer,  2  NC  -Mitchell  35mm  cameras  for  product 
photography.  Small  stage  and  editing  facilities. 

RECENT      PRODUCTIONS      AND       SPONSORS 

.MO  I  ION  PICTURES;  Ford  at  Fifty  (Ford  .Motor 
Co.);  X.B.C.  Puppet  Promotion  (National  Broad- 
casting Co.);  Quality  Kake  (Tastvkake  Baking 
Co.).  TELEVISION  FILMS:  Roosevelt  Raceway 
(Franklin  Bruck  Advertising);  Chunky  (Perk  Ad- 
vertising). Only  1954  Data  Submitted. 

(LISTINGS  CONTINUED  ON  FOLLOWING  PAGE) 
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N.  V. 


AUDIO    PRODUCTIONS, 

Film  (^filter  iUiiklJii^ 

fiSO  Ninth  AvciUK-.  New  'Sc.ik  .t(i. 

Phone:    Pl.a/a   7(l"(ill 

Date   of    Organi/ation:    Kl.S.i 

Flank  k.  Speiiloll.  Presirieiil 

Herman  Rocssle.  I'icr  Presideyit 

Lawrence  W.  Fox,  Trraaurfr 

Peter    J.   Moonev.  Srt'rt'lnry 


I'Roni  (:i-,K-niRi:(;ioRs 
L.  S.  Bennetts  Harold    R.    I.i|)in..n 

Alexander  Clanseil  H.    F.    Mandril 

Louis  A.   Hanonsek  Farl    Peirce 

Erwin    Sdiarf 

.SF"R\'IC.FS:  Motion  pidnres  only,  all  commercial 
tatej^ories.  Specialties:  |)iil)lic  relations,  sales  pm- 
tnotion.  merchandising,  training,  metlical,  techni- 
cal and  educational  motion  pictures,  F.\CIL- 
IFIF.S:  Roth  silent  and  sound  studios;  six  cameras 
iind  lighting  et|uipment:  mobile  units  for  location 
\vork  with  tape  re(or<lers:  permanent  staff  in  all 
departments,  writing,  direction,  editing,  animated 
dr;iwing  and  optical:  lii  X:  3'>nun  projection  rootn: 
two  optical  printers:  editing  ecjuipment:  /rxnn 
stand  lor  trick  work:  machine  shop:  extensive 
hhn  and  musii   liiirary  cleared  for  television, 

RECENT       PRODUCTIONS      AND      SPONSORS 

MOIION  PK;n'RFS:  Wire  Sluing  Relay 
(American  telephone  &  Telegraph  Co.):  Getting 
Ahead  of  Tomorrou<  (Ethyl  Corp,  and  Oliver 
Tractor):  Safely  Preiautinm  (Ethyl  Corp.): 
Ihalthful  Living  (MiCiraw-HiU  Book  Co,);  Before 
I'hey  Happen  (National  Board  of  Fire  Under- 
wTitcrs):  The  Story  of  Sheep  (Texas  Co.);  Petrox. 
Miracle  of  Petroleum  (Texas  Co,):  Luxury  Un- 
liiniled.  The  Sloij  of  I'ieara  (\'irginiaC;irolina 
C;heinical  Corp.):  Local  Anesthesia  u'lth  Cvclaine 
(Sharp  &  Dohme):  Lung  Cancer  (.American  Can- 
cer Society  and  National  Cancer  Institute):  Ether 
Analgesia  for  Cardiac  Surgery  (E,  R,  Sijuibt)  & 
,Sons);  Continuing  Series  of  Technical  Films  (U„S. 
Navy),  TV  COMMERCIALS:  for  N,  W,  Ayer 
&  Son.  Benton  &  Bowles.  C:unningham  ft  Walsh. 
Dancer-Fitzgerald-Sample.    Young   and    Rubicam. 


BRAY   STUDIOS,   INC. 

729  Seventh  .\venne.  New  York  HI,  N.  V, 

Phone:  Circle  3-4,")82 

Date  of  Organization:    Hill 

J,  R,  Bray,  President 

P,  .A.  Bray.   Vice  Pres.  )t  Produitiini  Mgr. 

M,  Bray.   Treasurer 

Max    Fleischer,    Production   Mgr.   of 

Max  Fleischer  Div,,   Bray  Studios,    Inc. 

B,  D,  Hess,  Disliihiiiuin  Manager 

SERVICES:  Industri.il  s:des  and  job  tr:iining  mo 
lion  piittires  and  slidelilms:  training  (ihns  lor 
V.  S,  .\rmed  Forces;  iheatrital:  educational:  :ini- 
mated  tartoons  and  tedinicd  sidjjetis:  tcle\'ision 
films,  film  distribution,  FACII.IIIES:  Studio 
e(|uipinent  lor  all  kinds  ol  motion  pictures  and 
slidefilms.  sound  and  color:  animation  depart- 
ment: production  crews,  artists,  siripi  writers: 
fthn   librarv. 

RECENT  PRODUCTIONS  AND  SPONSORS 
-MO'I  ION  PICICRES:  Lngineried  Timhrr  Con- 
struction (Timber  Engineering  Co,,  Research  .Af- 
filiate of  the  National  l.innber  .MIrs,  Assoc. );  Cnm- 


pressiliility  f.flects  On  Jet  Aire  rait  (l'„S,N.):  A 
I2-/J  C;vrf;  Pilot  in  liAl  Airtraft  (2  films  for  U,  S. 
.\ir  Force);  Cvmntunicalor's  job  (L',  S,  .\ir  F'orce): 
Shoran  lioinhing  (II,  S,  ,-\ir  Force):  liernlistment 
Prospeil'.  Ill  I  he  Navy  (U,  S,  Navy);  Here's 
Hockey  .\\n\  luiniily  Tree  (Produced  in  Spanish 
and  Portuguese  for  the  Nationid  Film  Board  of 
Canada):  Alberta  Laniily  (Produted  in  Spanish 
for  the  National   Film   B():ird  of  Canada), 


CALHOUN    STUDIOS,    INC. 

266-2(i8  East  7Mh  Street,  New  York,  N,  \. 

Phone:   LEhigli  ,-)-212ll 

Date  ol  liuorporation:   I9,')-f 

Briiin    C;ilhoiin,    President 

\\'illi;im  S.  Keiu,  Vice-President.  Exec. 

Producer 
Howard   Kiiiser,    I'ice-President .   Charge  of 

Operations 
Charles  P,  Gennell,  Sales  Manager 
Didi   Ruber,  Distribution  Supervisor 

SERVICES:  Completely  equipped  and  stalled  for 
the  creation,  production  and  distribution  of  in- 
dustrial, (oinmercial,  educational,  training  and 
cntertaiinncnt  motion  pictures.  3.omm  and  16mm. 
black  It  white  and  color.  Complete  programs,  slide 
films,  sound  recording  and  re-recording,  F,\- 
CILITIES:  .Sound  proofed,  airconditioned  stu- 
dio. 35  X  70  feet  with  25  foot  ceiling.  Full  comple- 
ment of  lights,  Mitchell  cameras.  Fearless  Doll\, 
mike  boom,  tracks,  large  number  of  flats  and 
jjrops,  .Ainpex  and  Magnasync  tape  recorders, 
Maurer  film  recorder.  Fairchild  disc  recorder,  twin 
turn-l:ibics.  Recording  studio  with  svnchronous 
[jrojectioii.  Projection  theatre,  carpentrv  shop, 
make-up  room,  three  cutting  rooms,  four  dressing 
rooms,  roof-garden,  CJamera  car  and  equipment 
for   locttion   siiooting.    Full   <re;ili\e   staff. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOTION  PICTURES:  Accessories  for  Milady 
(Hamilton  Standard):  .Mirror  Youth  Program 
(New  York  Daily  .Mirror):  H>  Saw  It  Happen 
(L'nited  .Aircraft  Corporation):  The  Land  of  Time 
(.American  FYiends  of  the  Middle  East);  Haiti 
(Travelog);  The  Coffee  Case  (National  Coffee 
Association).  SLIDEFILMS:  Specialty  of  the 
House  (The  Coffee  Brewing  Institute).  I  A' 
COM.MERCIALS:  for  Couinuinity  Coffee  Co..  R.i 
leigh  Manufacturers,  Inc,  .American  Greeting 
Cards  Co..   Northcool  Clothes,  Care  and  .Accent, 
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CAMPUS   FILM   PRODUCTIONS 

11   K:isl  ,'>.'iid  Street.  New  York  22,  New   York 

Phones:   PLa/a  3-S280-1-2 

Date  of  Organization:    1034 

Nat  C^ampus.  Executive  Producer 

Ralph  Schoolman.  Scenario 

Edward  P,  Hu.ghes,  Camera 

Jules  Krater,  Editing 

.\rtliur  C  Krieiike.  Soiiml 

SERV'1C:ES:  .Motion  pictures  and  slidefilms  for 
business,  government  and  welfare  agencies;  also 
various  film  services  separately:  including  trans- 
lations, sound  triicks:  finishing  ser\ice  for  com- 
pany plioiogr;iphcd  films.  F.VCILIIIES:  Ciom- 
plcte  studio,  oiilocition  ('(|iii|jnuiit  ;ind  trc;iti\e 
stall, 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOIION  I'K.IIIRES:  Stale  (luany-/;ngine,ieil 
Lor  Oil  (Esso  Standard  Oil  Company):  .-hid  Su 
They  (iruw  (Play  .Schools  .Association):  By  liny  o( 
Sevier  (.Southern  Railway  System):  (iuard  .-Igainst 
Sabotage,  Coast  Guard  Officer.  Coast  Guard  Cadet 


(U.S,  Coast  (;uard):  \ephro.iis  in  Cliildieii  :Mid 
Children  ]Vith  Xephro.sis  (Chas.  Pli/er  .<■  Co.); 
ParapoIsS  (Staiulard  Oil  Developiiieiu  Co.); 
There's  Color  ill  Yiiiir  Life  (Heiii:uiiin  Moore  )v 
Co,):  Three  lo  .Malie  Keailx  (Inslilulr  loi  (.lip 
pled  (t  Disabled), 


CARAVEL   FILMS,   INC. 

7311  liliii    \\(iiuf,   .\.u    \nrk   I'l.  N,  \. 

Ph., lie:   Circle  7-(il  HI 

D.ilc  ol    Orgiini/atioli;    I!t2i 

Studio;    Hempstead,  Long  Island 

I).i\id  I.  Piiuus,  President  and  Treasurer 

Calhoun  McKeaii,  Vice-Pre.sident 

F,   Burnham  .MacLeary.   Vice-President 

Albert  Z.  Carr.  Vice-Pre.sident 

Claire  V.  Barton.  Secretary 

Mauri  Goldberg.  Production  Manager 

David  Kreeger,  Studio  Manager 

Jack  Semple.  Animation  Manager 

Charles  Moore.  Manager.  Still  Photography 

SERVICES:  Sales,  dealer  and  vocational  training 
motion  pictures:  public  relations,  persoiniel  rela- 
tions, educational,  religious  films;  television  com- 
mercials: slidefilms,  transparencies,  stage  presen- 
tations, field  surveys,  F.ACILITIES:  Own  motion 
picture  studio  at  Hempstead,  L,  I,  N,  Y.  head- 
cpiarters  have  slidefiini  studio,  cutting  and  screen- 
ing rooms,  art,  animation  and  optical  effects  de- 
partments. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOIION  PICirRES:  New  Mobilgas  SfH-cial 
(Soconv-Vacuimi  Oil  Co.,  Inc):  Your  Washable 
Wardrobe  (W'estinghouse  Fllectric  Co,):  ]Vishes  on 
Wheels  (Chrysler  Corp,);  Diamond  Tubeless  Tire 
and  Brunswick  Tubeless  Tire  (B,  F,  Goodrich 
Co.);  Legal  Bondage  (Schenley);  .-IBC  Warfare 
Defense  Ashore.  High  Capacity  Aircraft  Eueling 
Systems  Operation  and  Laminating  Marine  Tim- 
bers (U.S.  Navy  Department)  and  others.  SLIDE 
FILMS:  Out  Where  the  Sales  Begin  (Goulds 
Pumps):  Of  Royal  Lineage  (U.  S.  Rubber  Co.): 
.-/  Woman's  Dream  Come  True  (Hanes  Hosiery); 
Kelt.niille  Supplies  the  Proof  and  Hot  Water  Saves 
Labor  (National  Electrical  Manulacturers  .Assn.); 
Fashion  Walks  in  Color  (Phoenix  Hosierv).  T\' 
COMMERCIALS:  for  U.  S.  .Steel,  Gillette  Safety 
Razor,  National  Biscuit  Co,,  F"ab,  V.  S,  'Fre;isurv 
(Savings  Bond  Division),  Gulf  Oil,  Borden,  ,Scru- 
tan,  Geritol,  Elilers  Coffee,  Grandmas  .Molasses, 
Jello,  Buick,  Stegmaier  Beer,  Butkrin,  Kent  Cigar- 
ettes, Minute  Rice,  Welsh  Grape  [nice  Co,,  Pack- 
ard, Stera-Kleen,  .\merican  Motors,  kehinator, 
.Mistol  and  others. 


COLEMAN   PRODUCTIONS 

56  West  4.'iili  Mmi.  New  York  Mi.  N,  V, 

Phone;   .Murr.is    Hill   7-!l(l20 

Date  of  Org.ini/alion:   1935 

Harry   L,   Ckilenian,   President 

[ohn  Peterson,  Director  of  Photography 

Donald  kerne.  Editor 

].   Brown,   Sound 

H,    Gray.    Scripts 

Earl  L.  Fultz,  Sales  Co-ordinator 

SERX'ICES:  Complete  productions  of  Kiinin  .t 
35miu  motion  pictures  in  color  and  bJtw  for  in- 
dustry, public  relations,  medical  profession:  tele- 
vision and  shorts,  lYCII.ITIES:  Creative  stall, 
Hiiiim  )t  35inin  cameras,  recording  ecpiipmenl, 
lighting  and  projection  and  editing  lacililies. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOIION    PICIURES:    HandmaJiei     Highlights 
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BUSINESS      SCREEN      MAGAZINE 


COLEMAN  PRODUCTIONS:  CONTINUED 

(HandmacherAogel);  Give  a  Boy  a  Break  (Boys 
Club  of  New  \'ork):  Le^s  in  Fashion  (duPonl): 
Longer  Life  ii'ilh  Silicon  (DowCorning);  Approach 
to  LaGuardia    (Pan  American  World  Airways). 


ROBERT   DAVIS   ASSOCIATES,    INC. 

21    East  l)3rd  Slrcet,   New   \oik   21.   New    York 

Phone:  TEmpleton  8-8-1 10 

Date  of  Organization:    1952 

Robert  F.  Davis.  President 

W'ilburt  E.  Davis.  Production 

Willi, ini  Carney.  Animation  Director 

Mabel  Henderson.  Office  Manager 

SER\'I(;E.S:  Research:  writing  and  production  of 
motion  pictures,  sound  slidefilms.  motion  slide, 
animation.  Specializing  in  sales  training  and  pub- 
lic relations.  F.AClLn  lE.S:  Motion  picture  pro- 
duction equipment,  animation  studio,  editing  and 
cutting  room. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOTION  PlCrURE.S:  Passing  Fancy  (General 
.Motors  Corporation);  Prvduit  D  and  Homemade 
Happiness  (Proctor  &  Gamble  Company).  SLIDE- 
FILM.S:  Selling  With  the  Modern  Touch  (E.  I. 
duPont  de  Nemours  S:  Company);  The  Penney 
ll'rtv   (J.  C.  Penney  Company). 

DEPICTO   FILMS,   INC. 

2.i4  West  5-lth  Street,  New  York  19.  N.  Y. 

Phone:  COlumbus  .=)-7620-24 

Date  of  Organization:   1942 

John  Hans.  President 

Charles  S.  Hans,  Vice-President 

C:arl  V.  Ragsdale,  Production  Manager 

SERVICES:  Motion  pictures;  sound  slidefilms; 
filmstrips;  training  assistance:  script  writing:  visu- 
alizations: presentations:  television  film  commer- 
cials; slides;  2D  and  3D:  telops:  vugraphs  and 
photo-prints.  F.ACILITIES:  Studio:  art;  technical 
animation:  pan-screen  production:  hotpress.  cut- 
ting rooms,  darkrooms,  slide  and  editing  depart- 
ments. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOriON  PICTURES:  Colgate  Cannonade  of 
IVf>  (Film.a,graph)  (Colgate-Palmolive  Company): 
Sergeant  MacDttf]— Salesman  (Limited  animation 
for  U.  S.  .-Xrmv  Recruiting);  Food  Preparation  and 
Seniice  (U.  S.  Navy):  How  Voltage  Regulators  are 
Made  (Westinghouse  Electric  Corporation);  Black 
Diamonds  —  Closing  Sequence  (Blue  Coal). 
SOUND  SLIDEFILMS:  Salt  by  International,  Sell- 
ing Personalities  of  Salt  and  Selling  Salt  in  Any 
Form  (International  Salt  Company):  The  Whiskey 
that  Didn't  U'alch  the  Clock  (Old  Charter  — 
Schenley  Distillers):  Operation  Pay-Off.  Fiberglas. 
(Owens-Corning  Fiberglas  Corporation);  Make 
More  with  Marfak  and  Extra  Profits  from  Extra 
Services  (The  Texas  Companv):  Formula  for  Lead- 
ership (None  Such  Mince  Meat  —  The  Borden 
Company):  Colgate  Line  Treatment  —  1955  (Col- 
gate-Palmolive Company):  Store  Level  Pre-Packag- 
ing  Program  (Olin  Cellophane  Division):  Life  Be- 
gins at  '9S  (Eagle  Brand  —  The  Borden  Company); 
A  Program  for  Teamwork  -with  Industrial  Product 
Distributors  (Hewitt-Robins  Companv):  Operation 
(luailty:  Silver  Screen  S5~  (Syhania  Electric  Prod- 
ucts. Inc.).  .Also  Pan  Screen  Presentations  for  Ethyl 
Corporation:  Westinghouse  Electric  Corporation 
and  Bureau  of  .Advertising.  TV  COMMER- 
CI.\LS:  for  Sylvania  Electric  Products.  Inc..  Gen- 
eral Motors  Corp.,  Boyle-Midway,  Inc.,  United 
States  .\ir  Force  and  Family  Circle  Magazine. 


O.P.M.   PRODUCTIONS,   INC. 

62  AVest  45th  Street.  New  York  36,  New  York. 

Phone  MUrray  Hill  2-0040 

Date  of  Organization:   1946 

Dorothy  P.  .Maulsby,  President 

Maurice  4  .  Ciroen.  Production  Manager 

Ronald  T.  Groen,  Ass't.  Production  Mgr. 

Olle  Comstedt.  Director  of  Photography 

SER\'ICES:  Industrial:  public  relations:  flower 
and  TV  motion  pictures:  sales  jiromotion:  travel. 
F.ACILITIES:  Studios  at  4  W.  Stanton  \\e..  Bald- 
win   (L.  I.),  N.  Y. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOTION  PIC;TURES:  How  Green  is  Your  Gar- 
den (.American  .Agritultural  Chemical  Co.);  Swe- 
den's Future  Artisans  (Swedish  National  Travel 
Office):  Denmark,  Fairytale  Land  (Danish  National 
1  ra\el  Ofhce);  Your  Garden  \ext  Spring  (National 
"Iidip  Society):  Glimpses  of  Colorful  Portugal 
(Films  of  the  Nations). 


Dudley   Pictures  Corporation 

501  Madison  A\e..  N.  Y.  Phone:   Fl.d.ir.icl.i  5-1076, 
(see  complete  listing  in  Los  .Angeles  area) 
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DYNAMIC   FILMS,    INC. 

112  \V.  8Htli  Slicct.  Nl-w  Voilv  2\.  New  York 

Phone:  TRafaigar  3-6221 

Date  of  Organization:    1948 

Henry  Morley.  President 

Nathan  Zucker,  Chairman  of  the  Board 

Lee  R.  Bobker,  Executive  Producer 

Lester  Becker,  Editorial  Supen'isor 

Al  Weintraub.  Radio  and  Transcription  Mgi: 

Margaret  Pfeiffer.  Eiltn  Distribution  Dir.,  TV 

John  Zane,  Sales  Manager 

SERVICES:  Producers  of  16  and  .S5nim  motion 
pictures  for  industry,  public  relations,  sales  train- 
ing, employee  relations  and  specialized  visual 
presentations.  TV  commercials,  programs  and 
films.  .\lso  foreign  language  versions,  editing. 
sound  recording,  photographic  coverage  of  special 
events,  etc.  F.ACILITIES:  Sound  stages,  record- 
ing studios  and  complete  editing  latilities  fur  all 
16  &  35mm  motion  picture  production,  slide  films 
and  transcriptions. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOTION  PKTLRES:  The  Purple  Cow  (Up- 
holstery Leather  Group):  Million  Dollar  Package, 
Report  on  Customagic  (Comfy  Manufacturing 
Co.);  Adjustafit  (Sears.  Roebuck  &:  Co.):  Tlie  Fan- 
tastic "500"  (Perfect  Circle  Corp.):  How  to  Retire 
in  Fashion  (Serta  Mattress  Co.):  Your  Moving 
Targets  (Commercial  Solvents  Corp.):  La  Mas 
Calurosa  (Firestone  Tire  &:  Rubber  Co.).  Political 
films  for  Democratic  State  Committees  [c)r  Ne\\ 
York.  New  Jersey  and  Pennsylvania.  SLIDE- 
FILMS:  for  American  Gas  Accumulator  Co..  Up- 
holstery Leather  Group.  TELE\'ISION  FILMS: 
Bulletin  For  Bertie  with  Arthur  Treacher  and 
Arnold  Stang,  Let's  Make  Music  with  Oscar  Brand 

(26),  On  Stage  with  Monty  Woolley  (26).  Christmas 
Carols  (13).  Funny  Bunnies  (26).  Musical  Mo- 
ments    (26).     TV    COMMERCL\LS:    for    Flec-let 

(Bulova  Watch  Co.).  Young  and  Rubicam.  Proctor 
S:  Gamble.  The  Blow  Co.,  Assoc.  For  Retarded 
Children.  Charles  Antell,  Inc.,  ClO-PAC. 


/*  this  symbol,  appearing  over  a  pro- 
ducer's listing,  indicates  that  display  advertising 
containing  additional  reference  data  appears  in 
other  pages  of  this  Production  Review. 
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PETER   ELGAR   PRODUCTIONS,   INC. 

18  East  53rd  Street.  New  York  22.  N.  Y. 

Phone:   MUrray  Hill  8-.')626 

I'eter  F.  Elgar,  President 

Julius  Edelman,  Exec.  Vice-President  in  Charge 

of  Prod. 
Jeanne  Remusat.  Secretary  in   Charge  of 

Decoration  &:  Fashion 
Julius  Goldstein,  in   Charge  of  Editing 
Harvey  \ale  Gross,  in  Charge  of  Research 

SER\'ICES:  Industrial,  public  relation,  religious 
films:  television  commercials,  television  films; 
;i.")mm,  16mm.  black,  white  or  color.  F.VCIL- 
ITIES:  C^omplete  editing  and  projection  facilities 
llimm  and  33mm.  100  x  7.")  x  22  sound  stage  just 
lieing  built.  Open  May  15lh.   1955. 

RECENT       PRODUCTIONS      AND      SPONSORS 

.MO  1  ION  PICl  URES:  Irom  the  Atlantic  to  the 
Pacific  (Pabst  Brewing  Company):  The  Schaefer 
Story  (F  St  M  Schaefer  Brewing  Company). 
TELEVISION  FILMS:  TV  Series  (.American  Tele- 
phone R:  Telegraph  C^ompany);  TV  Series  (Ster- 
ling Drug  Inc.). 

CHARLES   ELMS   PRODUCTIONS 

25  Vanderbilt  Avenue.  New  \ork  17.  N.  Y. 

Phone:   .MUrray  Hill  6-8877 

Date  of  Organization:   1952 

Charles  D.  Elms.  President 

C;harles  D.  Elms,  Jr,   Vice  President 

Ruth  .M.  Elms,  Secretary 

Robert  B.  Bacon.   J'ice  Pres.  k  Treasurer 

SERVICES:  Producer  of  16  &  35mm  motion  pic- 
tures: 70mm  "Bonel"  (Wide  screen  professional 
and  commercial  presentations):  slide  motion: 
sound  slidefims:  slide  presentations;  training  man- 
uals and  charts.  F-\C;iLri  lES:  Stutlio  and  tech- 
nical laboratory. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOIIUN    PICIURES:    ISayonel    Lock.    Bottling 

(Crown  Cork  S:  Seal  Co.):  Parade  (.Ayers.  Ltd.). 
SLIDEFIL.MS:  .-imerica's  First  Family,  Curves 
That  Xei'er  Go  Out  of  Style  (Easy  Washer  Corp.); 
Matie     (Columbia    Mills    Corp.):     Water    Healers 

(General  Electric). 

Jerry   Fairbanks   Productions   of 
California 

Rep:  Edward  F.  Cullen.  Cullen  8:  .Associates,  12 
East  41st  St„  N,Y,  Phone  MUrray  Hill  5-3561. 
(see  complete  listing  in  Los  .Angeles  area) 

FARRELL   &   GAGE   FILMS,    INC. 

213  East  38th  Street.  New  York  16.  N.  Y. 
Phone:   .MUrray  Hill  3-8358 
Date  of  Organization:    1951 
-Miitt  Farrell.  President  k  General  Manager 
C.  Lillian  Farrell.  Secretary 
[i.tseph  Faro.  Production  .Manager 
William  Mc.Aleer.   Vice-President  Sc  Dir. 
of  Photography 

SER\'1CES:  Production  of  motion  pictures  and 
slidefilms.  F~.ACILn~IES:  16mm  &  35mni  motion 
picture  production,  black  and  white  and  color, 
slidefilms,  scoring,  script,  overseas  and  foreign 
language  production. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOTION  PICTURES:  Stampings  for  Electronics 
(V'olkert  Stampings.  Inc.):  Power  Press  Mainten- 
ance, Bliss-Crary  Tonnage  Limitor  and  The 
1.000/ft  Transfer  Feed  Pms  (E.  \V^  Bliss  Com- 
pany): Design  for  a  Laboratoiy  (Hercules  Powder 
Company). 


ANNUAL     PRODUCTION     REVIEW 
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Film  Associates  of  California 

lUrill.lll     li(i\ll.    i;ii    W  .    '.Mil    Mini.    Ni\»     \i>lk     II. 

Nfw  York. 

(sec  conipk-to  li^liiis  in  l.os  .\iiyi-lo  area) 


4€- 

FILMFAX   PRODUCTIONS 

111  L.i>i    Klicl  .StiiLt.  .New    ^.>lk    17.   N.  ^. 

I'honc;    MUrray   Hill   7-7738 

Henry  Clay  Gipson.  Preiideut 

F.loise  Walker,   V.P.  anil  Sevrelaiy 

Carol  Cook,  Sciif)! 

Muriel   Convers.    Research 

(ohn  Lencifki.  Art  Direclnr 

Sewell  Booth.  Produtev 
.SER\'ICE.S:  Educaiional  lilinstrii)>  .iiul  imliisiri.il 
slidefilms,  color,  black  and  white,  silent,  sound. 
F.\CIL!TIES:  Specialized  etiuipnient  lor  filmstrlp 
production,  3onini  standard  Bell  &  Howell  anima- 
tion stand  lor  filmstrips.  special  custom  built 
equipment  for   Kodachrome  duplication. 

RECENT  PRODUCTIONS  AND  SPONSORS 
HL.M.STRIPS:  The  Chemistry  of  Steel  (.American 
Iron  is  Steel  Institute):  Pan  American  Partners 
and  8  other  releases  for  (New  York  Times):  The 
Electronic  Dala-Processing  Machine  (International 
Business  Machines  Corporation):  Pageant  of  Amer- 
ica series  of  18  (Yale  University  Press):  Currier 
k  Ives  America  and  12  other  titles  for  (Museum 
Extension  Service):  Insect  World  9  filmstrips  (Eye 
gate  House)  and  others. 


^ 
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FORDEL    FILMS,    INC. 

1187  Universitv  .\\emie.   New  'i  ork  .'ii;.   N.  \. 
Phone:LUdlow  8-31(1(1 
Date  of  Organization:    IIHI 
C;lifford  F.  Potts,  President  &  Exec.  Prodiiiei 
Gordon  Hessler.    Vice-Pres.  it  Proiluctimi   Mgi. 
Enid  Borde.  Secretary-Treasurer 
Peter  Hickman,  Director  of  Sales 
Walter  C..  Snowden.  Sf)ec.  Assl.  to  Pres. 
W.  Edw;ird  Downton,  Spec.  Assl.  to  Pres. 
James  M.  Lonan,  Director  of  Photography 
Res^inalcl  Mc.Mahon.  Editing  Supemi.sor 
John  .Mack.  Chief  Sound  Engineer 
Gennaro  P.  Foren/a,  Color  Lab.  Supi'. 
Robert    |.  Herman.  Print  Distribution   Si//<; . 

SER\'ICES:  Public  relations:  sales  promotion: 
training;:  educational,  scientific  and  medical  mo- 
tion pictures  and  slidefilms:  T\'  shorts  and  com- 
mercials: complete  responsibility  from  phinning  to 
jjroduction  t<)  |>rinting:  specialists  in  color.  li\e 
:ind  animated.  F.\f;il.ri  lES:  Sound  studio:  com 
plete  cameras,  lights,  and  sound  equipment  lor  stu- 
dio :ind  location  production:  animation  stand: 
cutting  rcjoms:  recording  rcmms:  Ifinmi  magnetic 
and  optical  interlock  screening  facilities:  color 
|jrinting   lab:    miuhine   shc)p:    three   mobile   units. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MoriO.N  PlCfL'RES:  '/'//.  Si.  j'jhiis  Sl,ji\  (St. 
John's  College):  High  Level  Profits  (Fine  Chemi- 
cals): .Management  of  Obesity  and  scries  of  sales 
training  films  (E.  R.  .Squibb):  Tom  Turkey— .ill 
tmericatt.  Respiratory  Diseases  in  Poultry  anci 
Intestinal  Diseases  in  Poultry  (Ledcrle  Labora- 
tories): Laymen's  Fellowship  at  JVork  (Congreg;i- 
lional  Churches).  I  \'  fund-raising  films  (Muscular 
Dystrophy  .Assn.). 


WILLIAM   J.   GANZ   COMPANY 

III  I'.iM    I'.llll  Slleel.   .New   ^oik    17,    N.   ^. 

Phone:    ELdorado   3-1)43 

Dale  of   Organization:    UIHI 

William  J.  (ianz.  President 

Herbert  R.  Dieiz,  Prodiicliiin  Manager 

Jane  Page,  Cimijilroller 

SER\'ICES:  Producer  and  distributor  of  Ifiinm 
and  33mm  motion  pictures,  filmstrips,  sound  slide- 
films,  visual  ])resentations  for  educ;ition,  ;i(l\er- 
lising  and  television,  F.VCIILITIES:  Studio 
ecjuipment:  cameras:  creative  staff,  development 
of  story  ideas  and  merchandising  campaigns. 

RECENT       PRODUCTIONS      AND      SPONSORS 

Ml)  I  ION  I'K  1  IRES:  Red  Cross  Report  1954 
and  Pirsiiipiion  jor  Life  (.American  Red  Cross): 
Thars  Gold  in  Them  Thar  .Mills  (Radio  Corp. 
of  .America):  Fashion  is  Fit  (McCall  Corporation): 
lime  for  Coffee   (Great  .A  &  P  Tea  Company). 

JACK   GLENN,    INC. 

'JII7-n    East  37th  Slreel.  New   ^.)ik    11),  .N,  \, 

Phone:    OXford   7-0121 

Date  o(  Organization:   1933 

Jack  Glenn.  President 

A.  H.   Hill.    I'ice  President 

SERVICES:  Writing:  direction  and  pro 
duction  of  special-purpose  and  entertainment  mo- 
tion pictures:  specializing  in  the  "institutional 
commercial:"  films  for  public  relations:  promo- 
tion: orientation,  etc..  designed  with  either  fiction 
or  documentary  format.  FRAGILITIES:  Wall, 
Bell  &  Howell  and  Mitchell  cameras:  projection 
at  New  York  offices:  studio  and  cutting  rooms  in 
Irving-on-Hudson,  Westchester  County.  New  York, 

RECENT       PRODUCTIONS      AND      SPONSORS 

\IO  IION  I'lCl  I'RES:  .Miracle  ol  .Morning  (  |.  (  . 
Penney  CJompany):  Farm  Family  .-Inierican  (Gen- 
eral  Electric  Company).  Total  annual  period  de- 
voted   to    these   client    efforts. 

/\ 

PAUL   HANCE   PRODUCTIONS,    INC. 

I77fi  Broadway.  New  York.  N.  \'. 

Phone:    Circle   5-9140 

Date  of  Organization:   1939 

Paul  Hance.  Jr.,  President  tc  Treasurer 

Dermid  .Maclean,  lice  Pres.  Chg.  of  Sales 

Henry    A.  Sundquist,   lice  Pres..  Chg.  of  Prod. 

Charles  R  Randall,  Controller 

Kenneth    Murray,    Secretary 

SER\'1CES:  Research,  writing  and  all  other  phases 
of  motion  picture  production  by  permanent  tech- 
nical staff,  FACILITIES:  Complete  camera, 
sound  and  lighting  equipment  for  all  types  of 
held  and  location  photogr:iphv:  complete  editing 
l.KiIities:   art  ;tiul  ;inim;itioil   sliidin 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOIION  PICI  L'RES:  Cilass  and  You  (Corning 
Glass  Works):  Die  Casting  (.American  Zinc  Insti- 
tute): The  Glass  Center  of  Corning  (Corning 
Glass  Works):  Forging  in  Closed  Dies  (Drop  Forg- 
ing .Association):  The  Vital  l.inh  (Ch:innel  Master 
Corpor:ition). 


THE    JAM    HANDY    ORGANIZATION,    INC. 

177'.    I',r..,(dw:iy.    Niw   ^..lk    I'l,    N.   '1. 
Phone:  Jlklson  2-4(ltill 
Herman  fioelz.   [r..  in  charge 

F  \(;ll.l  I  US:  Coiiiph  le  oHue  lacililies  and  projec 
tion  room  with  service  stall  maintained  for  Eastern 
clients.  For  detailed  description  of  company  serv- 
ices, refer  Ur  complete  listing  te\t  in  Detroit,  Michi- 
g;in  ]>:i.ge  following. 


HARTLEY   PRODUCTIONS,   INC. 

211  W.   I7tli  Street.  New  Ytjrk  36.  N.  Y. 

Phone:    JUdson    2-3960 

Date  c)I  Organization:    1940 

Ir\ing  Hartlev.  President 

Elda  Hartley.   I'ice  President 

Peter  Garbarini.  Head  of  Film  Dept. 

SERVICES:  Producers  of  moticjn  pictures:  indus- 
trial, educational,  travelogues,  films  for  television: 
sound  recording.       FAC:II.ITIES:    .Motion   picture 

,111(1    sdUiid    m  III  dill'.; 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MO  I  ION  PICIT'RES:  Green  Thumb  Decora- 
tion, Transforinagic.  Chain  Cooking.  Dfjuhle  Duty 
Rooms.  Contact  Trailer  for  (.Monsanto  Chemical): 
Hme  to  Do  it  IVith  Flowers  (Florists'  Telegraph 
Deliverv  .Assoc):  How  to  .Make  a  Skirt  (Simplicity 
Pattern  Co.):  John  .-ilden  Cigars  (J.  B.  Rundle): 
4-ir(iv  Cold  Tablets  (Grove  Laboratories):  Cardi- 
nal Spellman  —  Easter,  Thanksgiving.  Christmas 
Appeals  (Catholic  Charities):  Sinclair  Poieer-X 
(Sinclair  Refining  Co.)  SLIDEFILMS:  How  lo 
Make  a  Skirl    (Simplicity  Pattern  Co.). 


Henning   and   Cheadle,   Inc. 

Ch.irles    Behviner.    13    L.    l.iOth    .street.    .New    York 
City.   Phone:    TEmpleton   8-8288. 

(see  complete  listing  in  Detroit  area) 


V\  this  sMiibot.  ;ij»pe;iring  o\er  a  jjro- 
ducer's  listing,  indicates  disphiy  advertisement  with 
:idditional  relerence  cl:ii:i  in  .inoiher  p:ige  ol  this 
Production  Rc\iew  issue. 


IMPS,    INCORPORATED 
(International  Motion  Picture  Studios,  Inc.) 

313  .Madison  .Avenue,  New  \ork  22.  N.  A'. 

Phone:    EL  3-6620 

Studios:    Ben   Gradus   Studios.    Ltd..    321    AVesl 

56th  Street.  New  York  19,  N.  Y. 
Date  of  Organization:   1948 
Ben  Gradus.  President 
Walter  Sachs.  Production  Supeivisor 
Rita  Roland,  Editorial  Supen'isor 
Irving  Sachs,  Technical  Editor 

SERX'ICES:  Motion  pictures:  features,  public  rela- 
tions, industrial,  commercial,  educational,  sales 
and  personnel  training.  Short  films  for  T\'.  com- 
mercials, minute  mo\ies.  comniunitv  sing  films, 
unitpie  ]>urpose  films.  Slide-films:  jjublic  relations, 
lommercial,  sales,  etc.  F.ACII.II  IFS:  Studio  in- 
cluding two  sound  stages,  including  recording, 
scenic  designing,  direction  casting.  iMPS-designcd 
lighting  etjuipment,  miniatures,  props,  sets,  music 
recording,  dressing  rooms,  lounge.  Complete  loca- 
cation  filming  and  recording  equipment  and  per- 
sonnel. Interlock  projection  room,  hill\  ec|ui|)ped 
tutting  rooms.  33mm  and   16mm. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOIION  PICM'RES:  S/wn  ol  I. He  (  1  he  Lp 
John  Companv):  Croieded  Paradise  and  The  Island 
(Commonwealth  i>f  Puerto  Rico):  I6i^  (Anti- 
Defamation  League):  Sabbalh  Peace  (Hebrew 
.Arts   Foimdation). 

(LISTINGS  CONTINUED  ON  FOLLOWING  PAGE) 


88 


BUSINESS     SCREEN     MAGAZINE 


Camera  crews  play  "leapfrog" 
to  film  Mobilgas  Economy  Run 


Entrants  in  the  annual  Mobilgas  Economy  Run 
won't  stop  for  pictures.  So  to  cover  ttiis  event  for 
General  Petroleum  Corporation,  camera  crev»s 
of  the  Cate  and  Mc Clone  movie  production 
company  "leapfrog"  each  other  with  their  Cine- 
Kodak  Special  Cameras  mounted  on  top  of 
station  wagons. 

Rough  roods,  dust,  and  blizzards  make  excit- 
ing movies.  But  fhey  also  make  this  contest  just 
OS  grueling  for  the  cameras  as  for  the  cars.  "The 
best  cameras  we  have  found  for  the  job,"  T.  W. 
Gate  reports,  "are  Cine-Kodak  Specials.  They 
are  rugged  and  versatile.  And  the  extra  film 
magazines  mean  thot  they  are  always  reody 
to  shoot." 

General  Petroleum  uses  movies  to  accelerate 
public  excitement  surrounding  this  famous  Econ- 
omy Run.  They  also  deliver  extra  mileoge  for 
Mobilgas  product  promotions.  Perhaps  you,  too, 
con  profit  from  movies  mode  with  a  Cine-Kodak 
Special  Camera. 


How  Friden  proved  "who  done  if" 


Part  461B  in  an  experimental  model  of  a  Friden 
Calculating  Machine  was  making  mistakes.  But 
no  one  knew  why,  because  it  traveled  much  loo 
fast  for  the  eye  to  follow. 

Friden  solved  this  problem  with  a  Kodak  High 
Speed  Comero.  Every  phase  of  the  miscalcula- 
tion was  photographed  and  screened  at  less 
than  1  300th  of  its  original  speed.  The  movies 
clearly  showed  that  part  461B  was  not  guilty  at 
oti — the  culprit  was  a  port  that  brushed  it! 

This  is  just  one  example,  says  Friden,  of  how 
high-speed  photography  has  eliminated  much 
wasteful  triol-ond-error  reseorch.  Con  it  cut 
your  reseorch  costs,  too? 


'The  Best  Home  Buys 

Before  Your  Eyes" 


With  this  slogan  and  six  Kodak  Pony  828  Cam- 
eras, John  T.  Nothnogle  of  Rochester,  N.  Y.,  has 
mushroomed  his  copyrighted  "Gallery  of  Homes" 
from  a  $400,000  real  estate  business  in  1949  to  7 
galleries  in  6  cities  and  $8,000,000  Rochester 
gross  in  1954. 

Nothnogle  analyzed  the  tremendous  woste  in 
driving  prospects  from  house  to  house,  over  a 
period  of  days  and  weeks.  So  now  he  offers  on 
eye-cotching  picture  gallery  of  every  property 
offered.  The  actual  homes  ore  shown  only  after 
the    prospect   has    norrowed    his    photo   selection. 

This  super- market  opprooch  to  real  estote 
selling  hos  been  so  successful  that  Nothnogle  is 
now  franchising  his  idea  to  leading  real  estate 
brokers  in  other  cities.  Con  photography  be  your 
short  cut  to  success,  too? 


Getting  workers  to  THINK  safety... 

Clark  Equipment  Company  does  it  with  movies 


Safe  working  methods  boost  employee  mo- 
rale and  save  dollars  for  the  employer.  But 
many  workers  resist  safety  training  like 
schoolboys  shying  from  dancing  lessons. 

The  Clark  Equipment  Company,  how- 
ever, has  found  the  answer.  Their  25-minute 
movie.  "Safely  Saves,"  teaches  safety  pro- 
cedures to  users  of  Clark  lift  trucks  and 
other  materials-handlmg  equipment.  Dra- 
matic and  entertaining,  the  film  teaches 
more  than  basic  safety  techniques.  It  stimu- 
lates the  workers  to  think  in  terms  of  safety. 

Selling  ability,  too 

The  movie  is  part  of  a  mobile  training  school 
on  the  use  and  maintenance  of  the  com- 
pany's equipment.  The  school  is  transported 
all  over  the  country  by  trailer  truck  as  a 
service  to  Clark  Equipment  Company  cus- 
tomers. It  pays  off  handsomely  as  a  sales 
stimulant  and  good-will  builder,  loo. 

Since  this  "school  on  wheels'*  is  packed 
and  unpacked  in  a  hurr\,  Clark  must  use 
movie  projectors  that  combine  simplicity 
and  ruggedness.  To  meet  these  specifica- 
tions with  projectors  that  also  deliver  superb 


sound  and  visual  reproduction,  Paul  King 
of  Krum's  Audio-Visual  in  Battle  Creek, 
Michigan,  recommended  Kodascope  Pag- 
eant Sound  Projectors.  Here's  why: 

Pageants  never  need  oiling 

Only  Pageant  Projectors  are  permanently 
pre-lubncated  to  by-pass  the  common 
trouble  spot  of  improper  oiling.  To  Clark, 
this  means  worry-free  projection  on  the 
road,  where  repairs  are  usually  impossible. 
And  thanks  to  the  versatility  of  the  sound 
mechanisms.  Clark  is  able  to  use  Pageant 
amplifiers  and  speakers  as  a  public-address 
system  during  non-film  portions,  eliminating 
the  need  for  special  extra  equipment. 

The  rugged  dependability  of  Pageant  Pro- 
jectors makes  them  ideal  for  industrial  use. 
There  are  6  models  to  choose  from,  and 
prices  start  at  S425  {subject  to  change  with- 
out notice).  Think  oxer  your  om/i  selling  and 
tramtng  problems — chances  are  that  movies 
can  help  solve  them  easily  and  effectively. 

Ask  your  Kodak  Audio-Visual  Dealer  for 
a  free  demonstration.  No  obligation.  Or 
mail  the  coupon  for  full  details. 


I 

I     EASTMAN  KODAK  COMPANY,  Depf.  8-V,  Rochester  4,  N.  Y. 

'  please  send  me  the  name  af  nearest  Kodak  Audio-Visual  Dealer  and  complete  information  on 
I  equipment  checked:  Q  Kodascope  Pageant  16mm.  Sound  Projectors  Q  Cine-Kodak  Special  II 
'       Camera    Q  Kodak  High  Speed  Camera    Q  Kodak  Miniature  Cameras 


POSITION_ 
COMPANY. 

STREET 

CITY 
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NEW     YORK 


it. 

INFORMATION    PRODUCTIONS,    INC. 

.")  Kiisi  ;")7[h  .MrtTi.  Nfw  \iuk  -'1.  Nt-w    \iirk 
Phone:   El.clor;ido  5- 1 722 
Date  of  OrHani/ation:   I'.lfil 

Braiuh    Olliu's:    (il!l    VVt-M    .".Itli    Slrtit;     ItilMI 
Broadway:    ()3(l    Dili    Aviiuu-:     llj    \\■^•^l     l"iili 
Street.  New  Voik,   N.  \. 
I  lioinas  H.  WoK.  Pir.udi'iil 
Allrril    Hiiiuifield.    lice-President 
|;mR's  Muines,  Stvr\  aiul  Cyeatix'e  Head 
Robert  R.  Ciolliiison.  Editrtr-iii-Chiej 
Robert  \V.  Asnian.  Froduction  Manager 
DelK>rali  ^■ork.  Produiliun  Ai\i>ciale 

SER\'I(;ES:  Dotumciitary.  ediitational,  sales,  train- 
ing, public  rehitions  motion  [jittures.  slide  films. 
film  scripts,  T\'  commercials,  animation,  sound  re- 
cording. F.^CILiriES:  Fidl  facilities  for  editing, 
recording,  animation  ;)nd  (omplete  sound  record- 
ing studio. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOIION  I>K;11!RK,S:  Memo  To  it  Salestiiaii: 
llli^hway  Robbery  {New  V'ork  Good  Roads  .\ssoci- 
.ition);  This  is  Your  Stale  (New  York  State  De- 
p;irtment  of  Commerce):  Deiitscfiland.  Deutseh- 
laiid  (Certus  Films):  Lii>e  Music  (.-\merican  Feder- 
ation of  .\fusicians);  Heiin'  Lends  a  Hand  {Voung 
Republican  National  F'cderalion):  Power  and 
Parks  at  Niagara  Falls  (New  ^'ork  Slate  Power 
Authority):  Operation  Mano-I  (Standard  Oil.  New 
lersey).  TELE\'lSION  FILMS:  Wonders  of  the 
\ra  lontinuing  series  for  (Marine  Studios.  Marine- 
land.  Fla.):  America's  I-uture  (Advertising  Coun- 
cil): (Jmnibus  various  features  for  the  (Ford 
Foundation):  The  Search.  You  Are  There  and 
Conquest  of  the  Air   (CBS-TV  series). 

VICTOR   KAYFETZ   PRODUCTIONS,   INC. 

1780  Broadway.  New  ^■ork    If).  New   \ork 

Phone:  Circle  r)-483() 

Date  of  Organization:    1947 

Victor  Kayfetz.  Pres..  Executive  Producer 

Douglas  Baker.  Sales  Manager 

William  L.  Steinel.  Art  Director 

.\be  Blashko.  Animation  Director 

Robert  Cooke.  Mechanical  Production 

Superx'isor 
.Seymimr  Posner  and  .Muriel   Friedman. 

Production  Assistant}. 
Allan  P.  Snody.  P.  R..  l:il:tortal  Consulltnil 

SERX'ICES:  Motion  pictures  and  slidefilms.  spe- 
liali/ing  in  combining  live  cinematography  and 
various  types  ol  animation.  F.\CILITIES:  IlimmS: 
.S.inmi  equipment:  .'i.'Mnm  Eclair  Camerette,  Model 
L  DeBrie.  16mm  Camerette.  Cine  Special.  .Anima- 
tion stand,  Hinnn  ,1:  .S.')nun.  with  com|X)und  table. 
Screening  room,  .Moviola  editing  equipment,  dark- 
room, sound  et|uipinent.  location  lighting  equip- 
ment, etc. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOIION  PICU'RFS:  The  Last  Story,  Selling 
(iuide-Sleps  (Endicott  Johnvjn  Corp.):  Canted 
Deck  Operations  (U.S.  Na\y):  School  for  Skip- 
pers (Nal'l  .Assn.  ol  Engine  tc  Boat  .Mfrs.):  Three 
Pirates  Bold  (Nassau  Development  Board  of  the 
Bahamas).  SI.IDEFII.MS:  Tiilkini;  Plastics,  Plus 
tics  Is  Your  liusiness.  :ind  At  Home  with  Plasli(\ 
(.Society  of  The  Plastic  Industry):  Someone  Like 
Yrju,  and  Daisy  (Heifer  Project):  Public  Relations 
fs  Your  Job  (Union  Ca  bide  (t  Carbon— Bakclitc 
Division). 


HERBERT    KERKOW,    INC. 

ISd  l.isMigion  Avenue.  .Ni»    ^(llk    17.  N.  ^. 

I'lione:    Pl.a/:i    1-1833 

I),i((    111  Ol;;.irii/,iliiin:    1937 

llilliril    kcrkiiu.  Picsideut.   Iieii\uni 

Rnsemond    Kerkow,    Secretary 

SFR\'ICFS:  Production  from  origin:d  research  ii> 
finished  film.  Specialities:  Piddic  relations  films 
for  geneial  audiences,  educational  films  for 
schools.  I-'ACILI'lIES:  Soinid  Stage,  set  build- 
ing department,  projection,  sound  recording  and 
re-recording:  editing:  three  cameras  (Bell  1-  How- 
ell and  F.tlair  Camerette.  3,5nmi  and  Maurer 
Himiii). 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOI  ION  PICI  URES:  Xews  .Magazine  #50  (U. 
S.  fntoruKition  .Agency);  Xaval  Aviation  and  You. 
Underwater  Cutting  and  Welding,  Steimining  for 
Survival  and  Small  Craft  Safety    (U.  S.  Navy). 

Kling   Film   Productions 

Sevmoin     I  honipson.    10  K.  .'ilsi  Street.   New  A'ork 
22. 
(see  complete  listing  in  Chicago  area) 


.MERCIAES:  for  Cockfield.  Brown  (s-  Co..  Ltd. 
(.MolscMi's  .Ale-— C;;inad:i).  (iunningh:un  K:  Walsh, 
I..,       /I     L>.    \i    /■; — .- .V     IS**,...      \  .1 
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KNICKERBOCKER   PRODUCTIONS,   INC. 

ItiOO  Broadway.  New  York    10.   N.  V. 
Phone:   Circle  6-9850 
Date  of  Organization:    1947 
Howard  .A.  Lesser,  President 
Thomas  S.  Dignan,  Vice-President 
Mary  Aforrissey.  Secy.-Treas. 
-Agnes  Grant.  Asst.  Secy. 
Robert  B.  Betts.  .-Issociate  Producer 
Charles  R.  Senf.  Edit.  Chief 
Kennedy  Williams.  Snlr\  .Manager 

SER\'fCES:  Production  from  original  research  to 
finished  film:  specialties:  docimienlary.  education- 
al and  public  relations  nnjtion  jjictures  and  slide- 
films.  F.AC:it.l'f"IF'S:  Produition  equipment, 
editing  and   slidefilm   dep;(rtments. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOTION  PlCn TIRES:  Sociology,  series  of  6, 
(McGraw  Hill  Publishing  Co.):  Experiment  X 
(Commerce  International  Co.);  Integrating  the 
Office  for  Electronics  (.American  Management 
.Assoc):  The  MATS  Transport  Control  System 
(U.  S.  .Air  Force). 


■H- 


ROBERT   LAWRENCE   PRODUCTIONS,    INC. 

I IX  Wcvl   "ihh  Sueel.  New  ^.l^k    10.  N.  \. 
Phone;  JUdson  2-5242 
Date  of  Organization:    1952 
Robert    L.    Lawrence,   President 
Lcjuis  Mucciolo.   Vice  Pres.  in  Chg.  c>/ 

Studio  Operations 
Henry  Traiman,  Supeivising  Film  Editor 
I*hilip  Kornbliun.   Treasurer 
Ciabriel  Bayz.  Production  Supenii.wr 
Doris  Reichbart.  Production  Supervisor 
Barbara  C>ooper.  Costing  Director 

Sf^R\'ICES:  Produce  industrial  films,  sales  promo- 
tion films.  T.  \'.  programs.  T.  V.  commercials. 
FWCilLI'FII'lS:  .\ir-conditioned  soiuul  stage.  45  .\ 
60  leet.  editing  rooms,  screening  room.  c;irpenler 
shop,  prmhu  lion  nHu  es. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.\IO  I  ION  IMC  1  I'RtS:  Fastei  Sellinf^  Takes  Time 
Series  ol  lour  s:iles  training  films  —  Chrysler-Ply- 
mouth. Dodge-Plvmouth.  DeSoto-Plvmouth.  F'ord. 
(Conmiercial     CTCclit    Corporation),      TV    COM- 


ARTHUR    LODGE    PRODUCTIONS,    INC. 

55U   Fifth  .\\enue,   .New   \  oi  k  31).   .N.   \. 
Phones:   PLaza  7-3645:   PLaza  7-3949 
Dale  of  Organization:  October,   1953 
.\rthur  J.  Lodge.  Jr.,  President 

SI'R\'ICES:  Producers  of  industrial  and  educa- 
tional films.  TV^  ccjmmercials.  newsreels  and  film 
publicity  releases  for  TV  news  programs:  re-edit, 
rescript  and  re-score  industrials  for  unsponsored 
television  showings.  F.ACHJTIES:  Full  time 
camera,  editing  and  office  staff  plus  naticju-wide 
list  of  frequently-used  free  lance  cameramen.  F'uUy 
equijjped  cutting  rooms.  Music  and  effects  library. 
.Approximately  450.000  feet  of  widely  diversified 
stock  footage,  including  every  conceivable  type  of 
industrial  operation. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOTION  PICIURES:  IndustrmI  Research  - 
Key  to  Jobs  and  Progress  and  Good  Place  to  Work 
(N.AM);  Opportunities  Unlimited  (President's 
Committee  on  Emjjloyment  of  the  Physically  Han- 
dicapped). TELEVISION  FILMS:  Industry  on 
Parade  (NAM).  FILM  PUBLICITY  RELEASES: 
for  Merrill.  Lynch.  Pierce,  Fenner  and  Beane; 
Studebaker:  Studebaker-Packard:  and  Tobacco  Re- 
search Cc^uncil. 


•Sf 


LOUCKS   &    NORLING   STUDIOS,   INC. 

Ii4,')  W.  ynh  Street.  New  \  ui  k    III.   \.  \. 
Phone;   Circle  7-2366 
Date  of  Organization:   1923 
J.  A.  Norling.  President 
Hans  Tiesler.  Vice-President 

SERVICES:  Industrial,  job  and  sales  trainint;.  pub 
lie  relations,  educational.  Government  motion 
pictures  and  slidefilms.  FACILI 1  lES:  Studio 
ecpiipment  for  16mm  and  Somm  productions:  ani- 
mation, camera  and  art  departments;  three-di- 
mensional still  and  motion  pictures;  creative  staff 
including  artists,  photographers,  writers,  film  edi- 
tors, directors. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOI  ION  PlCrHRhS:  The  People  liehnid  Home 
Cable  (Rome  Cable  Corp.)  .-iluTniniuu  by  Revere 
(Revere  Copper  &:  Brass  Inc.);  (■.  S.  Xavy  Train- 
ing Films  (U.  S.  Navy).  TV  COMMERCIALS: 
for  Gillette.  Goodyear  and  Simplicity. 


LUX-BRILL    PRODUCTIONS,    INC. 

'MS  I.i\ingsion  Siiiti,    Bmuklui    17.   N.  V. 

Phone:  ULster  8  ')H2() 

Date  of  Organi/ntion;    1930 

Richard  S.  Dubelman.  Client  Liar\nn  and 

Production  Superx'isor 
Herbert  D.  Brown.  Studio  Manager 

SFR\'K;ES:  Complete  produition  of  live  and/or 
animated  motion  pillure^  and  slidefdm  from  idea 
to  stage  to  screen  stage.  Editing  and  re-editing 
(onipanv  films;  distribution  of  sponsored  fdms; 
intei;ration  of  motion  pictures  and  live  television: 
all  tvpes  of  rear  projection  pholographv  int hiding 
photography   of   Cellomaiic    projection.     EACILI 
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LUX-BRILL  PRODUCTIONS:  CONTINUED 

riES:  Coinijlctc  animation  department;  fully 
equipiJed  stmlio  for  live  shooting;  location  equip- 
ment; oditino;  and  screening  rooms:  complete 
creali\e  and   let  linital   stall. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MO  I  ION  I'lCllRES:  The  Good  Humor  Slory 
(Good  Muiiior  Ciorporation):  .iilveiiliire  in  Li- 
noleum (Arntstrong  Cork  Company);  Spin  Fishing 
(Airex  I)iv.  of  Lionel):  Rolliiisi  (Jul  a  Barrel 
(F.  it  M.  Schaefer  Brewing  Co.).  TELEVISION 
FILMS:  Manhnlinn  Sliirl  Tale  (Manhattan  Shirt 
Company).  TV  CO.MMERCIALS:  for  United 
Hospital  Finid.  National  Epilepsy  League,  U.S. 
\ir  Force  Reserve.  Waring  Products  Corporation, 
Scrvel.  Inc..  Colonial  Airlines,  Pabst  Blue  Rib- 
bon, Prudential  Insurance  Co.  of  .\merica  and  all 
commercials  lor  CBS  You  Are  There  show  on  net- 
work. 


MARATHON   TV    NEWSREEL,    INC. 

Ill  Last  I'.Hli  Street,  New  \ork  17.  New  'i  ork 

Phone:  WUrray  Hill  8-0985 

Date  of  Organization:   1948 

Konstantin  Kaiser.  President  k  Exec.  Producer 

Kenneth    BaUlwin,    I'ice-PresidenI    and    Sufier- 

x'isor    ttj    Production 
Lee  Marcus,  Distribution  Manager  and  F.xecu- 

live  Assistant 

SERVIC:ES:  Public  information  films,  world-wide 
news  scr\ice.  film  editing,  stock  shots,  etc.  FA- 
CIEI LIES:  CJomplete  16mm  and  35mm  produc- 
tion and  editing  facilities. 

RECENT       PRODUCTIONS      AND      SPONSORS 

.MOTION  I'ICTL'RES:  The  Mailed  l-isl  {.\V.¥  In- 
dustries, Inc.);  Cross  Talk  (National  Broadcasting 
C^onipany):  Talgo  Train  (N.  Y.,  New  Haven  & 
Hartlord  Railroad);  Mohilgas  Economy  Run  (So- 
cony-Vacuum  Oil  Company);  The  Glass  Bank 
(Manufacturers  Trust  Company). 


^ 
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MASTER   VIDEO   SYSTEMS,    INC. 
Film   &   Production   Division 

:i7   West   j^ird  Strt'Ct.   New  \ork.   New   York. 

Phone:  }V  2-1622 

Date  of  Organization;    1950 

A.   J.  Moxham,  President 

W.   E.  Lut7.    Vice-President 

La^vrcnce  Crolius.  Executive  Director  Film  ami 

Production  Dii'ision 
Joseph  W.  Ashman.  Film  and  Closed  Circuit  TV 

Sales 

SERVICES:  Producers  of  motion  pictures;  indus- 
trial, travel,  television  programs:  closed  circuit 
tclc\  ision  programs  and  installations;  slide  films, 
FACILITIES:  Complete  motion  picture,  closed 
circuit  TV. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOriON  PlCri'RES:  The  Great  Xew  South, 
Caribbean  Souvenirs  (Delta  -  CkS  Air  Lines); 
lirushes  for  Beauty  (American  Brush  Manufac- 
turers Association);  Time  for  a  Change  (American 
Airlines).  SLIDEFILMS:  Facts  About  Xylon  (E.  I. 
duPont  de  Xemours). 

Your  Dependable   Reference   Source 

■^  I'rotliK  ITS  wliose  listinyis  appear  in  this  section 
ha\e  \oluntariiy  supplied  the  minimum  client  and 
film  references  for  your  reference  use.  Five  busi- 
ness-sponsored motion  picture  or  slidefilms  arc  the 
minimum  requested  for  an  unqualified  listing. 


MPO   PRODUCTIONS,    INC. 

I,')   F.  j^ird  SuecL,   \eu    York  '2\1.  \.   Y. 
Phone:  MUrray  Hill  8-7830 

Date  of  Organization:    1946 

Judd  L.  Pollock,  President  and  Treasurer 

Lawrence  E.  Madison.   Vice-President 

Stanley  Resor.  Secretary 

,\rnold  Kaiser,  Comptroller 

Ira  Marvin.  Production  Manager 

Jack  Berth,  Sales  and  Promotion  Mgr. 

Branch  Offices:  Chicago:  B.  N.  Darling.  919 
No.  Michigan  Ave..  Phone  MOhawk  4-3450. 
Pittsburgh:  William  Henning.  501  Berger  Bldg.. 
Phone:  COurt  1-2588. 

SERX'ICES:  Complete  production  of  films  for  sales 
jjromotion  and  training;  public  relations;  infor- 
mation and  training  fihns  for  U.S.  forces  and  gov't 
.igenties:  color  spcjrtsmen's  and  conser\ation  films. 
Distribution  service  to  TV  stations,  club  groups, 
schools,  etc.  FACILITIES:  16mm  and  35nun  cam- 
eras, lighting,  sound  truck,  camera  cars.  etc.  Reeves 
sound  recorder.  Cutting  and  projection  rooms. 

RECENT       PRODUCTIONS       AND       SPONSORS 

\l()  I  ION  J'lC  1  I'RFS;  The  J'aliant  Heaii  {  Xmcri 
can  Heart  .Xssociation  and  E.  R.  Scjuibb):  Here- 
ford Heritage  (American  Hereford  Association): 
The  Town  That  Came  Back  (Ford  Motor  Com- 
pany): The  \eit>  Mobil  Premier  Tire  (.Socony- 
\'acuum);  Milk  for  the  City  (H.  P.  Hcxid  X:  Sons); 
Fxit  (Irasshoppers  and  Corn's  Hidden  Enemy 
(Shell  Chemical  Corp.);  Monsanto  '5-/  (Monsanto 
Chemic  al  CIo.);  Your  Voice  Is  You  (New  York 
lelephone  Co.):  Your  Living  Heritage  (Naticjnal 
Audubon  Society):  Exhibition  Shooting  (Reming- 
ton Arms  Co.);  White  Thunder  (Ford  Motor  (>).); 
Brii^ht    riii/josr  and  All   Star   Team     (I'.S.   Army). 


^ 


OWEN   MURPHY   PRODUCTIONS,    INC. 

723  Seventh  .\\enue.  New  York   19.  \e\v  ^'ork 
Phone:  PLaza  7-8144 

Date  of  Organization;  1946 

Owen   Murphv.   President  and  Exec.   Producer 

Charles  L.  Turner,   Vice-Pres.   Chg.  of  Prod. 

Elwood  .Siegel.  Secty.-Treas.  and  Gen.  Mgr. 

Edward  F.  Boughton.  Chief  Editorial  Dept. 

Charles  Stuart.  .-Issociate  Producer 

Walter  Earle^■.  Pittsburgh  Representative 

SERVICES:  Motion  pictures  for  industry  and  tele- 
vision; complete  production;  scripts,  cinema- 
tography, editorial,  recording;  live  and  animation. 
Special  editorial  service  for  industrial  photo- 
graphic departments.  F.^CILITIES;  Full  produc- 
tion facilities  including  35mm  S:  Ifimm  cameras; 
lighting  etjuipment;  magnetic  sound  recorders; 
mobile  location  unit;  cutting  rooms;  recording 
room  and  insert  stage.  Permanent  creative  staff- 
writers,   directors,   cameramen,   editors  and  super- 


RECENT  PRODUCTIONS  AND  SPONSORS 
.MOTION  PICTURES:  Back  on  the  Right  Track. 
The  Palatka  Tests.  Xeiier  Lose  a  Customer  and 
The  Most  Sensational  Tire  Test  in  History  (The 
Firestone  Tire  k  Rubber  Co.);  Life  Lines  (Ameri- 
can Telephone  it  Telegraph  Co.);  March  of  Ma- 
chinery and  Grassland  Xewsreel  (New  Holland 
Afachine  Co.);  The  Solar  Battery  (Bell  Labora- 
tory).    TV  COMMERCI.\LS;  for  Firestone,  Life, 


.\  T  &  T.  Rise.  White  Rock,  Southern  Bell.  Pall 
\fall.  .Mlstate,  HO  fnstant  Cereal,  Post  Krispies 
;)nd  otiiers. 

STANLEY   NEAL   PRODUCTIONS,   INC. 

475  Fifth  .\venue.  New  York,  N.  V, 
Phone;   .MUrray  Hill  3-6396 
Date  of  Organization:  1936 

Sales    Offices:    203    .Mien    Paris    Bldg..    Beverly 
Hills.   Calif.,    Phone:    CRestvicw   5-5215,   Sobey 
Atartin,    V.P.:    1809   Tribune   Tower,    Chicago, 
III..  Phone:  WHitehall  4-3630.  Robert  B.  Cum- 
ming.    Sales     Mgr.:     1420    Walnut    St.,     Phila- 
delphia.    Pa.,      Phone:      PEnnypacker     5-6135, 
H;u"rison  \\'.  \Vood,  Sales  Mgr.;  Minisey  Bldg., 
Washington,    D,    C,    Phone:    STcrling    309i8, 
.\.  .\.  Ulin,  Sis.  Rep, 
Donald  J.  Lane,  President 
Charles  W,  Cromer,  Executive   l'ice-Pre.sident 
S<jbey   .Martin,    1'ice-President,   Cliarge   of 

Production 
Edith  Miirtin.  Creative  Head 

SERV1C:ES:  C^omplete  motion  jjictme  and  sound 
slitlefilm  production;  scripts,  counsel  on  scripts 
;intl  production,  film  editing  and  sounding.  ]6mui, 
35nmi,  color  and  black  and  white,  F.XCILITIES: 
Ollices.  cutting  rooms  and  projection  rooms  in 
New  \'ork  and  Hollywood.  Sales  offices  and  screen- 
ing rooms  in  New  York,  Chicago.  Hollvwood, 
Philadelphia  and  Washington. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MO  I'lOX  PICT  TIRES:  Backyard  Barbecue  (U.,S. 
Brewers  Foundation):  Better  Living  by  Better  Buy- 
ing (.X.B.C,  League);  Unseen  E.nem\  (Geigy 
Chemicals  Corp).  TELEVISION  FILMS:  Co-op 
Sliopping  Cuitle  TV  Pro.gram.  13  of  series  of  52 
15-minute  TV  program    (.A. B.C.   League). 

New  World  Productions 

P.  Robinson,  49  W.  12th  St.,  New  York  City. 
(see  comjjlete  listing  in  Los  .\ngeles  are;i) 

Sam  Orleans  &  Associates,  Inc. 

Branch   sales  office  recentiv   opened   at   550    Filth 
.Avenue,  New^  Y'ork  City, 
(see  complete  listing  in  Tennessee  area) 

THE   PATHESCOPE   COMPANY 
OF    AMERICA,    INC. 

(Pathescope   Productions) 

580  Filth    \\ciuif,   .New   ^  ork,   \.  \. 

Office  Phone:   PL:i/a  7-52011 

Studio:  21-29  45th  Rd..  Long  Island  City.  N.  Y. 

Studio  Phone;  STillwell  4-3053 

Dale  of  Or.ganization:  1914 

Edward   J.  Lamm,  President 

William  M.  Nelson,  Executive  Producer 

James  Pierce,  Production   Control 

Rogers  Keene.  Chief  of  Studio  Prodiution 

SI-;R\'1CES:  Research  production  and  distribution 
of  public,  industrial  relations,  sales  and  job  train- 
ing and  educational  motion  pictures  and  film 
strips;  training  films  for  L^.S.  .Armed  Fortes  and 
tele\'ision  commercials  and  programs.  F.ACI  LI- 
TIES:  Studio  with  completely  sound  proofed  shoot- 
ing stage,  full  complement  of  lighting  etiuipment, 
sound  room,  svnchronous  tape  equipment  includ- 
ing studio  microphone  boom.  Backgroimd  projec- 
tion imit  ;md  process  screen.  Carpentr\'  and  paint 
shops,  make-up  room,  dressing  rooms  and  prop 
rooms.  Editing  and  projection  equi]>ment,  16  S: 
35mm  f;K  ilities. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOTION  PICTURES:  The  Animal  Fair  (3  ad- 
ditional films  to  this  series  for  (Lederle  Labs.  Div,, 

(LISTINGS  CONTINUED  ON  FOLLOWING  PAGE) 
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NEW     YORK 


PATHESCOPE  PRODUCTIONS:  CONTINUED 

AiiK-iu.m  (i\.in.iiiiu{  (!<>.);  lit-lr^ioits  Si-iit's  (clc'\fii 
.id mill,  films  .intl  twi>  1.')  luiii.  (ilins  for  ( 1  lu'  Rcvci- 
cnd  Onil  Roberts).  .Mso  ilinc  films  pioducccl  in 
Jordan.  /\sia  for  The  Reverend  Oral  Roberts: 
Military  Sea  Trims jjotlalion  Srn'ice  (two  films) 
for  the  U.  -S.  Na\  y:  I'miy  llildi  (for  Ciirliss  Candy 
Company).  .SLII)i:FIl..M.S:  jnmlimce  and  Sure 
jell  Magic  (General  foods  Corp.):  Etiquette  Series 
\o.  ■/  (MrGraw-Hill  Hook  Company.  TV  COM- 
\fERCl.\LS:  for  I.edcrle  I.abs.  Oiv..  East  Ofiio 
(;as.  Ma/ola.  Q.T.  .Snow  VVliip.  Q.T.  Instant 
I'rosting.  Carrier  .Mr  Conditionini;.  G.  \\'a5liing. 
ton  Coffee— produced  for  advertising  agencies: 
Clonklin  Mann  &  Son:  C.  L.  Miller  Company: 
N.  W.  .Ayer:  Ketchum.  MacLeod  S;  Grove.  Inc.: 
C:iiarles  W.  Hoyt  Company. 

M, 

PELICAN   FILMS,   INC. 

41  West  47th  St..  New  \ork  .Sli.  New  'S'ork 

Phone:  Circle  617.'>1 

Date  of  Organization:    lf);")4 

Joe  Dunford.  Pres.,  iu  Charge  ul  I'lndudion 

Jack  Zander,  Director  of  Animation 

Elliott  Baker.   WrilerDirector 

SERVICES:  I6mm  :inil  ri.'mnii  motion  pictures, 
live  action  ami  :inini;iiion  :incl  sonnd  slidcfilms. 
I'ACILn'IES:  Cjiniplcte  iiioiidii  pKime.  anima- 
tion and  slidefilni  stall 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOTION  PICTURES:  truest  Jones.  D.U.A.  (U. 
S.  .Army  Reserve):  Tlie  Perils  of  Lurine  (Pepsi- 
Cola  Company):  Detergent  Action  (California 
Texas  Oil  Co..'  Ltd.):  .SLIDEFILMS:  A  Tour  of 
Confidence  and  The  Dream  of  Charley  Boggs 
(General  Electric  Company).  TV  COMMER- 
CI.\LS:  for  Robert  Hall  Clothes.  Fresh  Cream 
Deodorant.  U.  S.  Olympic  Fund.  Clorets.  Post 
Ciereals,  Tip-Top  Bread  and  Camel  Cigarettes. 

ROY   PINNEY   PRODUCTIONS,   INC. 

19  East  .57th  Street.  New  \  ork  .'i.  New   Vmk 

Phone:    PLaza  3-3111 

Date  of  Organization:   Oaober,   101(3 

Roy  Pinney.  President 

Doris  Pinney.  Treasinrr 

Walter  Kienzle.  Production  Manager 

Mmiel  Janco.  Secretary 

William  Ward  Beechcr.  Art  Director 

EvoJyn  Berl,  Sales  Manager 

SERVICES:  Motion  pictures,  including  films 
for  television.  F.XCII.IFIES:  Cioniplete  camera, 
sound  and  lighting  e<|uipnicrii  l.ir  studio  and  loca- 
tion  jjhotography. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MO  I  ION  PIC  I  IRIS:  /,,/■,  (,o  to  Colombia 
(C;overnmcnt  of  Colombia):  Lets'  Go  to  Peru 
(Panag'ra  .Airlines):  The  llaby  (Gerber's  Babv 
Foods).  TELEVISION  FIL.MS:  Our  Vanishing 
Hildlile  (PhotoLibrary-TV  series).  TV  CO^I- 
MERCI.-\LS:  for  .American  .\irlincs   (Mexico). 

Polaris  Pictures,   Inc. 

Marcel  Leduc,    133   E.  ."iliii   Street.   New  York   22. 
(sec  complete  listing  in  Los  .\ngeles  area) 

Princeton  Film  Center,  Inc. 

Bradford   Cross,    27(1   Park    Ave..    New   \ork   Citv. 
Phone:    PLa/a   5-1)322. 
(see  complete  listing  undn   I'liruiicm,  N.   |.) 
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ROBERT    YARNALL    RICHIE 
PRODUCTIONS,    INC. 

'I  West  lilsi  Street.  New  \i>y\.  2.1,  X.  V. 

Phone:   Circle  fi-0191 

Date  of  Organization:   I<.I39 

Branch:  CJnlf  Coast  Films,  liu,.  Oil  ,V-  (..is  lildg., 

Houston.  Texas.  PIkjuc:   lilatksione  .'j!71. 

Robert  V:n-nall  Richie.  President 

V.  William  BrvaiU.  Jr..   VicePres.  It  Prod.  Mgr. 

Rotjcrt  \'.  .\.  Benner.  I'ice-Pres.  in  Charge 

of  Sales 
Virginia  (',.  Richie,  Treiisiner 
Eleanor  I).  I-ionnnelt,  Secrelaiy 

-SER\'I(^E.S:  .Motion  pictme  prodiution.  television 
—industrial,  docmnentarv.  Kimm  and  3.')nnn  bhu  k 
and  white  and  color:  slide-motion:  strip  film: 
scripts  and  story  board  treatments.  Counsel  on 
film  production  and  distril)iition.  F.XCILII  IIvS: 
Completely  self-etjuipped  for  ;ill  ph;ises  of  motion 
picture  pfiotography:  empfoying  Mitctiell  cameras. 
Magnicorder  sound  on  location:  shooting  stage  for 
sets  and  special  effects.  Oimpfete  tigliting  for 
large  industrial  interiors:  location  truck.  The  com- 
pany operates  its  own  aircraft— Beechcraft  Bonanzii 
— for  complete  llexiljilitv  ol  persimnef  ;nul  ecpn'p- 
ment. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOTION  PfC;irRtS:  ll/,,/i  the  (.usioniei  .Vns 
"Knoci!"  (E.  I.  duPont  de  Nemours  &  Co..  Inc.); 
Offshore  (J.  Ray  McDermott  &  Co..  Inc.);  Wel- 
come to  Hercules  (Hercules  Powder  Co.);  Radar 
Truffle  Control  (Eastern  Industries.  Inc.).  TELE- 
\  ISION  FILM:  (U.  .S.  .Steel).  TV  COMMER- 
CI.ALS:    (U.  S.  Steel  Cor|)or:iiion). 


it. 

R.K.O.   PATHE,   INC. 

127U  .Avenue  of  -Americas.  New  York  20.  N.  \. 

Phone:  JUdson  6-5050 

Studio:   105  East  106th  St..  New  York.  N.  Y. 

Phone:  S.Acramento  2-2600 

RKO  Radio  Studios.  Los  .Angeles.  Cal. 

RKO-Pathe  Studios.  Culver  City.   Cal. 

Date  of  Organization:   1931 

|av  Bonafield.  Executn>e   J'ice-President 

Douglas  Travers.  Vice-President. 

Charge  of  Production 
Sidney  Kramer.  General  Sulcs  .Manager 

SERA'ICES:  Industrial  motion  pictures:  television 
film  programs  and  commerciais;  theatrical  sftort 
subjects:  features.  F.ACILII  lES:  Compfete  siu 
dio  facilities  with  sound  for  both  35  &:  l(>nmi  .md 
permanent  (re:itive  staffs  in  New  York  anti  Hoffy- 
wf>od. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOTION  PICllRES:  The  Eager  Minds  (l.igius 
f)iamond  Jubilee  Committee):  ]yhite  Tailed  Bitik 
((Jlin  -Mathieson  Cfiemical  (Corporation):  Robert 
Q.  Lewis  (Johnson's  Wax):  Flight  to  the  Sun 
Country  (T.  W.  .A.):  Fast  Freight  (.Association  of 
.American  Railroads). 


LOUIS    de    ROCHEMONT    ASSOCIATES 

3H(I  .Madisrm  .\vcnut.  New  \.)rk.  New  ^  ork 

Phone:  OX  7-0350 

Date  of  Organization:    194H 

Louis  de  Rot  hemont.  F.xci  iitivr  Punliiier 

F,  Borden  .Mace.  President 

rhonias  Orchard,  .-tssociate  Pmduier 

I.'>t!i.n    Wdllf.  .-issocinte  Producer 

Nf.irtin    I    \f:iloney.  General  Manager 


SERVICES:  I  fieatrical.  industrial,  educational  :inil 
television  motion  pictures.  F'.ACILiril'S:  Full 
line  ol  35mm  and  Kimm  sound  motion  pitture 
equipment,  lighting  etpiipment  ;nid  tutting  rooms. 
Cic.itivc   .Old    p)i)du(  tioi)   si, ids 

RECENT  PRODUCTIONS  AND  SPONSORS 
.\IOIION  PKMl'RES:  Cineraniu  Holiday  (Stan- 
ley Warner  Cinennna  CJorp.):  Animal  Farm  (RD- 
DR  Corp.):  Our  Times  (L  de  R  CCorp,):  The 
Obedient  Rebel  (Lutheran  Church  Protluctions). 
I'ELEVISION  FILMS:  Words  That  Shafied  tli. 
World   (The  Duke  Fund). 


4f 


LESLIE   ROUSH   PRODUCTIONS,    INC. 

l:i()  ll.Mi.ks  k.,.,.l.  Mill... 1. 1    l„  I..  \.  v 
Pfione:   Pioneer  2-ISf30 
Date  of  Incorporation:    1944 
Leslie  .M.  Roush.  President 
Jules  K.  .Sindit.  Vice-President 

SER\'ICES:  Industrial  ;ind  commercial  motion  pic- 
tures,   sound    slidefilnis.    film-o-graphs.     I  \'    com- 
mercials ;md  progr;uns.  animation.  .Also  \'itarama. 
the  large-screen  presentation  of  registered  slides  in 
panorama,    i.e..   the   still   picture   version   of   C;ine-      f 
rama.     FACILITIES:  Ctmiplete  sound  studios  and       ' 
shops  in   .Mineola.  L.   I.  Cameras,  both    Ilinini  ;!nd 
35nun.     complete     camera     etjuipment     including       ' 
dollies    and    track    plus    all    necessary    lights    and 
stands:    magnetic   recording  e(|uipment:    Vitarama 
screening  room  and  projectors  at  studio  plus  16mm 
screening  and  cutting  rooms  in  New  ^'ork  Calv. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MO'FION  l'fC:irRES:  \'itaram:i  Siiow  (Sea- 
gram Distillers  Corp.):  U.  S.  Navy  Training  films 
(restricted  subjects)  (U.S.  Navy);  What  Makes  a 
Boy  (United  States  Rubber  Co.).  TEI.EXISION 
CO.M.MERCIALS  for  AT.tT.  NBC.  etc. 


Roland   Reed   Productions,   Inc. 

Hampii>n  Hciwaicl.  \'ic  e  f'resideni  .Sales.  342  Madi- 
son .\venue.  New  \iiik,  .\.  \.  Phone:  .Ml'rrav 
Hill  7-10()5. 

Ross  Roy,   Inc. 

AVilliam  M.  Ziegler.  Jr..  V.  P.. 122  East  42nd  Street. 
New   York    17.    Phone:    MUrrav    Hill    7-2944. 
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SARRA,    INCORPORATED 

2011  W  ,   'ililh   Street,   \lu    \.iik  22. 
Phone:  MUrray  Hill  S-0085 
Valentino  Sarra.  President 
.Morris  Behrend.  General  Manager 

F.VCILl'I  lES:  Full  stall  for  production  located  at 
New  \'ork  studios.  F'or  detiiiled  description  of  Sarra 
services  and  other  facilities  see  complete  listing 
under  C:hicago  .Area. 
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SCIENCE   PICTURES,   INC. 

5  E.  57th  Street.  Niu   ^  ork  22,  N.  ^. 

Phone:  PLa/a  9-H(i2(l 

Date  of  Organization:    I91(i 

Branch:   1737  "H"  St.  N.W.  Wiishinginn  6,  D.C. 

Ca>niact:  Sidney  .\.  (ierbich 

Phone:   Executive  3-1092 

iTiintis  C.  Thayer.  President 

Rene  Bras.  Director 

Arthur  Wright.  Ptodin  ttoii  .Miinager 

]ohri    Tluiver.  Siilr\  .Manager 

RoliiM  Collins,. Ti,  duel  Film  Editor 

SER\'ICES:  Production  of  fthmn  and  35mm  color 
:incl  bK;w  motion  pictures,  motion  slidefilms  :ind 
fihnsirips:  wide  experience  in  industrial,  documen- 
tarv     and     meclic:il     films.      FACILIIIFS:     .Sound 
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SCIENCE    PICTURES,     INC.:    CONTINUED 

stage,  m.igiieiic  lapc  retording.  16iTim  and  35mm 
animation   stands,   art   and   title   department,    cut- 

tini;  ro(iiiis,  proj((  liiin  theatre. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOIION  PICTl'RE.S:  A  Xict-  Place  to  Visit 
(C.K.S.):  A  Sew  Uothl  of  Chemistry  (Rcichhold 
Chemitals.  Inc.):  /;)  the  Chifts  (Chase  Brass  & 
Copper  C;o.):  A  Ship  Is  Born  (Cities  Service  Co.): 
Print tples  of  Hespiriitorx  Mechaiiits  (Nation;d 
Foundation  lor  Inf:intile  Paralysis). 

ALAN   SHILIN   PRODUCTIONS,   INC. 

450  AVest  ."jfith  Street.  New  \nV.   W.  \.  V. 

Phone:  PLaza  71270 

Date  of  Organization:   March.   iy50 

.Alan  Shilin.  President  &  Executive  Producer 

Toge  Fujihira.  Motion  Picture  Photography 

Benedict  Cantesano.  Director  of  Film 

Operations 
Ravmond  Pi|)pitt.  Director  of  Film  Library 
Lucille  Tanguay.  Director  of  Film  Distribution 
Ruth  Shilin.  Research  and  Special  Projects 

SER\'IC:ES:  Production  of  16mm  and  35nmi  mo- 
tion pictures  and  slide  films  for  public  relations. 
Film  seriicing  and  television  distribution.  Non- 
the:(tri(al  tlistribution  of  our  own  films  only. 
FACULII  IFS:  Completely  equipped  for  motion 
picture  and  film  strip  production  together  with 
film  ser\icing  ;ind   chsiribiition, 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOIION  PlC;riRES:  Song  of  the  Feathered 
Serpent  .  (P.  Lorillard  Company):  Lady  of  the 
Land  ('The  Kroger  Ciompany):  Gift  of  the  Gods 
(Tea  Clouiuil  ol  the  I'.S.A):  A  Day  With  Delia 
(The  Philippine  .Manufacturing  Co.):  Village  of 
the  Poor  (National  Council  ol  Churches):  Su- 
sliila's  Pilgrimage  (The  Covernment  of  Ceylon): 
For  the  Whole  Child  (The  Episcopal  Church): 
The  Life  in  My  Hands  (The  .\merican  Leprosy 
Mission):    Saturday   in    Honolulu     (Carlin    Films). 

CHARLES    E.    SKINNER    PRODUCTIONS 

llillll  H^.,Hlw,l^,  .\cu   \oik.  X.  \. 
Phone:  CTrcle  6-t)m5 
Date  ol  Organization:  .\pril.  1!I51 
Charles  E.  Skinner,  President, 

Exec.  Prod,  ft  Dir. 
Raymond   |.  Rand.  General  Mgr.. 

.-Issociiile  Producer 
Hc)u;ird  lihickmore.  Sales  Manager 

SER\ICES:  Color  and  b&w  35mm  and  16mm 
films  for  T\'.  non-theatrical  and  theatrical  release. 
Contract  producing  to  the  trade.  U.  S.  distribution 
facilities,  slide  films.  TV  spots.  F.\CILITIES: 
Production  stage  facilities  available  in  New  York. 
Hollyivood,  Detroit,  Miami  and  Montreal,  Canada. 

RECENT       PRODUCTIONS      AND       SPONSORS 

MOIIOX  I'lCURES;  Welcome  Chief.  Progress 
Report  and  Annual  Report  (National  Distiller 
C:orp.):  Xozr  You  Can  D-'-l  -n-'  Dialing  Tips 
(American  Telephone  &  Telegraph). 

FLETCHER   SMITH    STUDIOS,    INC. 

yi\  E.  Mih  Street.  New  Y.irk   17.  \-  ^. 

Phone:   Ml'rray  Hill  5-yOlO 

Date  of  Organization:  1931 

Fletcher  Smith.  President 

Ciharlcs  H.  .Schettler.  Vice-President 

I^eter    Cialdera.    Secretary-Treasurer 

SER\'ICES:  .Motion  pictures:  sildefilms:  slides:  ani- 
mation: recording  and  mixing:  editing:  TV  spots 
and   shows:   specializing  in   sales  promotion.     t.\- 


CILITIES:  50'  x  70'  sound  stag.-.  co::i_  1  te  !:■  In 
ing.  animation  and  editing  equipment.  Complete 
35mm  and  Hinmi  camera  equipment,  three  I6mm 
Maurer  c;imera  units  and  master  control  iniit  for 
multiple  camera  technique  of  shooting  T\'  shows, 
projection  room,  art  and  animation  de|iartnient. 
title  printing  department,  recording  and  mixing 
on    16nnn  tajie.   Rear  jjrojection   for  backgroimds. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOIION  I'K.IIRES:  Modern  .\l,i,  tiiiirs  /.„ 
Streamlining  Office  Work;  The  Meter  Business 
Has  to  Live  in  the  Future:  A  Salesman's  Dream: 
Lifeline  .-i :  Xeiv  Development  of  the  .Mechanics 
of  Pafier  Work:  Motor  Circuit  Sieeepstake  .Meeting: 
Reliability  .-{.ssured:  Your  Best  Buy  in  Instrument 
Transformers:  Protection  .-{.isured  (Westinghouse 
Electric  Corp.):  Easy  to  See.  The  1955  G£  TV 
Line  and  The  105  5  GE  Radio  Line  (General  Elec- 
tric Co.):  Hon'  Governors  JVork  (LI.S.  Navy). 
TELE\'IS10N  C:OM.MERC;iALS:  for  E  It  |  Gallo 
AVinery     (Gallo    Wines).    F.    W.    Fitch    Companv 

(Ideal  Hair  Ionic  It  Fitch  Shampoo).  B.  1.  Bab- 
bitt. Inc.  (Glim).  Metro-Goldwyn  .Maver  (Execu- 
tive  Suite   and   Athena).   West    End    Brewing   Cu. 

(L'tiea  Club  Beer).  General  Motors  (Oldsmobilc). 
.\mana  Refrigeration.  Inc.  (.Aniana  Freezers). 
Quality  Bakers  of  .\merica  (Holsuni  Bread.  Yum 
Yum  Bread.  Schmidt's  Blue  Ribljou  Bre:Kl  !t  Sun- 
beam Bread). 


SOUND   MASTERS,    INC. 

165  West   Huh  Street.  NeM  \.irk  36.  N.  Y. 

Phone:  PLaza  7-66IHI 

Date  of  Organization:    1937 

W.  F'rench  Githens.  Chairman 

Harold  E.  Wondsel.  President 

Francis  Carter  Wood,  Jr..   Vice-Pres.  and  Seity. 

Frank  Donoxan.   Vice-President 

Walter  KuIIberg.  Treasurer 

John  T.  Dunphy.  TV  Exec.  Producer 

Roy  Gibson.  Writer-Director 

John  Tobin.  Producer-Director 

Robert  Rosien.  Recording  Engineer 

SER\IC:ES:  Production  of  motion  pictures  for 
theatrical  and  industrial  use:  sales,  public  rela- 
tions and  training  films:  TV  subjects  and  spots: 
slide  films:  editorial,  clubbing,  and  recording  serv- 
ices. F.AC:il.rriES:  .Sound  stage  fully  equipped 
with  35inm  and  16mm  cameras,  complete  lighting 
equipment:  sound  recording  facilities  and  dolh. 
high  speed  slow  mention  cameras  and  sound  equip- 
ment for  location  use.  Two  recording  studios  lullv 
equipped  with  .35mm  and  16mm  optical  tracks. 
16mm  and  1/;,"  tape  recording.  Projection  facilities 
for  35mm  and  1 6mm  interlock.  Four  cutting  rooms 
fully  equipped  with  Moviolas  and  sound  readers 
for  film  .iiul  t.ipe. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOTfON  PICTURES:  G  .M.  .Motorama  at  Wal- 
dorf l')55.  ABC   of  Jet  Propulsion.   Going  Places 

(General  Motors  Corp.):  Highlight  Styling  (II.  S. 
Rubber    Corp.):     The    Big    Test.    Foneard    Look 

(Chrysler  Corp.):  Cable  Damage  (.American  Tele- 
phone S:  telegraph  Corp.):  Training  Films  (U.S. 
Navy):  Prepare  Through  Education  (U.S.  .\rmv): 
Showman  Shooter  (Olin  Mathieson  Chemical 
Corp.):  Sfmrting  Goods  Manufacture  (.\.  G.  Spald- 
ing &  Bros.).  TELEVISION  FILMS:  Shooting 
Safety  (Sportsmen's  Ser\ice  Bureau).  TV  CO.M- 
MERCI.\LS:  for  General  Motors  Corp..  .\lumi- 
mnn  C;ompan\  of  .\merica.  Plymouth  Division  of 
Cluysler  Corp..  The  Borden  Company.  Chrvsler 
Corp..  Boyle  Midway.  Inc..  .Amana  Products  Corp.. 
Cott  Beverage  Corp..  Chrysler  Corp.  —  Dodge, 
Chrysler  Corp.  —  DeSoto. 


^ 


HENRY   STRAUSS   &   CO.,   INC. 

668  Fifth  .\ venue.  New  York  36.  New   \ork 
Phone:   PLaza   1-3290 
Date  of  Organization:   1951 
Henry  Strauss,  Executive  Producer 
A\'alter  Raft,   Vice-Pre.sident  in  Charge  of 

Production 
Robert  Wilmot.   Vice-President  in  Charge  of 

.Motion  Picture  Direction 
Jerry  .\lden.  Story  Editor 
.Marvin  Dreyer.  Production  Superi'isor 
\\'illiam  Hagens.   Training  Coordinator 
John  von  .Arnold.  Media  Development 
-Anne  Payd(3.  .idministration   Coordinator 
Julian  Townsend.  Editing 
Barbara  Foerst.  Distribution 

SERVICES:  Employee  attitude  development:  su- 
pervisory )t  start  training:  community,  customer, 
public  It  industrial  relations:  sales  programming: 
internal  communications  through  the  medium  of 
motion  pictures:  slidefilms  !t  cartoons:  printed 
&  recorded  material:  training  courses  and  guides; 
and  other  coordinated  communications  tools.  F.A- 
ClLniES:  All  facilities  necessary  for  research, 
planning,  programming,  creation  and  production. 

RECENT  PRODUCTIONS  AND  SPONSORS 
-MOTION  PICIURES:  All  I  Seed  Is  a  Confer- 
ence (1  he  General  Electric  Company);  So  Small 
My  Island.  The  Xine  Lives  of  a  Salesman,  Harry 
Fuller's  Sales  Experiences  (Pan  .American  World 
Airways);  The  While  Glove  and  Facing  Today's 
Challenge  (The  Gulf  Corporation);  Pick  Your 
Tomorrow  (The  Ethyl  Corporation):  Mr.  Super- 
visor (The  Studebaker  Corporation):  Ba\way 
Builds  A  Modern  Tank  Field  (Esso  Standard  Oil). 
SLIDEFILMS:  Everywhere  You  Look.  The  Electric 
Eye.  Electronic  Timing  Devices  (The  General  Elec- 
tric Company):  Blueprint  for  Professional  .Selling 
(Pan  .Atnerican  World  .Airways):  It  Costs  You,  A 
Stitch  in  Time.  Something  to  Live  By  (The  Stude- 
baker C:orporation);  5;.v  Steps  to  Team  Xursing 
(Johnson  X:  Johnson). 


it. 

STURGIS-GRANT   PRODUCTIONS,   INC. 

322  K.ist    llth  Street.  New  \ork   17.  N    V 

Phone:  .Murray  Hill  9-4994 

Date  of  Organization:   1948 

Warren  Sturgis.  President  and  Executive 

Producer 
Dwinell  Grant.  Vice-President 
M.  C.  Romilly.   Vice-President  Jt  Controller 
Theodore  B.  Karp.  .-Issoc.  Producer, 

Educational  Films 
George  L.  George,  .-issoc.  Producer. 

Business  Films 
William  D.  Stoneback.  Production  .Manager 
J.  \'.  .Ansel.  .4nimaliott  .Manager 

SERVICES:  .Medical,  technical,  educational  and 
industrial  films  and  filmstrips;  animation  of  all 
types.  F.ACfLITIES:  Live-action  and  animation 
production  and  script-WTiting  start:  latest  pro 
fessional  16mm  equipment,  including  Mitchell. 
.Afaurer.  Cine-Special  and  Intraflex  cameras:  full 
an  studio:  recording  studio:  sets;  editing.  AHili- 
ated  distribution  facilities. 

RECENT  PRODUCTIONS  AND  SPONSORS 
-MOTION  I'lCI  URES:  Embryology  of  the  Ear 
(.American  Academy  of  Opthalmology  and  Oto- 
laryngology): The  Problem  .Method  (McGraw-Hill 
Book  Companv.  Inc.):  Syphilitic  Venereal  Disease 

(LISTINGS  CONTINUED  ON  FOLLOWING  PAGE) 
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STURGIS-GRANT    PRODUCTIONS:    CONTINUED 

(E.  R.  Squibb  &  Sons):  ln\radia\)hrapnalk  Bi- 
lateral  l'agrclom\  and  Gasliveiilerostomy  for  Duo- 
denal I'lcrr:  Liiinhar  Syrnpalhelic  Canglionerlomy 

(WinthropStoains   Inc.);    L'llmsonic  Denial  Prep- 

nattiin  with  Cavilion  (Ciivitron  Equi])nitnt  C;or- 
poralion);  Hitaleial  Maileclomy—Iialionnle  and 
Procedure  (Pack  Mcdic^il  (Iroup);  Surninil  Treat- 
ment  of  Lid  Tumors  and  I'tetanemous  Melanosis 

(Algernon  B.  Rccsf.  M.l).);  Radiial  Surgery  for 
Advanced  l.ung  Cancer  (Adrian  Lambert.  M.D.): 
Laryngeal  Stenosis  (DeGraaf  Woodman.  M.D.). 

BILL   STURM   STUDIOS,   INC. 

72S  Si\cnih   Amiuk,    Niw    ^oik.   New  York 

Phone:  Jl'dmn  S-liwd 

Date  of  Organization:   ISN'.I 

Bill  Sturm.  President  and  Art  Director 

Orresics  Calpini.  Secretary  and  Art  Director 

A.  D.   Heclit.   Treasurer  and  Business  Manager 

Paul  Fitzpatrick.  -Irt  Director 

John  \ita.  Chief,  Background  Department 

\Valter  Bergman.  Chief  Editor 

John  Allen.  Production  Assistant 

SF.R\ICES:  .Motion  picture  production  li>r  live, 
cartoon  and  slidefilms.  F.\C1LIT1ES:  3.")mm  &r 
16mm  studio  equipment;  two  animation  camera 
stands;  slide  stand;  cameras  [or  live,  lights.  Hats. 
Studio  equipped,  etc. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.\I01I0N  PICTURES:  The  HCA-.K.A  Presenta- 
tion (Radio  Corp.  of  .\merica);  Diabetes  Meek  of 
19}^  (.American  Diabetes  .Association):  Big  Top 
Circus      (National      Dairy      .\ssn.):      Presentation 

(.\merican  Cancer  Society):  Series  of  five  training 
films   (U.S.  Navy):  Series  of  12  onc-niinute  playlets 

(.Anti-Defamation  League):  Technical  .Vnimation 
Films  (U.S.  Navy). 

SUN    DIAL   FILMS,   INC. 

United  Natiuns  l'l.i/a  and    13rd  Street. 

New  York,  New  York 
Phones:   MUrray  Hill  6-2046-7 
Date  of  Organization:  1944 
Samuel    A.    Datlowe.    President   and    Treasurer 

I  Exec.  Prod.) 
Alice  D.  Wood.  Vice-President 
H.  Warren  -Andrews,  Script  Supervisor  and 

Research 

SERVICES:  Production  of  motion  pictures  and 
slidefilms.  FACILITIES:  Equipped  for  Ifimm  & 
35mm  production:  specialized  photographv  lor  in- 
dustrial researdi  through  time  lapse,  microscopic 
and  ultra  high-speed  mmii>n  pictures  (uj)  to  3.00(1 
frames  per  second).  Prfuluied  first  spot  (uniiiu-rc  iiil 
ever  filmed  in  black  light. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOnoN  PICTURES:  This  is  Living  (.Ameri- 
can Nurserymen's  Association):  Printing  Press 
Operations  high  s])ced  (Time  (t  Life  Laboratories); 
Pitfalls  in  Hhinoplasly  (tloho  Cihcmical  Com- 
pany), SLIDEFILMS:  for  (Texas  Co.).  TV 
CO.M.MERCfALS:  lor  Chevrolet  .Motor  Company, 
Flagg  Brothers  Shoes,  and  Utica  Club  Beer. 

JOHN   SUTHERLAND   PRODUCTIONS 

John  Sutherland,  Prruilrnl.  10!  fourlli  .\\e,.  Ncv\' 
York.  16.  N.  Y.  Phone  MUrray  Hill  6-4590. 
(see  complete  listing  in  Los  .Angeles  area) 


TIMES    SQUARE    PRODUCTIONS,    INC. 

I4j  West   l.nh  St.,  .New   \ork  .ili.  ,\.  ^. 
Phone:  Circle  6-4443 
Date  of  Organization:  .November,   19.'il 
Charles  W.  Curran.  President 
Lester  Cooper.   lice-President 
Donald  l.angan.  Treasurer 

SERXICES:  Uimm  and  35mm  ])roduction.  black 
and  white  and  color  of  live-action  industrial,  train- 
ing and  information  subjects,  theatrical  and  non- 
theatrical:  films;  r\'  programs  and  commercials. 
EACILMIES:  16mm  and  35mm  cameras,  lighting 
and  sound  equii>ment,  recording  faiiliiies,  and  c<li- 
lf)ria!  rooniN. 

RECENT  PRODUCTJONS  AND  SPONSORS 
.MOTION  PICTURES:  Mrs.  Dobsons  Miracle 
(Eye-Bank  for  Sight  Restoration);  The  Seafarers 
(Seafarers  International  Union).  7ELE\'lSfON 
FfLMS:  Washington  Merry-Go-Round  (.\IP-T\'. 
Inc.).  TV  CO.MMERCIALS:  for  Campbell  Ewald 
Company  (Chevrolet),  Hicks  &  Greist  Agency 
(Servel  commercials),  Flexlume  Co,  (.Miracle  Tray) 
and  others. 


TOMLIN   FILM   PRODUCTIONS,   INC. 

480  Lexington  .Avenue,  New  Aork  17,  N,  \. 

Phone:   PLaza  8-3070 

Data  of  Organization:    1939 

Frederick  .A.  Tomlin.  President 

Carl  .A.  Tomlin.  lice-President 

Mary  D.  Tomlin,  Secietary-Treasurer 

Harry  L.  Flynn.  Sales  Manager 

SERVICES:  16  &  35mm  motion  pictures:  indus- 
trial, educational,  training,  sales  presentations. 
TV  commercials,  editing,  animation,  film  strips, 
slides.  FACILITIES:  Studio.  35mm  Mitchell  NC 
camera,  Maurer  camera.  4  Cine  specials.  .Arriflex 
camera,  animation  stand,  editing  facilities. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOTION  PICTURES:  Pullein  /ui  Chemicals 
(Shell  Oil  Companv):  Foreign  Ingestion  Test 
(Pratt  &  Whitnev  Aircraft)."  FILMSTRIPS: 
l\'inky  Dink  and  i'ou  series  of  6  TV  shows  (Barry. 
Enright  &  Friendly):  The  IVorld  We  Live  In 
(Life  .Magazine):  The  Rockette  (Singer  Sewing 
Machine  Company):  Modern  Living  Exposition 
(Life  Magazine);  Gulf  Fall  Advertising  Campaign 
(Gulf  Oil  Corp.);  Starlac  Presentation  (The  Bor- 
den Companv);  Instant  Sanka  Presentation  (Gen- 
eral Foods  Corporation).  T\'  CO.M.MERCIALS: 
for  Liggett  S:  Afyers.  Pabst  Sales  Co..  Schick  Inc., 
R.  J.  Reynolds  Tobacco  Co.,  Esso  Standard  Oil 
Co.,  and  FalstaS  Brewing  Corporation. 

TRADEWAYS,      INC. 

331  .\I.adison  .Avenue,  New  York  17,  New  Aork 

Phone:  Oxford  7-0826 

Date  of  Organization:    1928 

W.  H,  Lough.  President 

R.  i;,  Taylor.  Vice-President 

\\  ,  H.  Geier,  Production  .Manager 

SER\'IC;ES:  Slide  and  motion  pictures,  recorded 
case  materials,  "packaged  "  meetings,  field  studies, 
marketing  sur\e\s.  sales  training  programs,  clinics, 
manuals,  F.ACILIIIES:  Script  writing  stall,  art 
and  photo  studios,  photo  retouching,  film  directors, 
field  inter\iewcrs,  shoppers, 

RECENT  PRODUCTIONS  AND  SPONSORS 
SLIDEFIL.MS;  Help  the  Buyer  Buy  (BoiiUii  l-..o<l 
Products  Company);  How  to  Get  Bigger  and 
Better  .Iccidents  (Milk  Industry  Foundation); 
Straight  Road  to  Sales,  Organize  for  Sales  (New 
Holland    .Machine    Company):     Gray-Rock    .Auto- 


motive Jobbers  Sales  ,\leeting  (Raybeslos-NLinliat- 
tan  Couq):iny);  Inside  Tecumseh  (  Tecumseh  Prod 
utts  C:ompany):  .In  Inside  View  of  Outside  Selling. 
The  Changing  .Market.  Search  for  the  Best  (Union 
Bag  K,-  P:q)er  Ca..).  RECORDED  CASICS:  Selling 
the  Shoppers  and  Selling  at  the  End  of  the  Year 
(Hudson  Moiors  Division  Americni  Motors  Cor- 
poration). 


TRAINING   FILMS,    INC. 

l.'iO  West  54th  Street.  New   York   19,  New  ^ork 

Phone;  CiOlumbus  5-3520 

D.itc  i>l  Orgiinization:    1947 

R.dph  Bell  Fuller.  President 

Robert  .A.  Lightburn,  Executive   Vice-President 

SER\'1CES:  Filmstrips.  special-purpose  motion  pic- 
tures. ftlnn»gr;q»hs,  slide  presentittions.  easels,  book- 
lets. Counsel  on  all  phases  of  visual  preseiua- 
tion.  Film  distribution  and  projection  equipment. 
Originators  of  and  specialists  in  3-scxeen  jjanoriimic 
filmstrips.  F.ACfLfTfES:  Research,  scripts,  art. 
photiigraphv  and  animation. 

RECENT  PRODUCTIONS  AND  SPONSORS 
SLIDEFIL.MS:  Powered  for  Progress  (Calvert  Dis- 
tillers Corp.):  .4  Sew  .Approach  to  Carpet  Selling 

(James  Lees  &  Sons  Co.):  "S  R>"  (Farm  Bureau 
Insurance  Companies):  The  Inside  Story  (Ohio 
Select  List  of  Daily  Newspapers):  The  Men  Behind 
the  Looms  (.Magec  Carpet  Co.):  Making  Light  of  It 

(Lightolier):  Facts  about  Filters  (Piu-olator  Prod- 
ucts. Inc.);  Controlled  Hypotension  with  .-irfonad 

(Hoffmann-La  Roche):  Xatural  Gas— Science  Be- 
hind   Your   Burner    (American    Gas    .Association): 

iVhal  is  Chemistry?  (McGraw-Hill  Book  Com- 
pany, Inc.). 

TRANSFILM,    INC. 

35  W.  45th  Street,  New  \ork  36,  N,  V. 
Phone:  JUdson  2-1400 
Date  of  Organization;  1941 
William  Miesegaes.  President 
Walter  Lowendahl.  Executive  Vice-President 
William  Burnham,   Vice-Pres.  Chg.  of  Sales 
Robert  L.  Klaeger.  V.  P..  Production 
Abe  Liss.  Vice-Pres.  Chg.  of  Animation 
Pud  Lane.  Vice-Pres.  Chg.  of  Slidefilms 
Herbert  H.  Rabke.  Secretary-Treasurer 
Ben  .Mochan.  Sales  .Manager 
Albert  Boyars.  Public  Relations  Dir. 
Joop  Ciecsink,  Co-Producer,  Dollywood  Studios, 
.-tmsterdam.  Holland. 

SF^RA'ICES:  Live  and  animated  motion  pictures 
and  slidefilm  production  for  commercial,  indus- 
trial, sales  and  management  training,  customer 
and  public  relations,  personnel  indoctrination, 
educational,  health  and  welfare  films.  Felevision 
lonunercials.  TV  trailers  and  still  photography. 
F.\(;ILITIES:  .Air  conditioned  sound  stages,  stu- 
dios and  screening  rooms.  .Animation  art  depart- 
ment, animation  camera  stands,  optical  printing 
and  editing  rooms,  construction  shops,  slidefilm 
studio,  lonqjlete  pro])  and  scenic  design  depart- 
ment, still  photogr;q)hv  studio  and  processing  lab- 
oratorv.  lociiion  equipment,  research  and  script 
writing,  film  advisory  counselling  service.  Admin- 
istrative offices  and  facilities  all  in  the  Transfilm 
Building   (N.Y.). 

RECENT  PRODUCTIONS  AND  SPONSORS 
,MO  I  ION  PICIURES:  The  Sloiy  oj  Light  (Gen- 
eral Electric  Co.):  Chemistry  Works  For  Yon. 
Right  Down  to  the  Finish  (E,  I,  du  Pont):  .4  .\ew 
Concept  of  Power  (Studebaker-Packard  Corp.): 
]Vhat    .Makes   a    City   Great     (Greater    New    A'ork 

(LISTINGS  CONTINUED  ON  FOLLOWING  PAGE) 
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SALES  •  SERVICE  •  RENTAL 


THE    WORLD'S    MOST    COMPLETE    ASSORTMENT 
OF    PHOTOGRAPHIC     EQUIPMENT    FOR 

Tk  (wjIu  M^fieto Picfim  Stiwllm' 


PACKAGED  LIGHTING  WITH 

COLOR-TRAN 

— studio  lighting  in  a  suitcase 


J,---t->|Si>^ 


Imagine  being  able  to  use  two  5000  watt  unlti 
en  o  30  amp.  fuse  —  COLOR-TRAN  will  do  it! 
Kit  contains  2  light  heads,  2  Superior  stands  end 
proper  siie  COLOR-TRAN  converter  to  match. 
Packed  in  compact  case. 

yVrile  tor  COLOR-TRAN  Catalogue. 


presto -splicer 

GIVES  PERMANENT  SPLICE 
IN  10  SECONDS! 


$237.50 

Other    style 
kits    available. 


Especially  good  for  splicing  magnelic 
film.  Butt  Weld  type  for  non-perforated 
or  perforated  film.  16mm,  35mm  or 
70mm  $547.80 

16mm  or  35mm  models^ 
tor  perforated  film. 


GRISWOLD 
HOT  FILM  SPLICER 

Model  R.2  (or  35mm  silent  and  sound 
film.  Precision  construction  makes  it  easy 
to  get  a  clean,  square  splice  with  accur* 
ate  hole  spacing.     Nothing  to  get  out  of 

""'"•       $65 

Also  Bell  i  Howell  8mm,  I6mm  ond 
35mm  Hot  Splicers  and  B  S  H  Laboro- 
tory  model  Foot  Splicer. 


*9.5fnm  Lenses  in  16min  C  mount.  18.5  (extreme  wide  angle-flat  field)  Lenses 
available  in  mounts  for  all  35mm  Motion  Picture  Cameras.  *PHOTO  RE- 
SEARCH Color  Temperature  Meters.  *Electric  Footage  Timers.  *Neumade 
and  Hollywood  Film  Company  cutting  room  equipment.  Griswold  &  B.&H. 
Hot  Splicers.  *DOLLIES  *  Bardwell-McAllister,  Mole  Richardson,  Century  and 
Colortran  Lighting  Equipment.    Complete  line  of  16mm  and  35mm  Cameras. 


FRANK     C.     ZUCKER 


(7flni€Rfl  €ouipmenT  (o. 

^-^     1600  BROflDuuRy   \  neuj  yoRK  cijy  ^^'— *" 


NEW    YORK    CITY 


TRANSFILM,    INCORPORATED:    CONTINUED 

Fiiiui):  J  fit'  (Jmngiiig  .-tiiifiufni  Mtitltrt  (  1  inif. 
Inc.):  St€>l>  Rheuinalii  Fever  (U.S.  Public  H(:ilth 
Service);  Smli  Dealer  Training  (N:isli  KilviiiiUoi): 
Atbnirnt  Sales  Training  {.Admiral  Clorp.);  The 
Unified  Sunday  School  Cmrieutunt  (U.S.  Na\y): 
Chain  Heatlion  (VVcstinghouse  Eleciric  Corp.). 
SLIUi:i'Il.MS:  The  l-ulure  of  .hneriia  (AsMcia- 
lioii  ol  National  .Advertisers):  Why  Buy  (E.  I.  du 
Pont):  Sales  and  Sen'ice  facts  (Utiion  Carbide 
and  Carbon  Corp.);  Agent's  Community  Relations 
( Ihe  Home  Insurance  Co.);  The  Shell  Story  (Shell 
Oil  C;o.);  History  of  the  Time  Sales  Dej>t.  (Time, 
Inc.):  Tea  in  Ihe  Armed  Forces  (Tea  Council); 
You  anil  the  labor  Late  (General  Electric  Co.). 
TV  COMMERCI.VLS:  for  Maxon  Inc.  (General 
Electric  TV  sets  and  radios).  William  Esty  (Camel 
(Cigarettes),  MacManus.  John  ;ind  .Adams  (Saran 
Wrap).  Foote.  Cone  and  Belding  (Rheingold 
Beer).  Willi:nn  EstN  (Presione  ;ind  E\erca(h  Bat- 
teries), B.  B.  D.  It  O.  (Betty  Crocker  Cake  Mixes), 
and   Frank  Sawdon    (Robert   Hall   Clothes). 

TRIDENT    FILMS,    INC. 

.")1()  -Madison  .VvLiuic.  Xc\s    \ork  '2'2.  N.  \'. 

Phone:   PLaza  9-3580 

Date  of  Organization:    1947 

Charles  F.  Schwep.  President  anil   Trea\u>er 

(iuv  K.  Bensfin.   Vice-President 

Lawrence  F.   Dohenv.  Director.  Asst.   Treas. 

Ciene  Wyckolf.  Research.  Serif)!  Director 

SERVICES:  Development  ami  ]>ri)diRLion  Ironi 
original  research  to  finished  film.  Institutional, 
sales,  documentarv  and  training  films,  specializing 
in  industrial,  publit  relations  films  for  general  TV 
;ind  special  audieiites:  marionette  films.  F'.ACILI- 
TIES:  3jmm  .<■  16mm  cameras,  dollies,  portable 
lighting  equipment,  mobile  location  unit,  editing 
and  screening  rooms:  permanent  treati\e  staff- 
writers,  directors  and  editors. 

RECENT  PRODUCTrONS  AND  SPONSORS 
.\IOriOX  I'lCllRtS:  .Vhm,.  Ptea.-e  (.National 
.Association  for  Practical  Nurse  Education):  Road 
to  Hospitality  (.American  Hotel  .Association): 
"Yassuh"  (.Maryhtnd  Virginia  Tobacco  CCompanv): 
Hoja  Tales  and  others  (U.S.  Information  .Agency). 
TELEVISION  and  Service  Films  for  National 
Council  of  Churches.  Mosler  .Safe  Co.,  Celeste 
(Cosmetics  and  others. 

UNIFILMS,   INC. 

IKi  E.  47lli  Slreit,  New    'lork    17.  N.  V. 
Phone:  .MUrray  Hill  8-9325.  6 
Studios:  329  East  47th  St. 
Date  of  (Organization:   1949 
Charles  E.  (iallagher.  President 
James  H.  1  ownsend,  Jr,,  Vice-President 
|:unes  R.  Lee.  Secretary  and  Treasurer 
Richard  .Maury.  Senior  IVriter 

SER\'I(CES:  Motion  pictures.  TV  commercials  and 
television  programs.  Stop  motion.  Semi  and  fidl 
cell  animation.  Specialty:  The  narrative  drama 
treatment  of  training,  sales,  and  ]>ul>lic  relations' 
problems.  F.ACILITIES:  80110  square  Icet  includ- 
ing: 90  foot  sound  stage,  dressing  room,  still 
photo  lab,  shop,  film  vault,  art  dep:irtnient,  cut- 
ting rooms,  sound  master  control  room,  narration 
booths,  IGnmi  anti  35mm  newsreel  and  blimped 
studio  cameras,  ,Aniinalion  c:uiiera  and  special 
effects  equipment.  Complete  production  equip- 
ment. Camera  top  station  wagon.  (Aislom-buili 
recording   system   for  handling    y^    inch   magnetic 


tape.  17l/9nnn  and  16mm  film  plus  special  facili- 
ties for  nudti  duitnuT  mixing.  -Musit    librarv.  Full 

(rc.ili\(    St. ill. 

RECENT       PRODUCTIONS       AND       SPONSORS 

MO  HON  PICIl'RES:  ir/i«/  in  lllates  (Pcnnsyl- 
\:ini;i  R:iilro:id  (Co.):  liaclt  of  the  Xante  (Will- 
worth  (!omp;inv):  .-i  Matter  of  Time  (Institute  of 
Life  lusuraiue):  The  Velvet  Cushion  (Savings 
Banks  .Assoc,  of  N.  \.  St;ite);  ./  A'eie  Product  Pack- 
age  (Lewyt  (Corporation):  How  to  Pack  a  Bag 
(Shell  Oil  (Company).  SLIDFFII.MS:  Dispensary 
Bines    ((icneral  Electric  (Comp.cin). 


^ 


UNITED   WORLD   FILMS,    INC. 

1445  Park  .\\enuc.  New   \.)ik  ICII.  N.  'i . 
Phone:    TRafalgar  6-5200 
I):ite  of  Organization:    1946 
[.   M.  Franey.  President 

\l.  (toodman.  Vice-President   (Castle  Films) 
N.  Gluck.  Vice-President    (TV) 
J.  D.  Desmond,  Gen.  Sis.  A/gr.    (Entertainment 
&  Special  Sales  Division) 

SER\TCES:  Industrial  motion  pictures,  production 
and  distribution:  tele\ision  production  and  distri- 
bution: distributors  of  Universal-International  and 
[.  .Arthur  Rank  feature  films:  producers  and  dis- 
triljutors  of  (Castle  films:  distributors  of  V.  S.  Go\''t 
tr:iining  and  educational  films:  and  religious  films. 
F.A(CILlTfES:  L'ni\ersal-International  Production 
Studios.  Universal  City.  Calif.:  complete  produc- 
tion and  distribution. 

RECENT  PRODUCTIONS  AND  SPONSORS 
NfOTION  PICTURES:  For  IVIuch  ]Ve  Stand 
(U.  S.  Na\y):  Knights  of  the  Highway  {.American 
Trucking  Association).  TV  COMMERCIALS:  for 
DeSoto  Div.,  Chrysler  Corp.:  Coca-Cola  Bottling 
(Co.:  Proctor  Jt  Gamble.  (Onlv  1954  relerences  sub- 
mitted.) 


United  Productions  of  America 

(C.  D.  NfcCormick.  V.  P.,  670  Fifth  .Ave..  New  York 
19.  Phone:    PLaza  3-1672. 
(see  complete  listing  in  Los  .Angeles  area) 

VAN   PRAAG   PRODUCTIONS 

IfiOO  Broadway,  New  \<nk    \\K  Ntw  ^f.Ik 

Phone:  PLaza  7-2687 

Branch    Office:    2301    Dime    Bldg.,    Detroit    26. 

Michigan.  Wm.  Robert  Woodburn.    V.  P, 

Date  of  Organization:   1950 

William  \'an  Praag.  President 

Marc  .S.  .Asch.  Executive  Vice-PrrMilrut 

W'ni.    Robert    Woociburn.    Vice-President 

(iilbcrt    M.   Williams.   Production   Manager 

Ciene  Harrison.  Distribution  Def}t. 

.Sidney  |.  kuplershmid.  Creative  De/jf. 

Oscar  Canstein.  Editorial  Dept. 

Anita  Pahimbo.  Casting 

S1:R\'1CES:  Iheairital.  dot  unientary.  tonimercial, 
television  and  industrial  films:  distribution.  FA- 
(lll.n  lES:  Complete  studio  and  location  equip- 
ment: permanent  creative,  jjroduction,  editing  and 
art  department. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOIION  PICIURES:  Lincoln-Mercury  (Ford 
Motor  Co.);  Wonder  liread  and  Home  Pride 
Bread  (Continental  Baking):  Croivn  Zipper  (Coats 
K:  Chirk.  IV  C:OMMFRCI  ALS:  for  Chrysler 
Corp.  ((Ihrvsler  Oimmertials).  Bulova  Watch  Co. 
(Mdse.  Spots).  Stutlebakrr  Patkard  Corp.  (Stude- 
baker  (>onnnerciais).  Stephano  Brothers  (Marvels 
Cigarettes).    Manhattan    .Soap    Co.     (Protex    Soap). 


Richard  Hudnut  (Home  Permanent).  Esso  Stand 
ard  Oil  (Esso  Reporter  Spots).  Electric  Storage 
Battery  (^o.  (Exide  Battery  Spots).  Nfaidiattan 
Soap  Co.  (Sweetheart  .Soap).  Ford  Motor  (;<>. 
(Ford  Motor  Co). 

VIDEO    PICTURES,    INC. 

51)0     l-lllh      .\\C.,      N<    \N       \Mlk.      \,      \, 

Phone:   LAckawana  -1-2!H'J 

Subsidiary  C^ompany:    West  (ioasi  .Sound 

Studios.  Inc. 
.">I0  West  57th  Street.  New  ^'ork  C;itv 
Phone:  Circle  7-2062 
Brancli  Office:  736  No.  I)olun\   Drive. 

Los  Angeles  46,  (^alilornia 
Phone:  CRestview  I  0188 
Date  of  Organization:   1916 
Martin  Henry.  President 
Ceorge  W.  Gonian.   Vice-President 
Huntington  Hartford.   Vice-President 
Richard  Goldman.  Treasurer 
Elsie  M.  Rice.  Secretary 
Da\id  Sulzberger,  Chairman 
Martin  Henry.  Sales  Manager 
Edward  J.  F.  Thorn.  Production  Manager 
Lester  Orlebeck.  Chief  Editor 

SERVICES:  Industrial,  educational,  training  and 
sales  promotion  pictures.  Specializing  in  television 
commercials  and  programs.  F.ACILII  lES:  Studio 
and  sound  stages.  RCA  3.')nim  magnetic  tape,  RCA 
35mm  and  16mm  film  recording  and  re-recording. 
Mitchell  3.')nHn  BNC  camera,  Mitchell  16mm  cam- 
era,  carpenter   shops,   animatitin   department. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOTION  PICTURES:  Oue.stionsk Answers.  Sales 
—Report  to  Dealers  (OIIC):  Courtesy  is  Contagi- 
ous (Theatre  Owners  of  .\merica);  You  Can  do  it 
Too  (Whiieman):  Berna-Finney  (Westinghouse). 
TV  COMMERCIALS:  for  Speidel.  Pall  Mall.  Ben- 
rus,  Grilhn.  Aeroshave.  Oldsmobile  Spectaculars, 
Simoniz,  Noxema,  Conti  Shampoo.  ZBT  Babv 
Powder.  United  Gas  Co..  Bodysheen.  H\Lite.  Ar- 
rid  and  Ironized  Veast. 

•if 

VOGUE-WRIGHT   STUDIOS 

225  Fourth   Asenue,  New  \ork.  N.  \. 
Phone:   ALgonquin  4-3400 
Louis  Kaep.  Vice-President 

(see  complete  listing  in  Chicago  area) 

ROGER    WADE    PRODUCTIONS 

15  West  46th  Street.  New  York  36.  N.  V. 
Phone:  Circle  7-6797 
Date  of  Organization:    1946 
Roger  \Vade.  Oivner 
Holbrook  Clark,  Director. 
Creative  Photography 
CAyde  Strohsahl.  Art  Director 
Lehman   Kleppinger.  Animation    Cameraman 

SERVICES;  Motion  pictures,  black-and-white  and 
color,  sound  slidefilms.  slide  presentations,  'IV 
tommercials.  slides.  FACILITIES:  Studio  with 
(Utting  room,  dark  rooms,  animation  stand.  16  &: 
35nnri  tameras.  complete  still  equipment  and 
processing  facilities. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOIION  PICTURES:  Bonus  lor  Business  (Rem- 
ington Rand);  Peelahle  Plastic  Packaging  (East- 
man Chemical  Corp.).  SLIDEFILMS:  Ten  Suc- 
cess Stories  (Direct  Mail  .-\dvertising  .\ssocialion): 
The  End  of  Loosening  (Nvhuk  (iorporation): 
High  Standards    (PfafF  &  Kendall.   Inc.). 
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WARNER    NEWS,   INC. 

(Subsidiary  ol  W'ariin    Hrob.  Pictures,  Inc.) 
fi2S  Madist>n  A\cnut-.  New  York  22,  N.  Y. 
Phone:  MUrray  Hill  8-2100 
Date  of  Organization:    1947 
Norman  Moray.  President 
Walton  C.  .Anient.  Vice-Prei.  &  Gen.  Mgi. 
.\ndrew  L.  Gold.  Producer,  Chief  of  Spec. 
Mark  .Stone.  Business  Manager 

SER\'K;ES:  Clomplete  documentary,  conniiercial 
and  industrial  motion  picture  producing  organi- 
zation. Color,  black  S:  white— 16mm  &  ^amni. 
F.U:il.rriES:  .\t  New  York  Office:  Major  motion 
picture  production  facilities,  including  studio; 
two  recorciing  rooms,  double-channel  and  mag- 
netic tape;  three  projection  rooms;  full  music  de- 
partment with  extensive  music  library;  complete 
foreign  language  translating  and  re-recording  fa- 
cilities; complete  motion  picture  camer;i  studio 
;nKl  location  equipment;  cutting  rooms;  e\tensi\e 
film  library;  top  staff  personnel. 

RECENT       PRODUCTIONS      AND      SPONSORS 

MOI  ION  PlCIl'RES:  The  Big  Five  (.McKilk 
Shoe  Corp.);  -11)  Years  of  Progress  (International 
Business  Machines  Corp.):  Suii'iiial  on  Polar  .Sea 
Ice  (U.S.  .Kir  Force);  .-Innual  Report  (Metropolitan 
Life  Insurance  Co.):  My  Latvia  (United  States  In- 
formation -Agency)  and  others. 


WILDING   PICTURE   PRODUCTIONS,    INC. 

1  ctl    \\'esterni;inn,     \'.  P.,     ;iH.'>     .XLulisnn      \\enue. 
New  York.  N.  Y.  Phone:  PLaza  9-0854. 
(see  complete  listing  in  Chicago  area) 

WILLARD   PICTURES,   INC. 

4.')  West  45th  Street.   New  York  36,  New  York 
Phone:   LlTxemhurg  2-0430 

Branch    Office:    Editorial.    Cutting.    Projection, 
Recording.  .Animation:  550  Filth  Ave..  N.  Y. 
Dale  (»f  Orj^ani/ation:    1932 
I.  \V.  Willard.  President 
John  M.  Squires.  Jr.,   Vice-Pres.,  Gen.  Mgr. 

SERVICES:  Industrial,  medical,  educational,  sales 
and  job  training  motion  pictures  and  slidefilms; 
training  films  (or  V.  S.  Armed  Forces  and  Gov- 
ernmental agencies:  theatricals;  television  film 
shows  and  commercials.  FACILITIES:  Mitchell 
NC  cameras  and  camera-top  station  wagons,  port- 
able generators,  field  sound  recording  instruments; 
pioneer  in  industry  techniques  and  equipment; 
color  production  in  East  and  South  America  for 
theatrical  producers:  animation  department;  pro- 
jection and  cutting  rooms;  creative  staff. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MO  riON  PIC  I  I'RES:  The  Smallest  Foe  (Lederle 
Laboratories);  Helping  the  Taxpayer.  Your  In- 
forne  Tax— 1955  (American  Institute  of  Account- 
ants): Illusions  Unlimited  (National  Broadcasting 
Co.);  Princeton  University  Reunion  (Princeton 
Universitv);  Meteorology  (Roger  Stone);  Con- 
veyors (Hewitt-Robins  Inc.):  Aluminum  (Alumi- 
num Limited):  Training  Films  for  .\rmed  Forces. 
I\  COMMERCIALS:  for  various  clients  and 
agencies.  East  Coast  shooting  for  Warner  Bros, 
pictures. 

Raphael   G.  Wolff  Studios,  Inc. 

Dicran    Nahigian.    330    Park    Avenue.    New    York 
City.    Phone:    PLa^a   5-5386. 
(see  tomplett'  listing  in  Los  Angeles  area) 


^  Cn  lH-if  ri 


MIDDLE     ATLANTIC 


District  of  Columbia 

Atlas  Film  Corporation 

!II3  Warner  Bids..  Washington    1.  D.  C. 

(.see  complete  listing  in  Chicago  area) 

BYRON,    INCORPORATED 

ll.';;ii  Wisconsin    \\e..  N.W..  W.ishingion  7.  D.C. 
Phone:  DuPonl  7-1800 

Date  of  Organization:  1938 

B\Ton  Roudabush.  President 

George  T.  Merriken.   Vice-President 

Peter  [.  .Agnew.  Secretary 

Dr.  Frank  G.  Kear.  Treasurer 

loseph  K.  Hoo]jer.  Laboratory'  Manager 

Dudley  Spruill.  General  Manager 

Glenn  Johnston,  Director  of  Photography 

SKR\'ICE.S:  Hinim  films  for  television,  training, 
sales  and  public  relations.  F.XCILITIES:  Studio 
.ind  laboratory,  sound,  stage,  recorciing.  art.  anima- 
tion, photography,  editorial,  developing,  printing. 
(r)lor  print,  protessing. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOIION  PICrURES:  Conelrad  (Federal  Cnil 
Defen.se  .\dmin.):  Shrimp  Please  (Fish  &  Wildlile 
.Service);  Post  .Mortem  Tissue  Donation  (National 
.Selected  Morticians):  The  Big  Test  (National  Fer- 
tilizer .Association).  TELEVISION  FILMS:  Fads 
Forum  (Facts  Forum);  Town  &  Country  Time  26- 
week  syndicated  TV  series. 

Science   Pictures,   Inc. 

Sidney  .A.  Gerbi.li.   I7;i7  •H "  St..  .\.\\„  Washing- 
ton  6.   D.C.   Phone:    Executive  3-1092. 
(see  complete  listing  New  York  Citv  area) 


New  Jersey 


Maryland 


INTERNATIONAL   MOTION   PICTURE 
CONSULTANTS,   INC. 

Norwood  Rd..  R.F.D.  #3.  Roikxille.  Maryland 
I'hone:  Lockwood  5-0673 

Dale  of  Organization:  Janu.iry.  19,t1 

Philip  Martin.  Jr.,  President  &  Treasurer 
Cieorge  Scharr.  lice-President 
Mollis  R.  Boyd.  Secretary 

SER\'ICES;  Production  of  35mm  and  I6mm  mo- 
tion pictures.  F'.ACILITIES:  Use  the  complete  fa- 
cilities of  Ciapitol  Film  Labs,  in  Washington.  D.  (.'.. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOIION    PICri  I'RES:     Your    Union    in    .iction 

(Cionnnunicalii>n  Workers— C.LO.);  Tool  Up  for 
Leadership  And  .March  Toward  Freedom  (United 
Gas  Coke  Workers— C.I. O.);  Xatural  Rubber  in 
Roads  (Natural  Rubber  Bureau);  .Mcf/;«H;Vn/  .Mule 

(Carl  Bvoir  S;  .Associates.  Inc.  for  \\'illys  Motors). 

Mode-Art  Pictures,  Inc. 

Chester    .\.    l.imKtroni.    1718    Dorset    .A\e..    Chew 
Chase  15.  Md. 
(see  complete  listing  in  Pittsburgh  area) 

Your  Dependable  Buyer's  GuicJe 
if  The  pages  of  this  .Annual  Production  Rev  iew 
prtivide  reference  data  attested  for  accuracy  by 
executives  of  all  listed  companies.  Client  and  film 
references  are  provided  as  w'arranty  of  recent  ex- 
perience in  business  film  production. 


ON   FILM,   INC. 

Princeton.  New  Jersev 

Phone:  Belle  Mead.  N.  J.  3200 

Branch:   10  East  49th  St.,  New  York.  N.  Y. 
Phone;  PLaza  9-1976 

Date  of  Organizatitni:    1951 

Robert  Bell.  President 
Frederick  Johnston,   Treasurer 
Thomas  Hughes,  Director  of  Sales 
Tracy  Ward,  Executive  Producer 
Constance  Gar\in.  Business  .Manager 
Y'ngvar  Haslestad.  Production  Control  Dir. 
Leslie  C;rocker,  Dir.  of  Photography 
Barbara  Norris,  Executive  Director 
Gene  Collins,  .irt  Director 
Helen  Scoppettone.  Office  Maiiaiier 

SERVICES:  Creation,  production  aiul  distribution 
of  niotic)n  pictmes.  sound  slidefilms  ;tnd  '\'\'  com- 
mercials for  industry.  Government,  agriculture  and 
television.  Public  relations,  sales  promotion,  mer- 
thanclising.  medical  and  training  films.  F.XCILI- 
I  lES:  16mm  and  35mni  cameras.  5500  sq.  ft.  sound 
stage.  ;niimation  stand  and  camera,  magnetic  re- 
corders, art  department,  stall  writers,  directors, 
lameraman.  editors  and  ;irtists. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOllOX  PIC'IT'RES:  Some  Ideas  (Chrysler 
Corp);  The  Busiest  Place  in  Town  (New  Jersey 
Education  .Association);  Treatment  of  Candidiasis 
and  Studies  in  Human  Fertility  revised  (Ortho 
Pharmaceutical  Corp.);  The  Scott  Hi-Speed  Paster 
(Walter  Scott  &  Co..  Inc.).  SLIDEFILMS:  Pan 
Screen  .-Idvertising  Presentation  (Radio  Corp.  of 
.America);  A  New  Retirement  Proposal  (New 
Jersey    Education    .Association). 


THE   PRINCETON   FILM   CENTER,   INC. 

Princeton.  New  Jersey 
Phone:  PRinceton  1-3550 

Date  of  Organization:  1940 

Branch;   270  Park  .Ave..  New   \.irk  Citv 

Phone:  PLaza  5-0322 

(iordon  Knox.  President 
Alfred  F.  Califano.  Business  .Manager 
Br;idlord  K.  Cross.  Sales  Managei 
C^arlo  .Arcamone.  Film  Editor 
Sunnier  Lyon.  Chief  IVriter 

SERVICES;  Producers  of  speci.il  purpose  motion 
pictures,  television  programs  on  film;  television 
commercials.  Nationwide  distributors  of  sponsored 
and  television  films.  F.ACILITIES;  16mm  and 
35mm  cameras;  sound  stage.  AV'estern  Electric 
soimd  system.  mc)bile  sound  Imiition  inuk.  mobile 
generator  and  camera  car. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOIION   PICTURES:    There  .ire  \o  SIraugcis 

(Welfare  Federation  of  Newark.  N.  J.);  Right 
Puikuge.  Faster  Than  You  Think  (Westinghouse 
Electric  Corp.):  The  Long  Street  (Ingersoll-Rand): 
.iseptic  Procedures  Oral  Surgery.  Seaba.sed  Heli- 
copters. Catapult  Signals  and  Launching  Proce- 
dures. .Mark  7  .Mod  1  .irresting  Engine  (U.  S. 
Navy);  Building  Dreams  (Structural  Clay  Prod- 
ucts, Inst.):  Pipe  Dreams  Come  True  (Orange- 
burg Pipe  Manufacturing  Co.);  .Mightier  Than  the 
Sword  (Bureau  of  Independent  Publishers  and 
Distributors  of  the  U.  S.  and  Canada);  Time. 
Space  S:  Dollars  (Crescent  Truck  Company):  The 
Changing  Scene  (Esso  Standard  Oil).  TV  COM- 
.MERC;i.ALS:  for  Keebler-Weyl  Baking  Company. 
Oldsmobile    (Dealer  commercials,  Spectacular  and 

Theatre  commercials),  ,AC  Spark  Plug. 
(LISTINGS  CONTINUED  ON  FOLLOWING  PAGE) 
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New  Jersey  Listings:  Continued 

RIVERSIDE   PICTURES 

NV)rtli  n.uktns.iik.  New    jctscn 
I'honc:    liMiuik  (i  L".IS6 
Dalf  (il  ()ri^;ini/ati(>n:  Novfiiibcr.  UM.') 
Kil.  \\  .  Htiisiii.  Proprielor 

S1-'.R\1(;1S:  Sails  pniinotion.  puhlii  rclaliiins  and 
ti'atMin,<;  motion  pittiirt's.  Slidcfiliiis  (t  oloi— sound). 
I-' ACIl.l  1  IKS:  l'({ni|>{><'d  lot  liiinni  |)iridu<  tions  in 
loloi   and  sontul. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOIION  I'K;  1  IRKS:  'ralhni:J,  ViH.Avand  Mii:l 
rnt  Cfitnnttiiiitntion  Willi  ,\lu  loifai'C  (Kt-dcial 
Telephone  S;  Radio  Co..  I)i\.  of  International 
Telephone  S;  Iclegraph  Ca)ip.):  7"/ic  Profit  Plan 
(The  Leewal  C^onipanv):  Atiacotida  Presents  PG's 
(The  Ameriian  Brass  C:o..  Sul).  of  .\naconda  Min 
ing  Co.);  Rii<ini;  Tlirills  Allmil  and  Racing  Cham- 
pions Afloat    (The  (kilt  Oil  Corporation). 

New  York   State 

HOLLAND-WEGMAN   PRODUCTIONS 

2;!;i  Nonli  SiKci.  Hiillalo,  \iu   "i  oi  k 

I'lioiie:  EI,  4(100 

Date  of  Organi/aton:    19.t2 

Sheldon  C.  Holland.  Partner 

Edward  J.  ^Vcgman.  Partner 

James  I.  .\llan.  Editorial  Chief 

Paul  G.  F.nt.  Director  of  Photooiapliy 

Helen  M.  Brayman.  Director 

Robert  E.  Flynn.  ]VrilerDirector 

N'antv  .\.  Getnian.  Production  Coordinator 

Gordon  J.  Christoplierson.  Art  Director 

SER\'ICES:  Sales,  sales  promotion  and  instruc- 
tional films  for  business  and  industry;  medical, 
educational  and  scientific  films;  slidefilms;  com- 
mercials and  programs  for  television.  F.\CI LI- 
TIES:  .Sound  stage,  blimped  studio  cameras.  16mm 
inagnetic  studio  recorder.  Kiinm  magnetic  port- 
able recorder.  3  channel  Uiimn  magnetic  film 
dummies  for  mixing,  i/^  inch  luagnetic  Rangertone 
sync  recorder,  animatifin  stand,  art  dejjartment. 
creati\e  staff,  music  Iibrar\'.  film  \aiilt. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOIIO.N  I>ICIIRES:  Eivn-lon .  !">!  (World 
Council  of  Clluirthes):  The  People  117m  Couldn't 
lie  Helped  (C(mmmnity  Chest  of  Biillalo  S:  Erie 
County);  Harnessing  a  River  (Corps  of  Engineers. 
L'.  S.  .Army);  CiodoGo  With  V-td  and  Concrete 
Sawing  (The  Carborundum  Co.):  Pocket  Plenty  of 
Profits  (Columbiis-M(  Kinnon  CHiain  Corp.);  For 
Today  and  Tomorrow  (Catholic  Diocese  of  Buf 
falo).  TV  CO^^MERCf.\I,S:  for  Fedders-Qui.gan. 
National  Civpsimi.  .Morrison  Steel  Products.  New 
York  Tele])hone  Caimpany.  Fanny  Farmer.  Wild- 
root.  Trico  Products. 


McLARTY    PICTURE    PRODUCTIONS 

l.)-17    Slanln    Street.    ISuilalo   li.    .New    'Icik 

Phone:    Taylor  0S;i2 

Date  of  (>rgani/;ilion:    1<I34 

llcni\    I)     Mil.iilv.   Ouner  and  Exec.   Prod. 

SER\'ICI'.S:  F\(liisi\elv  lljmm  industrial,  scientific 
and  educational  films:  Hiinm  short  siil)jects  and 
spots  for  television.  FACIEI  I  IKS:  Sound  stages. 
Maurer  cameras.  SlancilHoflman  magnetic  record- 
ing system.  [.  .\.  Maurer  optical  recording  svstcm. 
mobile  iruik  facilities  for  industrial  (overage. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MfnlON      I'K    IIRKS:       / /„       Happiest       I'lmr 


(R<»chesler  Community  Chest);   77je  Scott  .-tir-Piil; 

(Scott  .Aviation  Corp.);  Kendall  Presents  (Kendall 
Refining  C^o.):  The  Barcalounger  (Barcola  Mfg. 
Co.);  Summer  Twinsulation.  Winter  Twinsula- 
tion,   .'Isbestos   Siding   and    Plastering    Technicjue 

(National  Gypsimi  "  Co.).  SI.IDEFILMS;  .More 
Sales  with  Tycos  (Taylor  Instrument  Companies). 

ROQUEMORE   FILMS 

II   .Mt.  X'eriion   liivd.,   ll.,Mil)uig,   \.  >. 
I'lioiK-:  FRontier  387() 

Studio:   12  Pearl  Street.  Buffalo  2.  New  \ork 
Phone:   MOhawk  2512 
Date  of  Organization;   1940 
K\erett  E.  Rotjueiuore.  Director  &  den.  Mgr. 
.Mildred  B.  Roquemore.  Secretary  and 
Assistant   Director 

SER\'IC;ES:  Motion  pictures  and  slidefilms  for 
business,  education,  industrv  and  tele\ision.  F.A- 
CILITIES:  Equipment  trailer,  rclleclors.  skrims. 
dollies,  etc.  for  location  wc)rk  and  complete  profes- 
sional lightin.g  equipment;  sound  recorders,  mike 
booms,  dollies,  floating  walls,  moving  backgroimds, 
overlie;id  lights,  etc.  for  studio  work. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MUllON  I'lCIT'RES:  Exposition  Higlilights  and 
The  Midway  (.Morrison  Productions):r»H;j/v  Fair 
and  \iagara  Holidays  (R-M  Travelogs).  T\'  Series 
for  several  sponsors.  Only  references  submitted. 

Pennsylvania 

(Philadelphia,   Pa.   Area) 


•5f 


DeFRENES    COMPANY 

1909-11    Buttonwood  St..   Phihult-lphia   :iO.    Pa. 

Phone:  RIticnhouse  6-1686 

Date  of  Organization:  1916 

(oseph  DeFrenes.  President 

)ohn  E.  DeFrenes.   Vice-Presideui  aud 

Pioducdon  Manager 
Ricliard  DeFrenes.  Ass't  Production  Mgr. 
Frank  Heininger,  Director 
John  C.  Westing.  Director 
Stephen  A.  Ciechon,  Editorial  Chief 
Harrv  E.  Ziegler.  Jr..  Art  Director 
Miciiael  Levanios.  Jr.,  Chief  Cameraman 
Hal  Magargle.  Chief  Sound  Engineer 

SERVICES;  16  &  35mm  motion  picture  produc- 
tions from  script  development,  production,  audi- 
ence testing,  national  distribution.  Color,  black- 
and-white:  sound,  silent:  animation:  film-o-graphs, 
slidefilms:  T\'  films  and  toniniercials.  FACilLI- 
TIES:  Sound  stage  "A"  80'  x  100':  Sound  stage 
"B"  40'  X  60'.  RCA  Sound  Svsteni  inthuling  .'i.'niun 
Magnetic  and  Film  Channels— t(imi)lete  recording 
and  re-recording  iacilities  lor  both  film  and  tape. 
Looping  Iacilities.  Lighting  equipment  available  to 
outside  producers  on  rental  basis.  Music  library. 
Film  si(>ra?.it-  \ault,  ^jnini  and  Kiimii  (ameras  and 
dollirs. 
RECENT       PRODUCTIONS       AND       SPONSORS 

MOIION  PICIURES:  Stop,  Look  and  Listen 
(Reading  Railroad);  Protected  Cargoes  (The  In- 
surance Company  of  North  .\merica):  Mystic  Sea- 
port (Marine  Historical  .Association);  Bovine  Ke- 
tosis  (E.  R.  Squibb  i-  Sons);  Shrines  of  Judaism  in 
Curacal:  (H)  Training  Films  for  the  Navy  in  fields 
of  Aviation.  Medicine.  Electronics.  Ordinance  and 
Engineering:  Training  film  lor  U.S.  .-\ir  Force:  (2) 
Recruiting  Films  for  U.S.  Air  Force:  Medical  film 
for  L'.S.  Air  Force.  SLIDEFILMS:  for  RCA  \i( 
tor.  SK,F.  .\tlantic  Refining  and  others.  I ELE- 
VISION  FILMS:  Series  ot  fifteen  minute  F.V. 
prDgram  films  featuring  Reverend  Donald  Cira\ 
liar n house,  general  subject  The  It i hie  and  Yon. 
I A    C:O.M.MERCIALS:   lor  over  JO  clienis. 


LOUIS   W.    KELLMAN   PRODUCTIONS 

I)i\.  mI    News    K<<1    L.il)oi.ii..iA 

I72!t-:il   Sansom  Street.  Philadelphia  :i.  Pa. 

IMione:   Rltienhouse  (i-.189L* 

Date  ol  Organization:   1920 

Louis  \V.  Kellnian.  Pres.  &:  Exec.  Producer 

Howartl  \'ogl.  C'enrral  Manager 

Paul  W'endkos.  Principal  Director 

[ohn  Burke.  Director  of  Photography 

-Morris  Kellman.  Chief  Editor 

M.iishall  (;.  H.  Lewis.  III.  Director.  .Idv.  fc 

Public  Relations 
William  R.  Vomig.  Lah.  Supvr. 
Peter  Farrow,  .-Irt  Director 

SERVICES:  Complete  productir)ii  lioui  stiij)!  in 
ception  to  finished  film  of  motion  jjittures  (Hiinin 
it  3.5mm)  lor  industry,  sales,  advertising,  publu 
relations,  meditine.  information,  fund  raising,  lA 
'IV  commercials,  in  black  and  white  and  color. 
I6mm  Wide-Screen  SalesScope  and  special  Filma 
graph  animation  is  also  available  to  clients.  Com 
plete  16mm  laboratory  is  maintained  for  black  and 
white  processing  and  printing.  FACILITIES:  Re 
cording  dept.;  2  Maurer  recorders;  Maurer  film 
phonographs.  Fairchild  disc  recorders.  Rangeriom 
studio  model  console  tape  recorder:  Magnacorder. 
Stancil  Holfman  recorder  and  Maurer  recording 
equipment  including  mixing  amplifier.  16mm  lab 
equipped  to  cle\elop  black,  white  negative:  4  B&rll 
printers  with  automatic  light  change  boards;  Dt 
pue  reduction  machine  35  to  16.  and  16  to  ^."> 
blowup;  EDL  1 6mm  developing  machine  for  East- 
man color.  Cameras:  16mm  Maurers.  No.  12  Pro 
Auricon  with  single  system  sound:  20  Cine  Spe- 
cials No.  2*s  with  40-200  foot  film  changers  and 
12-80DA  BS:H..  Arriflex.  1  blimped  Mitchell. 
Lighting  equipment:  facilities  lor  transparent  v. 
slide  film  work,  animation  dept. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOFION  PICTURES:  Foundation  for  Good 
Public  Relations  (Philadelphia  Electric);  Platinum 
Process  Gasoline  and  Meet  Our  Dealers  (.Atlantic 
Refining);  Your  Air  National  Guard  (Penns\l- 
vania  .Air  National  Guard):  Rx  For  Health  (Com- 
monwealth of  Pennsvlvania):  PhUadelphia-Histcjri- 
cal  Heritage  (The  City  ot  Philadelphia):  Highu-(i\ 
to  the  World  (The  Delaware  River  Port  .\uthor 
ity):  Snow  Sutt  Time,  Lazy  Lucy  and  Hapfyy  tin 
Healthy  (Philadelphia  Dairy  Council);  Backsta,:' 
at  the  Orchestra  (The  Madway  Organization  i. 
TV  COMMERCIALS:  for  Ditman  &:  Kane  .\gem  v 

(The  Lester  Piano  Company):  Richard  Fole\ 
Agency   (.Abbott's  Ice  Cream):  Ralph  Hart  .\genc  \ 

(Magic  Milk  Shake  Commercial):  Philip  Klin* 
Agency     {M..A.B.    Paints):    Aitkvn-Kvnett    .Agent  \ 

(Mrs.  Paul's  Frozen  Foods):  Ecofl  Ji:  James  .Agent  \ 

(Wctherill  Paints);  Adrian  Bauer  Agency  (Frank's 
Beverages);  Richard  Foley  .Agency  (Mrs.  Smith 
Pies):  35mm  theatrical  for  The  Charles  E.  Hires 
Co. 


PHOTO-ARTS    PRODUCTIONS,    INC. 

2330  .Market  Street,  Philadelphia  3.  Pa. 
Phone:   RIttenhouse  6-3696-7 
Date  of  Organization:   1948 
George  M.  .Adams,  President 
Walter  E,  Dombrow,   Vice-President. 

Dir.  of  Photography 
Rita  A.   Baldino.  Business  Mt!nii;^ri 
Robert  T.  Hoban,  Sales  Manager 
Eugene  (ielber.  Writer  Directoi 
|os.  R.  Maver,  (■  nit-Head  Cameraman 
llaroltl   Hodgeman.  Studio-Head  Cameraman 
Ralph  Humphreys.  Still  Dept.  Manager 
|oseph  Dombrow.  Film  Processing 

SF.R\'1(;ES:    16  .<:  35mm  motion  pictures  |oi   iritUis 
trv.    training    and     I  \':    sound    slidefilms,    Prochu 
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A  Message  of  interest  to: 

Motion  Picture  Producers, 
Distributors,  Advertising  Agencies, 
Sponsors,  Film  Libraries, 
TV  Film  Producers  and  Distributors 


Peerless  | 

Services 

include: 


Peerless  Protective  and 

Preservative  Film 

Treatments 

Releose  Prints,  Troilers, 

Television  Shows  on  Film. 

Kinescopes,  TV  Commerciols, 

Theotre  Screen  Advertising, 

Prints  for  Continuous  Projection 

Negatives,   Masters.  OrigJnols, 

Filnnstrips.  Transparency  Slides, 

Microfilm 

Film  Rejuvenation 

Shrinkage  Reduction 

Scrofch  Removal 

Rehumidlficatlon 

Cleonlng  and  Repairs 

Film  Library  Servicing 

Shipments,  Inspection, 

Cleonlng,  Repairs,  Inventory 

ond  Booking  Records,  Storage 

Servicing  TV  Shovirs  on  Film 

insertion  of  Commerciols,  Shipments 

to  Stotions,  Booking  Records. 

Follow-up,  Inspection  on  Return, 

Cleaning,  Repairs,   Replacements, 

Storage,  Substitution  of 

Commerciols,  Reshlpments 

Film  Distribution  Servicing 

Storage  pending  orders, 

Inventory  Records, 

Shipments  to  Purchasers 

Filmstrip  Packaging 

Breakdown  of  rolls  into  strips, 

Packaging  in  cons.  Labeling, 

Boxing  of  Sets,  Storage 

pending  orders,  Shipments 


Without  exception, 

ALL  film  should  be  treated,  if 

you  are  to  get  maximum  results  in 

terms  of  good  projection  and  number  of 

showings.  Without  treatment,  your  film — 

from  initial  release  to  the  last  booking — is  much  -f^ 

more  susceptible  to  damage.  And  damaged  film 

can  result  in  an  indifferent  audience. 

Peerless  Treatment  is  only  one  of  the  services  we  offer 
to  users  of  film.    But  we  feel  it  is  the  most  important, 
because  its  objective  is  to  start  prints  off  right  and 
keep  them  in  good  condition  longer.     It  is  the  finishing 
touch  and  the  least  expensive  item  in  the  whole  process  of 
picture-making.    Yet  it  safeguards  millions  of  dollars 
invested  in  film.     When  you  order  prints,  don't 
forget  to  include  "PEERLESS  TREATMENT"  in 
your  purchase  order. 

And,  if  you  have  film  that  has  become  "hurt"  or  "tired" 
— scratched,  edge-nicked,  brittle,  warped,  or  just 
dirty  and  oily,  call  on  Peerless  service  to  salvage  it — 
not  only  your  prints,  but  also  your  negatives  and  originals. 


EERLESS 


P 

I  FILM  PROCESSING  CORPORATION 

I     165  WEST  46th  STREET,  NEW  YORK  36,  N.  Y. 
I    959  SEWARD  STREET,  HOLLYWOOD  38,  CALIF. 

21  YEARS   EXPERIENCE   IN   SAFEGUARDING   FILM 


PEERLESS  TREATMENT  available  also  through  OKicial  Licensees  in 

CHICAGO  •  DALLAS  •  DAYTON  •  DETROIT  •  HOLLYWOOD  •  KANSAS  CITY 
NEW  YORK   •   PORTLAND   •   SAN  FRANCISCO   •   ST.  PAUL   •  WASHINGTON 

Berne  •  Brussels  •  London  and  Denhom  •  Mexico  Gty  •  Sydney  •  The  Hague  •  Toronto 
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Pennsylvania   Listings:   Continued 

PHOTO-ARTS       PRODUCTIONS 

lion  from  story  Ix^arci.  script,  set  (iinsiruiiion. 
etc.  to  screen.  F.XOII.ITIKS:  Kiuirsti>r\  building 
with  main  drivcin  studio.  .SOxlOtixL'l-foot  ceiling. 
.Second  studio  for  I'V  conimer*  ials.  ,SOx-iO  feet. 
Projection  rrtnn.  tonference  room:  permanent 
kilclien  set;  editinj;,  etc.  Ooiihle  and  single  system 
M>und  cameras,  svnc.  sound  retoriler:  1  chatinei 
mixer;  interitKked  playback;  music  library;  re- 
yersal  and  negative  proiessing  machine;  complete 
location  iTews;  fully  staffed  ami  ii|uippcd  still 
studio  ;iik1  labor;itor\. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.\K)MO.\  PK.URKS:  Fnnlhr,  \„Ui-y  (CBS 
.\merican  Week);  Lawn  Boy  .V/oiv  (CieareMarslon 
.\gency);  For  Fair  Piny  (Commonwealth  of 
Penna.):  Beotily  of  the  Earlh  (S.  L.  .Mien.  Inc.); 
Chipzels    (J.  (Ainningham  Cox  -\gency). 

Stanley  Neal  Productions,  Inc. 

Harrison  W.  \V<M)d.  Sales  Mgr..    1120  Walnut  St.. 
Philadelphia.  Pa.  Phone;  PEnnypacker  5-6135. 
(see  complete  listing  in  New  York  City  area) 

Pittsburgh,   Pa. 
The  Jam   Handy  Organization,   Inc. 

|.  M.  \IiC;cilliiiii.  in  ch.irjjc.  C.itcM.n  (.inter.  Pitts- 
burgh.   For   detailed   description    of   complete 
services  and  facilities  sec  listing  text  under  Detroit 
.\rea. 

MODE-ART   PICTURES,   INC. 

11122  Forbes  Sircel.  Pittsburgh  I'l.  Pennsvl'.ania 
Phone:  Express  1-1841) 

Kranches:  Western  Reserve  141dg..  Cilcvelaiid  13. 
Ohio.  6063  Sunset  Boulevard.  Hollyivood  38. 
Calif.,  and  -1718  Dorset  .\ve..  Chevy  Chase  15. 
Maryland 

[ames  I,.  Baker.  President 
Robert  I-.  Stone.  Exec.  Vice-Presidevl 
H.  John  Kemerer.  Vice-President 
John  H.  Ware.   I'ice-Preiident—Sales 

SERVICES:  Industrial,  educational,  public  rela- 
tions and  television  motion  picture  productions 
and  T\' commercials.  F.\CILITIES:  Fully  staffed 
and  equipped  with  35mm  S:  16mm  magnetic  and 
photrjgraphic.  recording  and  editorial  facilities. 
Sound  stage.  Ij^Kations  in  Pittsburgh,  fjeveland. 
Holhwood  and  \\ashinglon.  D.  C. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOTION-  PICICRES:  Deep  Drau-ing  of  Stain- 
less Sleel  (.AJleghenv  l.udlum  Steel  Corp.);  Black 
Gloves  (Community  Chest  of  .Allegheny  County): 
67  Melody  Lane  (Trans-\'ideo  Corporation):  More 
Than  a  House  (Brown  It  V'aiigh  Development 
Co.);  Born  to  Fly   (.\ero  Supply  &  Mfg.  Co.). 

MPO  Productions,  Inc. 

\Villiam    Henning.    .501    Berger    Hldg..    Pittsburgh. 
Phone:  ClOurt   1-2588. 
(see  complete  listing  in  New  York  area) 

An  EXCLUSIVE  Listing  of  Specialists 
■it  Ihe  producers  supphing  complete  listing  text 
in  these  pages  provide  you  with  the  one  depend 
able  source  of  these  specialized  services  for  all 
types  of  business,  government  and  television  films 
and  other  forms  of  audio-visual  ccmimunications. 
Listings  are  not  paid  space  but  restricted  to  com- 
plete replies  which  include   minimum   references. 


WARREN   R.    SMITH,   INC. 

117  l-oiiiili    \\t-.,  Puisbnigh  L'lj.  IV'nns\h:cnia 
Phone:   Express  1-HUI 

Date  of  Organization:  September,   1952 

W;crrc-n  R.  Smith.  President 
Rc-gis  (Nordic,  Vice-President 
Arnold  1).  Wilner.  Secretary 
I;cmes  k.  Walker.  Treasurer 
John  Freeman.  Production 
Dale  I  homijson.  Animation 
John  W.  Zwergel.  Laboratory 
Peter  .M;inners.  Sales 

SER\ICES:  C;om])letc  16nun  production  and  lab- 
c:>ratory  service:  complete  animation  department. 
35mm  photography  and  production.  F.\C1LI- 
TIES:  35mm  Bell  and  Howell,  .\uricons  (400'  SL- 
1200).  Kodak  cine  specials,  reversal,  negative- 
positive  processing,  magnetic  recorders  for  1  ,"  ;<: 
16mm  tapes,  studio  and  workshop.  B.<:H.  RC.A 
projectors.  Union  Berlin  step  printer  for  sound 
and  picture  (HK.W)  or  color.  3  channel  magnetic 
mixing.  .M:iurer  6  track  optical  recorder,  anima- 
tioti  stand,  editorial  rooms. 

RECENT       PRODUCTIONS      AND       SPONSORS 

MO'IIOX  PICICRES:  .\Uihnig  Time  nl  Alcoa 
(The  Standard  Register  C:o.);  The  .-Ibbie  Seal 
Show  (.Abbic  Neal):  Continuous  Casting  (Koppers 
Company);  Rolling  Your  IVay  (Pittsburgh  Steel); 
Xew   Steel   Industry  for   Venezuela    (U.   S.   Steel). 

Wilding  Picture  Productions,  Inc. 

Ralph  Maitland.  429  4th  .\venue.  Pittsburgh.   Pa. 
Phone:  GRant  1-6240. 
(see  complete  listing  in  (;hica.go  area) 
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Georgia 


BEELAND-KING    FILM   PRODUCTIONS 

752  Spring  Street.  N.W..  .\tlanta.  C.eorgia 
Phone:  ELgin  7558 

D;ite  of  Organization:   1952 

C.  D.  Beeland.  Partner  &  Production  .\lgr. 
R.  W.  king.  Partner  k  Sales  Mgr. 
Rich;crd  .\.  Walsh.  Producer-Director 

L.  E.  McC:uinber.  Director  of  Pholograph\ 

D.  ,S.  Phillips.  Film  Editor 

E.  Beeland.  .^lake-up 
Harry  Herzog.  .-Irt  Director 
\1  Roberts.  Sound  Etigineer 
Eel  Burris.  Laboratory  .Manager 
Blanche  S.  Lee.  Sales  Promotion 

SER\'IC;F^S:  Cinemascope,  industrial  and  ccnnmer- 
cial  motion  pictures,  filmagraphs.  sound  slitlefihns. 
T\'  programs  and  commercials,  animation.  I(i  iind 
35mni  |)rocessing  and  printing,  sound  recording 
and  color  printing.  F.\C;ILI  I'lES:  16  X:  35mm 
cameras,  lighting,  recording,  dollies,  casting  and 
directioti.  Complete  16  and  35mm  laboratory  facili- 
ties, including  Western  Elc-ctric   sound  ch.iniuls. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOriON  PiCILRES:  The  Valley  35mm  color 
Cinemitscope  for  theatrical  release;  The  Expanding 
Frontiers  (Georgia  Tech.  .\lumni  Foundation): 
The  Machinery  f/islory  Record   {V.S.  N;i\y):  .tnd 


Then  There  Was  Light  (Ga.  Electric  Membership  . 
Coop.);  Leaders  of  Tomorrow  (Cia.  Military  .\ca(l-  i 
emy):  Happy  Holidays  (Ida  Cason  Ciardens). 
TEI.E\ISI().\  FII..MS:  .V««cv  Carters  Cook  Book 
(Colonial  Stores).  SI. IDEFILMS: , J  PuncA  Uhere 
it  Counts  (The  Cc>ca-Cola  Company);  Man  on  the 
Driveway  (Modern  .Metal  Proclucts).  TV  CO.M 
.MERCI.\LS:  for  Delta  .\irlines.  Jevse  Jewell. 
Kroger.  Crosby-Hodges  Milling  Co.,  Westinghouse. 
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Kentucky 


I 


KENT    LANE    FILMS,    INC. 

1233  .So.  Third  St..  Louisville  .1.  Kentucky 
Phone:  Magnolia  8659 

Date  of  Organization:   1947 

Kent  Lnne.  President  and  Producer 
Julia  Lane.  Treasurer 
Howard  Hunt.  Secretary 
Marian  Mudd.  Offjce  Manager 
Pioward  Stiles.  Director 
\\';irida  Retevcur.   Writer 
Hu«h  k.  Miller.  Dir.  of  Still  Photography- 
hen  Sandman.  Jr..  .-Irt  Director 
[ack   I  arbis.  Dir.  Music  Sc  Sound 
HIeanora  Meinian,  Casting  Director 
Tom  Mulvey,  Asst.  Producer 

SERV^ICES:  Merchandising,  sales  promotion,  pub- 
lic relations  and  training  films.  Television  com- 
mercials, slide  films,  still  illustrations,  editorial 
service  and  story  boards.  FACILITIES:  Sound 
stage,  recording  studio,  art  and  animation  depart- 
ment, editinj;  rooms,  interlock  magnetic  film  re- 
cording and  plavbatk.  Mitchell  or  Maurer.  16mm 
cameras,  dolly,  all  necessar\  equipment  for  studio 
or  location  film  production. 

RECENT       PRODUCTIONS      AND      SPONSORS 

MO  I  ION  riC.  I  IRES:  Loaf  On  the  Job  (Grocers 
Baking  Co.):  Mobile  Maid  (General  Electric):  A 
Fitting  Stor\  (Tube  Turns);  In  Flight  Feeding 
(Reynolds  Metals).  EELEVISION  FILM:  A>«- 
tucky  Slory  (State  of  Kentucky).  SLIDEFILM: 
Know  Your  Church  (Cumberland  Presbvterian 
Church).  TV  COMMERCIALS:  for  General 
Electric  Company.  I)e\i»e  >c  Revnolds  and  Peaslee 
Gaulbert. 

Louisiana 

COMMERCE    PICTURES 

525-327  Poydras  Street.  New  Orleans,  Louisiana 
Phone:  MAgnolia  5026 

Date  of  Organization:    1940 

Rttbcrt  Wiegand,  President 

SER\1C^ES:  Motion  pictures— jt3mm  advertising 
and  institutional:  16mm  institutional  and  '\\ 
spots.  F.XCILITIES:  Silent  and  sound  stages, 
33mm  and  l;ipe  recording,  continuous  process  de- 
velopinj^.  tutting,  matching  and  editing;  lights; 
Mitchell  and  Bell  Sc  Howell  cameras. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOI  ION  PICni'RES:  Fair  Grounds  /y>V  (Fair 
Grounds  (^orp.);  Mix-OGas  (General  Gas):  The 
Xew  Delta  Control  (Delta  Tank  Corp.);  /.  &  J 
Wines  (Jas.  E.  Comiskey  Co.);  Crystal  (Baumer 
Foods.  Inc.). 

Virginia 

Polaris  Pictures,  Inc. 

Hui;h     Peters,    (io  Produt  ti .    227     West     Bostawen 
Street.  Windiester.  \'irginia. 
(sec  complete  listing  in  Los  .\ngeles  area) 
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Tennessee 


CONTINENTAL   PRODUCTIONS   CORP. 

539  \'ine  Street.  Chattanooga  Tennessee 
Phone:   7-4302 
Date  of  Organization:    1932 

James  E.  Webster,  President  k  Exec.  Producer 
Gene  A.  Carr.   V.  P.  &  Exec.  Director 
H.  L.  Thatcher.  Treasurer 
Thomas  Outchfield.  Secretary 
Glenn  A.  W'estbrtxik.  Sales  Mgr. 
Gharles    L.    Doughty.    Mgr.    Animation    .<:    Art 
Dept. 

SER\IGES:  16  and  35mm  color  and  black  and 
white  live  and  animated  motion  pictures;  sound 
slide  films;  and  industrial  sales,  sales  and  person- 
nel traininj^.  documentar\.  public  relations,  medi- 
cal, educational,  and  'W  films.  Producers  also  of 
KilmoRania  prodmtions  (16mm  version  of  Cine- 
mascope), (olor  stills  for  display,  and  Stereo  pre- 
sentations. FAC^ILiritS;  Full  production  fatil- 
ities.  including  16  and  3r)mm  cameras,  sound  stage 
and  recording  rooms,  mobile  location  unit,  syn- 
chronous recorders,  single  svstem  cameras.  Fihno- 
Rama  lenses.  o\er  125.000  watts  of  lighting  ecpiip- 
ment.  and  complete  art  and  animatii>n  dept.  Perma- 
nent creative  staff— writers,  directors,  cameramen, 
editors,  artists,  sound  engineer,  and  musical  di- 
rect r)r. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOriON  PICIL'RFS:  Mr,  Hlevins  ^  The  (.ouu 
try  Code  (The  Krvstal  Co.);  Log  Pond  Construe 
lion.  Han'est  From  the  Forest  (Bowaters  Southern 
Paper  Corp.);  Sheer  Glamour  (Davenport  Hosiery 
Mills  (;orp.);  C.ramet  is  Born  (Cramet  C!onipanv 
—  Sub.  of  the  Crane  Co.):  McCallie  Summer  Camp 
(McCallie  School  for  Boys);  Baylor  Sumtner 
Camp  (Bavlor  School  for  Bovs):  Training  Aids 
{(Airrin  C^imipanv,  Inc.);  Custom  Made  Tethnical 
Ceramics  (.-Vmerican  L.a\a  Corp.  —  Sub.  ol  Minne- 
sota Mining  ^-  Manufacturing):  Backgrounds  for 
liffiuly  (Bell  Kr  Howell  Co.  and  Continental  Pro- 
ductions Corp.).  SLIDEFIL.MS:  Pre-Mix  Coolers 
tind  Vendors  (Coca-Cola  Bottling  Co..  Thomas, 
Inc.).  COLOR  TRANSPARENCIES:  Orchid 
Promotion  (Rivermont  Orchid  Gardens);  Catalog 
Inserts  (Southern  Electrical  Corp.).  TV  COM- 
MERC;iALS:  for  C:a\alier  C^orporation.  The  Krvs- 
tal C^ompanv.  Fleetwood  Coffee  Company.  M.  M. 
Hedges  Mfg.  Ca>..  The  Double-Cola  Co..  The  Pio- 
neer Bank.  Ciurrin  Company.  Inc..  Chattanooga 
Gas  Co..  Mavfield  Dairies. 
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SAM   ORLEANS   AND   ASSOCIATES,    INC. 

211  VV.  Cumberland  Ave..  Knowille   15.    I  enn. 

Phones:   3-8098  and  4-1301 

Branch:  550  Fifth  .\venue.  New  York  C;it\.  N.  V. 

Date  of  Organization:    1946 

Sam  P.  Orleans.  Executive  Producer 

Lawrence  Mollot,  Associate  Producer 

SER\'ICES;  Public  relations,  training,  surgical  and 
medical  films;  television  films:  slidefilms.  FACIEI 
TIES:  Studios,  production  equipment;  cutting 
rofjms;  portable  synchronous  tape  recorder.  Pro- 
jection and  recording  room.  Transportation  ecpiip- 
ment.  3-D  cameras  and  projection  equipment. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MO  I  ION  I'ICIl'RES:  Special  Progress  Reports 
and  (iaseous  DiffuMon  Plant  Expansion  at  Oak 
Hidge  and  Paducah  (Atomic  Energy  Commission): 
A  Step  in  the  Right  Direction  (U.S.  .\ir  Force); 
The  Second  Hundred  (Michigan  State  College): 
Your  Health  Department  in  Action  {Ca\.\  of  knox- 
ville). 


iJ^Af  C2  l%r  ^  C3 


EAST  CENTRAL 


(INDIANA 


OHIO 


MICHIGAN; 


Indiana 
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AMERICANA   PRODUCTIONS,    INC. 

'2.'2.\i  No.  Meridian  Street.  Indianapolis  4.  Ind. 

Phone:    WAInut   3-1969 

Branches:  New  York  17.  424  Madison  Ave.. 

PLa/a  8-2740:  New  York  19    (production  office) 

Ii80  Fifth  Avenue.  Circle  7-1994 

Donald  \'.  Nestingen.  ProducerDireclm 

Donald  A.  Haldane.  ProducerDiretlm 

Robert    Bra\erman.   Produccr-Direclur 

Sol    Fried,  .-tssocinte  Producer 

|.  M.  Spragn.  Office  Marwger 

Rolierl  C.  (.richton.  Script  &  Story  Dept. 

Da\id  I,.  Bichler.  Scientific  Research  k  Unison 

Charles   Lithtenstein.   Photographic   Section 

Joseph  Mara,  Art  Director 

.SFR\'1CES:  16  ft  3.'>mm  live  and  animated,  docu- 
iiientar\  and  entertainment,  sales,  civic,  industrial. 
.inrii  iiliur.d  ,ii)d  piiblit  relations  motion  pictures 
.iiid  slidehlms.  IV  films  and  commercials.  \'isual 
aids  consultation  and  planning  services  from  idea 
to  (omplete  distribution.  F,\CILITIES:  Com- 
plete ireatixe  staff  and  technical  facilities.  Versa- 
tile e(]uipment  for  industrial  location  and  special 
e\ents  fihuing-  Production,  distribution  and  sales 
facilities  in  Indianapolis  and  New  York.  Integratetl 
staffs  and  C(jordinated  intercity  facilities,  high- 
speed produttion. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MO  I  ION  PK:ll'Rt,S:  Modern  Soil  Duildrts.  A 
I-eature  lieport  on  the  Farm  Progress  Show,  and 
Man  Against  Hunger  (Nitrogen  Division.  .Allied 
Chemical  and  Dye  Corporation):  Belle  (Hade. 
I'lorida  (Cihamber  of  Commerce):  Fort  Myers 
lieucli.  Florida  (Beach  Holiday  Club);  He  Move 
Mountains  (Green  Construction  Company):  Meet 
Mr.  Safety  and  Driving  for  Eastern  (Eastern  Mo- 
tor Express.  Inc.);  Built  for  Life  (The  Wayne 
Works);  .tiert  to  the  Future  (.\merican  National 
Bank).  TELEVI.SION  FILM.S:  film  features  lor 
House  Detective  television  show. 

FRINK   FILM   STUDIO 

I  til    I  honilnn   Street,   Klkli.irt.   Indian:i 

Ph.)iie:   ;)-(l274 

I),ite   ol    Organization:    1951 

\l;iuri(e  Frink.    Jr..  Owner 

SI-.R\  ICES:  Slidefilms  and  motion  pictures:  color 
.iiid  blatk  ;ind  white:  T\'  commercials.  F.\- 
ClILFFIES:  Soinid  sta,ge.  animation.  16mm  cam- 
er:[s,  double-system  sound,  magnetic  film  :ind  tape 
recording:  dubbing.  7-channel  mixing,  editing, 
screening,  scrijjt  writing. 

RECENT       PRODUCTIONS      AND      SPONSORS 

MO  I  ION  flCllRES:  .Millions  ol  Variable  Re 
\istors  and  .Manufacturing  .Millions  of  Variable 
Resistors  (Chicago  Telephone  Supply  Corp.):  .4 
.Matter  of  Life  (Cancer  Society  of  St.  Joseph 
Ciouniy):  Bathing  .it  Its  Best  (Henry  Weis  Manu- 
fatturiiig  C;o,):  The  United  Fund  Stor\  (St.  Josepfi 
Cioiints  I'nited  Finid):  .-idlake  Quality  Windows 
(The  Ad;uns  and  Westlake  Co.):  Elkhart  Unites 
(Elkhart  CJmntv  L'nited  Fund):  Siizan's  Dragon 
Oour  Story  Hour.  Inc.):  Valley  of  Promise  (Com- 
mittee ol  111(1  of  .Soutti  Bend  and  Mishawaka). 
SLIDEFIL.MS:  The  Vacuum  Power  Story  and 
Carburetors  (Bendix  Prcjciucts  Di\",,  Bendix  .A\'ia- 
tion  Corp.).  TV  COMMERC;iALS:  for  Miles 
Laboratories,  O'Brien  Paint  Corp,,  Gilbert's  C^lruh- 
ing  Store  and  others. 


GALBREATH    PICTURE   PRODUCTIONS,   INC. 

2905  Fairfield  .Avenue.  Fort  Wayne,  Indiana 

Phone:   Harrison  4147-8 

Date  of  Organization:    1948 

Richard  E.  Galbreath.  President 

John  W.  Watson.   Treasurer 

Guy   P.    Eitzsimmons,   Editor 

C:laude  Cole,  Camera 

.\llen  C.  Moore.  Sound  Engineer 

SERVICES:  Complete  industrial  motion  pictures, 
16mm  color,  black  8:  white.  RC.\  licensee,  F.V 
CILITIES:  Sound  stages,  200,000  watts  lights,  edit- 
ing, printing,  laboratory.  Mitchell  camera  equip- 
ment. RC.\  6  channel  record  and  re-record,  music 
libraries. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MO'FION  PK:  rURES:  Winter  Wonderland  (Gen- 
eral Electric):  Men  Machines  k  Miracles  (York 
Corporation):  Million  Dollar  Castle  (National  As- 
sociation Homebuilders):  Formula  X  and  .Money 
Making  Methods    (National   Homes  Corporation). 

SCOPE   PRODUCTIONS,    INC. 

4557-59   .\Iari\    Lane,    Inilianap<»lis  5,   Indiana 

Phone:  HUmbolt  5540 

Date  of  Organization:   Jidy,    1953 

Henry  M,  Stoeppelwerth.  President 

Robert  L.  Perine,  Secretary-Treasurer 

SER\'ICES:  16mm  sound  motion  pictures:  35mm 
sound  slidefilms:  recordings  for  industry,  educa- 
tion and  television.  FACILITIES:  .Script,  titling. 
;irt.  photography,  recording,  screening,  editing, 

RECENT      PRODUCTIONS      AND       SPONSORS 

MOTION  PICU'RES:  The  .Moving  of  the  U-50} 
(LaPl.inte  Adair  Co).  lELEVISION  FILMS: 
Sam  Snead  Show  series  of  39  three  minute  golf 
lessons  (,S1  \',  Int.).  SLIDEFILMS:  Facts  About 
Fluid  Couplings  (Twin  Disc  Clutch  O),):  Lente 
Iletin  and  .Antibiotic  Therafjy  (Eli  Lilly  and  Com- 
pany), 


Ohio 

(Cincinnati,   Ohio  Area) 

OLYMPUS   FILM   PRODUCTIONS,   INC. 

2222   (,hitk.isaw   street,    (amiiin.iti    19.   Ohio 

Phone:  PA  2184 

Date  of  Organization:    1948 

lames  B.  Hill.  V.  P.,  General  .Manager 

C.  Da\icl  Gerber.  Sales  .Manager 

Mary  J.  Renn.  Production  Coordinator 

Jack  R.  Rabins.  Dir.   Technical  Dept. 

Peg  Bolger,  Dir.  Story  Department 

S.  Harrv  A\'ilmink,  Chief  Editor 

SERVICES:  Complete  script  and  production  serv- 
ices on  16mm  color  and  black  and  white  motion 
pictures  and  slidefilms.  Lip  sync  or  post-recorded 
narration.  Script,  editing,  sound  services  for 
partialh  completed  films.  Location  or  studio  shoot- 
ing, F.VCILITIES:  4500  square  hx>t  sound- 
proofed studio:  .Maurer  16mm  cameras:  ma.gnetic 
tape  sound  recordin,g:  complete  editing  equip- 
ment: fidl  range  of  lighting  equipment.  Two 
permanent  kitchen  sets.  Other  sets  built  to  order. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOTION  PICTURES:  Fresh  Frosted  .Meats  for 
the  Food  Seii'ice  Industry  (.Armour  S:  Co.):  Right 
and  On  Time  (Crosley  Div.-.A\CO  Mfg.  Corp.); 
Flying  Saucers  (Economics  Laboratory):  BCG— 
Vaccination  .-igainst  Tuberculosis  (Research  Foun- 
dation): .Voii'  Tm  In  Business  (G.  S.  Blakeslee  So 
Co,), 

(LISTING  CONTINUED  ON   FOLLOWING   PAGE) 
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EAST  CENTRAL:  Ohio 


Wilding  Picture  Productions,  Inc. 

R.    I..   Mi  Mill. in,   1.17    \uiL    St..   C.iiu  iiiii.hk   Ohi. 
I'hoiK-:  C. ArlK-ld  (1177. 
(sfc  coniplt'U-  lisiin^  in  Clhitaj^o  ;iri*;i) 


Cleveland,  Ohio 


CiNECRAFT   PRODUCTIONS,    INC. 

2jlj  ti.iiikliii  liKil..  C.kvtI.iiKl  I.J.  Ulii.i 

I'lioiic:    .Sl'iKiior    1-2300 

Dale  of  OiKani/ation:    1939 

Ray  Cullty,  Pmiilent 

Richard   F.   Rcymilils.   General  Miniuger 

I'.iul   (!iille\.   I'i(Klnt  lion   .Mttnaiie} 

R<il)crl  v..  Havilaiul.  Fruducer 

RoIkti  WVUliaiis.  Prutlucer 

Frank   .Siedtl.   SriijUs 

Harrv  Horrotks.  Chief  Cameiaman 

Eel  Perry.  .V////.V  and  Ani/nalion 

Riibert  .Miiwry.  Art  Director 

William   .\pplegatc.  Sound 

Charles  'Foth.  Stage  Manager 

Josephine  Giarniita.   Office  Manager 

SKR\'ICES:  Industrial  sales  and  job  training  rao- 
lion  pictures  and  slidefilms:  T\'  spots  and  pack- 
age shows.  F.ACILITIES:  Studio,  sound  proofed 
stage,  floating  stage;  Mitchell  cameras.  Fearless 
dollies.  M&R  booms:  lights;  diesel  generator  on 
truck  for  location;  rear  projection  with  13'  screen; 
multi-camera  synchronized  shooting  and  projec- 
tion; Teleprompter;  RC.\  sound-on-film;  .Anipex 
tape  recorders;  disc  equipment;  art  department 
with  Saltzman  animation  stanil;  .5  m;in  creative 
department 

RECENT  PRODUCTIONS  AND  SPONSORS 
-MOTION  PIC  rURE:.S;  TacnnUe  (Reserve  .Mining 
Company);  Land  oj  Promise  (Cleveland  Electric 
Illuminating  Co.);  Milestones  of  Motoring  (Stand- 
ard Oil  Company  of  Ohio);  The  Perfect  Parallel 
(Libbey-Owens-Ford  Glass  Co.):  lour  Safety  in 
Trees  (Davey  Tree  Expert  Company):  Crystal 
Clear  (Fostoria  Glass  Compan\).  TEi,E\IsiON 
FILMS;  Ohio  Story  (39  films  for  Ohio  Bell  Tele- 
phone Company).  SLIDEFILMS;  ]\'orhing  for 
Your  Future  and  Profit  by  Experience  (.Muminum 
Ciompany  of  .America):  Overhead  Door  To  Profits 
;ind  The  True  Story  (The  Pennzoil  Cx).);  Message 
from  Malta  (Dresser  Manufacturing  Companv): 
Westinghouse  Dehumidifier  and  others  (Westing- 
house  Electric  Corporation);  Sales  Stimulation 
(Bergcr  Manufacturing  Div.  of  Republic  Steel 
Corporation).  I  \'  CO.MMERCIALS;  for  The 
Glidden  Companv;  Standard  Oil  Clompanv  of 
Ohio  ;  .\lliance  .Manufacturing  Companv;  The 
Ohio  Bell  Telejjhonc  Clompany;  \\illard  Storage 
Battery  Company:  Libbey-Owens-Ford  Glass  Com- 
pany; Truston  Division  and  Berger  Division  o|  Re- 
public Steel  Corporation  and  others. 

ESCAR   MOTION   PICTURE   SERVICE 

~'i]'i   CariKgH     \miuk.   (;le\el.ill<l   .i,   Ohio 

Phone;  Enditott  1-2707 

Date  of  Organization;   1912 

Ernest  S.  Carpenter.  President 

Lester  Whitney.  Lahorulory  Manager 

\.  L.  Cope.  Editorial  Director 

Peg  Bowman.  Scrijit  Department 

(;iiarles  Hale.  Maintenance 

H.  B.  .Armstrong.  Sen'ice  Manager 

(  liarles  O'Donnel.  Sound  Engineer 

\irg.n'a  C:arpentcr.  Office  Manager 

SER\'1CES;  Kinin  and  3.'nnm  motion  pictures, 
slidefilms.  bSLw  or  tolor.  T\'  production  deparl- 
meni  for  special  service.  Commercial  Ko;lac  hrome 
specialty:  animatoii.     F.ACII.mES:  Sound  studio 


with  ecpiipment  for  all  Ivpes  photographv.  includ- 
ing lip  sync  on  both  llinun  and  3.'innn.  Ilinnn  and 
3.')nun  fdni  recorders:  prcjfessioiKil  i;ipe  recorder 
provides  immediate  pla\back.  Re-recording  Irom 
Iliinm  or  3')nnn  film.  i;ipe  or  disc.  Pro.  Itiumi  and 
3."»min  cameras:  .Mole-Richardson  lighting.  Air  con- 
ditioned hiboratory  Itimm  ;ind  3.")mm  pr()cc-ssing: 
liell  S;  l-Iowell  printers:  (jptic:tl  printing  3.jnnn  to 
Itinun  ;incl  Itiinm  to  llinim.  picture  ;ind  soiuid. 
(iolor  printing,  llimm  and  3r)mm  laccpier  co;i(ing. 
Sensiiometric  ill  c]iuditv  control,  cinex  m;ichines 
for  3:'>min  .ind  lliintn.  Editing  clep;utinent;  ani- 
mation ;incl  slidefilm  departments.  ,\ir  < oiidiiioned 
screening  room. 

RECENT  PRODUCTIONS  AND  SPONSORS 
-MOl  ION  I'K  I  f  RES:  ;r>nini  slioris  l,,i Clevel.ind 
Plain  Dealer;  WC.AR  and  BB1),«).  Il.mni  produe 
tions  lor  Ckneland  Range  Co.:  Cleveland  Dept.  of 
Recreation;  Fwinsburgh-Miller  (^o.:  .Amer.  Societv 
of  Lubric;ition  Engineers;  Nelson  Stud  Welding; 
.Addex  Corp.  and  Barth  Clorp.  SLIDEEIL.MS: 
for  Brush  Electronics  (atrporaticjn:  [ames  P. 
Lincoln  .Arc  Welding  Founclation;  Westinghouse 
Corporation;  and  Leece  Neville.  T\'  SHORTS; 
H.  J.  Rand  S:   Associates  and  Oil  C;itv  Refiners. 

INDUSTRIAL   MOTION   PICTURES,   INC. 

1706  East  38th  Street.  Cleveland  H.  Ohio 
Phones;   EXpress   1-3432  &   1-3191 
I);ite  of  Organization;   1945 
\.  P.  -MacDermott.  President-Treasurer 
D.  E.  MacDermott,  Secretary 
F.  B.  Mevers.  Production  Manager 
].  L.  Micuch.  Director  of  Photograjtliy 

SER\'K;ES:  Motion  pictures,  slide  films,  slides  and 
still  pictures,  black  and  white  or  color:  sound  re- 
cording and  script-  FACILIl  lES:  Cine  Special 
and  Auricon  cameras.  35  and  Itimm  animation, 
complete  lighting,  stage,  sound  studio  with  five 
channels  including  tape  and  llimm  recording: 
editing  and  still  ]>icture  l;ibor;iior\. 

RECENT  PRODUCTIONS  AND  SPONSORS 
-MO  I  ION  PICTURES:  A<i>'  liridge  Ahead  (Con- 
crete Products  Co.  of  .America);  The  Builders 
(Wire  Reinforcement  Institiue.  Inc.);  Decision  for 
Ohio  (I'he  Special  Transpcirtation  Committee  of 
Ohio  Railroacis);  Ten  Days  Per  Man  and  Equation 
for  Profit  (Euclid  Division  of  General  Motors 
Corp.). 


Mode-Art  Pictures,  Inc. 

Donald    Jones.  Western   Reserve  Bldg..   Cleveland 
13.  ' 
(see  complete  listing  in  Pittsburgli  area) 

PRODUCTIONS   ON   FILM,   INC. 

i:.l'.    fuillil     \\cliuc.    (.levil.iiul    I"..    OliH, 

Phone;  Sl'pericjr   1-9829 

Dale  of  Organization:  Januarv.   1952 

Robert  Fleming  Blair.  President 

|:imes  La.Marr.  Executive  Vice-President 

William  C-.  Blair.  Secretary 

Robert  R.  Carroll.  Director  of  Production 

.Mel  Horace.  Diiector  of  Photography 

(iecjrge  J.  .Murphv.  Laboratory  Manager 

Richard  'Irimble.  Studio  Manager 

Don  Ciaijriel.  Sales 

Dolores  E.  Rus.so.  Office  Manager 

SFR\'1CF;S:  Creators  :ind  producers  ol  sound 
motion  jjictures  and  slidefilms  for  inclusiri;d  edu- 
cation and  promotion.  lA'  programs  and  com 
mercials.  F".AC;iLITIf;S;  Maurer  sound  svsiem 
;ind  cameras;  .Auricon  single  svstem.  Kinescoping 
—single  system.  Canespecial  and  Bell  &  Howell. 
ICinm  live  recordings  and  rerecordings  Irom  tape- 
or  disc;  sound  stages;  lighting  ecjuipment:  editing. 
;:rt.  research,  writing,  stills  ;iiid  aiiim  t'o:i  dep.ul- 


ments:  projiciioii  room,  (jiinpteu-  l.iboi.iiorv  fa- 
c  ilities. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOllON  PK.ll  Rl.S:  Sno.ehatl  l.onlrieuce  and 
Sireu'hall  Conference  (Work  Simplification  (Con- 
ference); Ei'eiy  /s  Minutes  (NLivors'  I  raffic  Safetv 
(ajinm..  Cit\  of  (Uexeland):  Proof  b\  Comparison 
(.Standard  Oil  ol  Ohio).  SLIDEF11..MS;  The  Per- 
fected Tubeless  Tire  (Cieneral  I  ire  ^  Rubber 
Ciompanv). 


Wilding  Picture  Productions,  Inc. 

lie. Ill  (...lliii.  DisliuL    \l.iii.r.;cr.   lUKl  fiidiil.  (:li-\c 
land.  Phone;    I  Ower   1-Ii440. 
(see  complete  listing  in  CJhic;igo  ;crea) 


Canton,  Ohio 


Paul   Hoefler  Productions 

Rep.   .\hiull.i   llcisui'.;.   L'lll    l.inucinil     \\r..   Canton. 
Ohio, 
(see  ccjmplete  listing  in  Los  .Angeles  area) 


Dayton,  Ohio 


FILM   ASSOCIATES,   INC. 

4600  .So.  Dixie  Highway.  DaMon  9.  Ohio 

Phone;  WAInut  2164 

Date  of  Organization:  January.  I94li 

E.  Raymond  .Am,  President 

Mildred  G.  .Arn.   t'ice-President.   Treasurer 

CUement  \'.   Jacobs.  Secretary 

Edward  R.  Lang.  General  Manager 

Nancv  Beatt\.  Office  Manager 

SER\'ICES:  Complete  16mm  motion  picture  pro- 
duction and  laboratory  services.  lelevision  spots. 
Color  dupliciites.  Ca>inplete  laboratorv  and  sound 
department.  New  studios  completed  in  fall  of 
1954.  E-ACILI'I  lES;  I  wo  sound  and  production 
studios  40'  X  60'  x  16'  and  20'  x  20'  x  9'.  Coinpletc 
sound  department  16mm  optical  and  magnetic. 
Magnetic  tape.  Disc  retcn-ders.  Film  phonos,  .Altec 
Mixing  console.  Kinescoping  ecjuipment.  Labor;i 
tory-negative  and  positive  continuous  processors 
reversal  continuous  prcKessor.  complete  printing 
equipment.  Editorial  and  anincitioii  departmenis 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOI  10.\  PK.l  IRFS;  Are  Termites  Ealing  Your 
Home    (Extermitiil   Chemicals);    The  Air  Is  Ere* 

(Seawave— CanciniKiti.  O.);  Restoration  of  Maxilv- 
Velum  (.Maxilo-F:uial  Surgery  Dept.,  Miami  A'al- 
ley  Hospital,  Dayton,  O.);  Walcli  The  liirdie  (Syl 
vania  Products);  The  lOy-f  Hambeltontan  and  The 
I'l^i-I  Little  Broien  Jug  (I'.  S.  I  rotting  .Associ 
ation).  T\'  COMMERCIALS:  for  Stockton-West 
Burkhardt      (Huclepohl     Beer)      ({;ibsoii     Winesi 

(Chun  King  Foods).  Midland  .Vdv.  .\gencv  (Bur- 
ger Beer).  Stokelv-\'an  (lamp  F««kI  Corp.  (\'an 
Camp  Foods).  Worihington  Foods  <(;hoplets), 
Byer  S;  Bowman  Agency  (Gam  Beer).  |.  Waller 
'Fhompson    (Ford  Motors). 


Haig  and  Patterson,  Inc. 

131   North  l.iullovc   Miccl    D.iM.in  2.  Ohio.  Phone: 
ADams  9321. 

(see  tcjuiplete  listing  in  Detroit  area) 


The  Jam  Handy  Organization,  Inc. 

\,    \l.  Siiiipv.M    in  ih,ni;c.  .illl    l,ilii..ll    Hldi;..  Dav 
ton  2.   Phone;    ADams  6289. 

(see  complete  listing  in  Detroit  area) 
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BUSINESS     SCREEN     MAGAZINE 


EAST   CENTRAL:   MICHIGAN 


Detroit,  Michigan 


7v 

FLOREZ,    INCORPORATED 

81.')   K.itts  Slrcct.    Dttloil   Lili,    Miiiily.in 

I'hone:  WO  2-4!IL'l) 

Sound  stage:  253":)  jcihii  R  R<mcI. 

Roval  Oak  lownship 
Dalf  of  Organisation:    1931 
Genaro  A.  Fioriz.  President 
Hans  A.  Erne.  Executive  VicePresiilriit 
Paul  A.  KeUourse.  Sec.-Trens..  Gen.  Mgr. 
J.  R:ivinon(I  Cooper.  I'ice-Pre.siderit.  Prod.  Mgr. 
|oIhi  K.  Kleenc.  Creative  Director 
Ra\   H.  Helscr.  Director  Specialty  Sen'ices 
Creative  Group  Heads:  Ernest  D.  Nathan.  Cl:irk 

Broderiik.  W.  1,.  Thomas.  Charles  Hooker. 

SER\1C;KS:  Consultants,  creators,  producers  lor: 
sales  and  service  training,  promotion.  :ind  ni:oi- 
agement:  product  presentation:  technical  exposi 
tion:  conventions  and  exhibits:  employee  ;ind  (on 
sumer  rel.tlions:  ctonomit  inlorm;uion.  Planning 
and  producing  slidefilms.  luotion  pictures,  trans- 
pareniies.  \*ideogT:iph  ]>resentations.  charts,  record- 
ings, models  and  exhibits,  stage  presentations, 
manuals,  texts,  questionnaires,  house  org;tns.  Olter- 
in.g  stock  shots.  a-\  ecjuipment.  synditaiions. 
F\C;iI.n  lE.S:  Sixstory  main  building,  etpiipped 
and  st;died  lor:  research,  planning,  writing,  edit 
ing.  all  media:  layout,  art.  illustration,  technic.d 
rendering:  motion  picture  photogr;iph\.  16mm  or 
33mm.  sound  or  silent,  black-and-white  or  color; 
still  photography,  glamor  shots,  selling  scenes, 
technicd  illustrations,  exploded  views:  photo- 
graphic l;d)or:itories.  de\elopin.g.  printing,  en- 
larging, copying,  color  duping  and  professing. 
Ozalid  reproduction.  slideBlm  animation:  arrange- 
ments [or  typesetting,  letterpress  printing,  oflset 
lithf>gr;iph\.  silk  screening,  gravure:  ftlni  titles. 
New  Roval  Oak  .Soimd  .Sta.ges.  -lOOO  stj.  ft.  com- 
pletelv  e(|inpped.  Mitchell  camera  ecjuipment. 
Ree\es  ni:i^nftic   s\nc    sound. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOTION  PR;TL:RES:  The  Old  lu.Jiiuiied  lt<i>. 
Retnotaire—for  Modern  Living.  The  Big  Differ- 
enie.  The  Lilly  Digest  Story.  Spark  Plug  Sen'icilig. 
Our  C.onipanx.  The  Heart  of  the  Home.  etc.  In- 
complete listing:  Sponsors  not  identified. 


* 


I 


HAIG   &    PATTERSON,    INC. 

13  E.  Bethune  A\enue.  Detroit  2.   .Michigan 

Phone:   TRinity  3-U283 

Dale  of  Organization:   1939 

J.  T.  Pattersc>n.  President 

Earl  E.  Seielstad.  Executii'e  J'ice-Presidenl 

C.  W.  Hinz,  Secretary 

Branch:    Dayton   2,   Ohio.    131    X.    Ludlow   St.. 

.\Daras  9321. 

SER\TCES:  Industrial  sound  slidefilms.  motion 
pictures,  meeting  guides,  instruction  manuals  and 
lecture  charts.  F.XCILITIES:  Complete  film  stu- 
dirj.   permanenth    staffed  with  writers,   artists  and 

Iechnici;ins. 

RECENT  PRODUCTIONS  AND  SPONSORS 
SOUND  SLIDEFILMS:  Machining  the  Unma- 
chinablc  and  .Wic  Horizons  for  Quality  (Sheffield 
Corporation);  The  Open  Door  {Kent-Moore  Or- 
ganization. Inc.):  Roundtnble  Seiies  (Cadillac 
Motor  Car  Division).  SLIDEFILMS:  Tapping  Pre- 
stressed  Concrete  Pipe  (Price  Brothers  Company). 
T\'  COMMFRCdALS:  for  The  f;rcst  Companv.  ' 


THE   JAM   HANDY   ORGANIZATION,    INC. 

2821   East  Gr.iiid  Bhd..  Detroit   11,   MKliigaii 
Phone:  T  Rinity  3-2430 

D:ite  ol   Orgaiuzation:    U)17 

Jamison  Handy.  President 
01i\er  Horn.  Executive   Vice-President 
John  .\.  Campbell.  V.P.  (Training  Devices) 
Everett  Schafer.  V.P.  (Service  Development) 
George  B.  Finch.  V.P.  (Sales  Development) 
William  G.  Luther.  I'.  P.  (.iutomntive  Contacts) 
.\verv  W.  Kinney.  Secretary 
.\llan  E.  fk-delman.  Trea.'iurer 

IIKANCH    OMlcrs 

Nf»    \'oKk:    1773    Broadway.    New   York    19.    N.^. 
Phone       Jl'dson    2-10fi(i.    Herman    C;oelz,     Jr.. 
in  duirge. 

Clll(:,\(.o:    230    N,    ,\liihig.in    A\cnue,    Chiciigo    I, 
Illinois.    Phone:    Slate    2  6737.    H.irr\    W.ilts. 
in  ch;irge. 

D.v\1()n:    310    l.illiott    Kuildiii:4.    D.imoii    2.   Ohio. 
Phone:      \n.iiiis    i)2S!i.     .\.     .M.     Simpson,     in 
charge. 

Hoiivwoon:    3741)    Sunset    Blvd..    Hollywood    28. 
Clalifornia.  Phone:   HEmpstead  3809.    (Service 
oHice.  not  sales.) 

PnTsBiKcn:   G:itewa\   Center.   l'ittsl)urg  22.   Pc  nn 
svlvaniii.    Phone:    EXpress    1-1840     j,    M,    Mc 
Collum.  in  charge. 

St.  Lotis:  4378  I.inclell  Bhd,    Si,  Louis,  Missouri, 
James  D;irsi,  in  ch;irge. 

SER\TCES:  .Motion  pictures:  commercial:  indus 
trial:  .sales  training:  customer,  personnel  and 
pul)lic  relations;  minute  movies,  three-minute 
screen  advertisements,  sponsored  shorts,  safety, 
educational.  hc:iltli  films:  television  commercials. 
SLIDEFILMS:  Commercial,  industrial,  sales  and 
shop  trainirg,  customer  and  public  relations,  mer 
chandising.  record.  c;;rtc>on.  re;Kling.  ch'rt.  disciis- 
sional.  quiz,  school  study  and  health,  safety,  first 
aid.  Glass  slides.  tr:.nsparenc:e.s.  slide  r;ieks.  opaque 
materials.  F.ACILII  lES:  Complete  studio.  .Sound 
stage,  recording,  set  constrtiction.  direction,  cast- 
ing, scene  design,  mock  ups.  miniature,  stage  man- 
agement, field  reconnaisance.  animation  studios, 
music  direction  and  orchestra,  rear  projection,  prop 
department,  speech  :ind  acting  coaching,  slidefilm 
studio,  film  processing  laboratories,  art  tiepartment. 
location  equipment,  creative  staff.  Projection  sales 
and  service.  S|;ecial  devices:  Suitcase  projectors. 
Shopjjcr  Stoppers,  continuous  loop  projection, 
projectors,  svnthelic   tr:iining  de\ices. 

RECENT  PRODUCTiONS  AND  SPONSORS 
.MOTION  PICIL'RES:  Wluil  .\li.  Bell  Had  In 
Mind.  Tomorrow's  Drivers  (Chevrolet):  Out  Of 
This  IlorW  (E.  I.  duPont  de  Nemours  &  Co.. 
Inc.):  The  Rumen  Story  (Ralston  Purina  Com- 
pany); Ciivc  Yourself  The  Careen  Light  (General 
Motors);  Report  On  i'our  Investment  (.\rchdio- 
cesan  Development  Fund):  Recharge  For  Bill 
(United  Motors  Service):  Baby  Goes  Home  (Mead 
Johnson  K:  Co.);  Time  Tor  Profits  (Cieneral  .Motors 
.\cceptance  Corp.):  Keep  The  Farm  In  The  Famih- 
(.\merican  Petroleum  Institute);  /(  Figures  (Kralt 
Foods  Company):  Easy  Out  (United  States  Navy). 
SLIDEFILMS:  T/u-  IVorid  In  His  .inns  (Presby- 
terian Church):  Fun  On  ]\  heels  (Chevrolet  Cor- 
vette); -4  .Member  Of  Tlie  Family  (Frigidaire); 
.Man  .Made  Fibers  (E.  I.  duPont  de  Nemours  &: 
Co..  Inc.);  Stories  of  .Music  Classics.  Foundations 
of  Democracy  In  The  I'.S.   (School  Service  Series). 


HENNING   &   CHEADLE,   INC. 

l(l()0  West  Eon  street.  Detroit  21),  Michigan 

Plione:  WOodward  1-7688 

Branches:  New  York.  13  E.  60th  St..   I  Empleton 

8-8288.    Charles     Behvmer;     Chicago.     1140    S. 

Michigan  Ave..  WAbash  2-0570.  F.  E.  Harrold. 

Complete  production,  editorial  and  distribution 

ser\ices  at  each  br;inch. 

L.  .\.  Hcnning.  President 

George  R.  Cheadle.   Vice-President 

Herbert  F.  Hamilton.  Production  .Manager 

SER\TCES:  \'isualC:ast  presentations:  sound  slide- 
films;  motion  pictures,  literature;  complete  pro- 
grams. F.XCILI'IIES:  Equipment  and  stafl  lor 
black  and  white.  Ektachrome  and  color  scpar:ition. 
including  studio,  cameras,  lighting,  etc. 

RECENT  PRODUCTIONS  AND  SPONSORS 
SLIDEFIL.MS;  lis  a  Sunnyday  (Crane  Co,):  .4 
Business  Xews  Report  and  Sell  .More  .Milk  the 
Easy  Way  (Pure-Pak  Div.,  Ex-Cell-O  Corporation): 
Holiday  for  Helen  (Ironrite  Corporation):  The 
/«55  Packard  .4dvertising  Story  (Packard  Motor 
Car  Company);  .4  Growing  Business  (Fiat  .Metal 
Mfg.  Co.):  The  .Miracle  Power  Story  (Ford  of 
C;anada);  The  World's  Most  Modern  Dishwasher 
(Toledo  Scale  Company).  VISUALCAST:  pres- 
entations for  Chrysler  Service,  Plymouth.  Hot- 
point.  General  Electric  Co..  ."American  Seating 
Company.  Reo  Motors.  Inc..  Cluett  Peabody.  Wix 
Accessories  C;orporation.  Hiram  Walker.  Inc.. 
Kelvinator  Division  of  .Aiuerican  Motors  Corpora- 
tion. 


REGAN   FILM   PRODUCTIONS,   INC. 

19730  Ralsuin.  Dclroit  j.  .Michigan 

Phone:  TUIsa  3-4334 

Date  of  Organization:  July,  1950 

Lawrence  M.  Regan.  President  and  Treasurer 

Ravmond  E,  Pinette.  Vice-President 

Robert  I,  Pearce,   Vice-President 

Charles  \\'.  Bishop,  Secretary 

Haford  G.  Kerbawy.  .-Issociate  and  Producer 

SER\TCFS:  Complete  programs,  stage  presenta- 
tations.  1  \'  spots,  sound  motion  pictures  and 
sound  slide  films  lor  training,  sales  promotion, 
public  relations  and  education.  FWCILITIES: 
New  studios  :Mid  sound  sta.ge  designed  and  built 
lor  sound  filming.  4000  square  feet.  Still  labora 
torv.  art  studio,  magnetic  recording  and  33mm  .V- 
Ihmni  c:imeras.  Cutting  S:  screening  rooms. 

RECENT       PRODUCTIONS      AND      SPONSORS 

SLIDEFILMS:  The  Law  of  .-Iverages  (Lincoln- 
.Mercury  Div.  Ford):  Safety  Liner  Tubeless  Tire 
(B.  F.  Goodrich);  So  Shall  Ye  Reap  (Kellogg  Com- 
panv); .-lutomotive  Diagnosis  (Ford  Motor  of 
Canada):  Stop.  See  ft  .SVii'c  (Dayton  Rubber),  T\' 
COMMERCI,\LS:  for  Chrysler  .\irtemp  and  Gib- 
son Co. 

ROSS   ROY,    INCORPORATED 

2731    L.    |etterson   Avenue,   Detroit   7,   .Michigan 

Branches:   1680  No.  Vine  Street.  Hollywood  28, 

Calif..  Hollywood  9-6263:  307  N.  Michigan  .\ve- 

nue.  Chica,go   1.  111-.   RAndolph  6-7000;    122  E. 

42nd  Street,  New  York  17.  N,  Y..  MUrray  Hill 

7-2944:  Canada  Trust  BIdg..  Cor.  of  London  & 

Victoria  Streets.  Windsor.  Ontario,  CLearwater 

6-2371, 

Date  of  Organization:   1929 

Ross  Roy.  President 

Thomas  G,  McCormick.  Executive 

Vice-President  and  General  Manager 
Carroll  F.  Sulli\an.  Senior  J'ice-Presidenl  and 

.■iccount  Supen'isor 
John  W,  Hutton.  I'ice-President  and 

Operations  Manager 

(LISTINGS  CONTINUED  ON  FOLLOWING  PAGE) 
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EAST  CENTRAL:   MICHIGAN 

R^SS     ROY,     INCORPORATED 

Will.  W.  Sli;iiil.  I'ke-Presidenl  and 

.-it  fount  Siil>t'n'i^or 
|i)liii  L.   1  hornhill.  I'icePrrsidrnI  and 

Aiciiunl  Siijien'iior 
Robert  A.  Dcarlli.  VicePresidtnl  and 

A  ceo  tint  S  upf  n'isoi 
SptiHiT  F.  Hill.  Vice-President  and 

Creative  Director 
Carl  t.  Hassil.  I'ice-PreiidenI  and 

Media  Director 
|aiiie$  F.  Qiiinii.   Vice-President— Cliuuiip 
^Villinlll   M.  Zii'slcr.  Jr.,    Vice-President— 

Niw  ^■<)rk 
Mauritf  (i.  \'au«;hn.  I'ice-President—HoUywood 
Harold   |.  (;.  Jackson.   Vice-Presidenl—C..in,u\:i 
Frwiii  H.  Haas>.  Secretary 
Latlirop  P.  Morse.  Treasurer 
Waltt-r  Scotien.  Phutoornpliit   Dim  toy 
].  A.  Roche.  Recordini^  Director 
].  P.  Brenner.  Purchasing  Assent 

.SERX'ICE.S:  Television  closed  circuit  shows,  cre- 
ation and  promotion  of  ser\ice.  sales,  product  and 
merchandising  soinid  slidefilm  programs:  more 
than  24."i.ll()()  sets  of  films  and  records  a  year  to 
the  entire  Chrvsler  Corporation  dealer  organiza- 
tion. F.XCILITIliS:  Photographic  studio  and  de- 
partment, art.  animation,  recording  director  and 
staff,  and  creative  copv  persoiinfl. 

RECENT  PRODUCTIONS  AND  SPONSORS 
SL1DEFIL.\1,S:  Mont\  in  Your  Business  (Calilor- 
nia-Texas  Oil  Clorp..  Ltd.):  Power  Steering.  Coaxial 
Type  {Chrysler  Corporation  Master  Technicians 
Service  (Conference):  Prospects  Don't  Grow  on 
Trees  (Plymouth  Div.  Sales  Training  Conference); 
ABC  Deal  (Dodge  Div.):  The  Great  Debate  (Ply- 
mouth Di\.):  -My  Xame  is  Coronado  (De  Soto 
Div.):  Manhunt  (Chrysler  Sales  Div.):  A  Better 
Deal  for  the  Man  at  the  Wheel  (Dodge  Truck 
Div.):  Used  Car  Interior  Appearance  (Chrvsler 
Corp.  Parts  Div.).  TV  CLOSED  CIRCUIT 
SHOWS:  for  Two  National  Dealer  .Meetings— 29 
cities   (C;hryslcr  Division). 


SOUNDFILM  STUDIOS,   INC. 

481")  Cabot  .Avenue,  Detroit   10.  Michigan 

Phone:  Ll/on  2-6200 

Date  of  Intorjjoration:  1947 

Williimi  K.  Chase.  President  and  Treasurer 

}*aul  H.  Crcjll.   Vice-President  and  Secretary 

Stephen  Kiefer.  General  Manager 

C;ro\er  Seyfried.  Director  of  Photograph\ 

SERX'ICES:  16mm  color  and  black  and  white  mo- 
tion pictures  on  documentary,  (ommercial.  in- 
dustrial, sales  promotion,  sales  training,  public 
relaticms.  religicjus  and  travel  films.  Tele\ision 
conimeriials.  Will  also  suppl\'  any  indi\idual  ser\- 
ice  or  will  contract  for  entire  production.  F.\- 
CILITIES:  .Sound  stage,  recording  studio,  complete 
prrifessional  photographic  and  sound  etjuipment. 
film  editing,  and  \an-tvpe  truck  ec|uip]>ed  lor  loci- 
lion  shooting. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOIION  PlCl TIRES:  Through  the  Years  (Pon- 
liac  Motor  Di\ision):  That's  For  Sure  (Chrysler 
Corp..  Mo  Par  Div.):  The  Invisible  Shield  (Claude 
B.  Sthneible  Co.):  The  Inside  Story  (A.  P.  Parts 
Co.):  Men  of  Pontiac.  Locating  Prospects,  The 
Approach,  .Insuering  Objections,  .iccessorizing. 
Closing,  Car  Delivery  and  Follow  Up  (Pontiac 
Motor  Div.):  Back  to  Selling  (Rco  Motors): 
Brother  Editor  (l'AW-C;iO):  Unto  One  Of  These 
(Lutheran  Children's  Friend  Society):  Xorth  At- 
lantic Salmon  (.Michigan  Broach  Cimipany):  River 
of  the  Xorlh  (Shatterproof  Glass  Corporation): 
Utah    Ducks     (.Vutimiotive    Gear   Onnpanv).     T\' 


COMMERCIALS:  for  Rossi  Agency  {.Seal  .Ml). 
Berry  Brothers  (Rev  Satin).  Sparton  Radio  1\' 
(Cosmic  Eye).  Nash  Motors  Division  (Nash). 
.\merican  Beaut\   .\wning  Ci>mpanv    (\'ee-Bree/e). 

Van  Praag  Productions 

Will.    Rnben    Woodburn.   \'.  1'.   L'.SIIl    Dinu    Hldg., 
Detrc»it  26.  .Michigan, 
(sec  complete  listing  in  New  \ork  City  ;irea) 

WILDING   PICTURE   PRODUCTIONS,    INC. 

if*2">  (..iclicux   Ro.kI.   DitiDii.    .Mi(hii;an 
I'hone;   1  L'xedo  2-^740 
Don  C^alhouii.  Vice  President 

1-  VCIl.niES:  Complete  ofh<e.  sales  ami  j^raphic 
arts  dt]jartments.  two  sound  stages  and  sireening 
room>.  etc.  For  detailed  description  of  scrvites.  sec 
coniplett    listin<^  in  Clhicai'o  area. 

Michigan 


DOANE   PRODUCTIONS 

.')H   Di\  ision  Street.   East   Lansini;.   Miihi«an 

J'hone.   ED  2-3714 

Date  of  Organization:    1948 

Don  Doane,  Producer 

SERX'ICiES;  Sales  promotion  and  public  relations 
with  16mm  sound  color  motion  pictures  only; 
professional  senice  from  script  to  screen.  FA- 
CILITIES: 16mm  Arriflex  and  synchronous  cam- 
era facilities:  studio:  synihronous  portable  mag- 
netic film  recording:  Maurer  optical  recording: 
portable  lighting  equipment  with  variable  trans- 
formers for  accurate  color  control;  editing:  work 
printing:    interlock  projection. 


RECENT  PRODUCTIONS  AND  SPONSORS 
\l()l  ION  IMC  I  I  RES:  Peo/jle  With  Pu>j>'*sf. 
Continuing  Edu(ati«>n  Service.  (Michigan  State 
(^olleKe).  Since  .\pril.  1**54.  in  constant  production 
of  two  sound  color  productions  for  (Dow  Corning 
(Corporation):  to  be  released  in  April.  1953. 

FILM    ASSOCIATES    OF    MICHIGAN 

tilil  North  WtHidward  A\e..  Hirnnngliani.  Mich. 

IMione:    .Midwest  A-'HWH 

Date  of  Organization:   1933 

James  E.  MacLane.  Executive  Producer 

Er\  in   Milner.   Television   Consul fatit 

Paul  Lohman.  Catneratnan-Pirfi  tor 

(irover  F.  Seyfried.  Catnemman 

Win.  B.  Landis.  Editorial 

Fay  Olson.  Office  Sen>i(ts 

SERVICES:  Producers  of  motion  piuurc  hir  pub- 
lic relati<ms.  sales  prcmiotion.  intUisirial  training, 
and  sjjecial  purposes.  Production  plarniing,  crmn- 
sel  r)r  supervision  available.  Special  service:  Pro- 
curement of  footage  for  news,  review,  or  record 
films  by  assignment  to  associated  film  producers 
from  coast  to  coast.  FACILITIES:  Maurer  camera 
and  Reevesound  tape  equipment,  editing  and  re- 
cording facilities.  Additional  studio  and  produc- 
tion facilities  available  in  major  cominercial 
centers  through  association  with  ten  other  inde- 
pendeiu  iiHjtion   picture  produ(cr^. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOTION"  PICTURES:  Plants.  Products,  and 
People  and  Chemical  Hoe  (The  Dow  Chemical 
Company);  The  Inside  Story  (The  AP  Pans 
Corporation);  Classified  Film  Footage  (Chrvsler 
Corporation):  Pnperboard  Pnckai^ing  7'>55  (Conti- 
nental Paper  Companv). 
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METROPOLITAN     CHICAGO     AREA 


ATLAS   FILM   CORPORATION 

nil  South  Houlc\aid,  Oak  I'.irk.  Illinois 
I'hone:   .\L'5tin   T-862U 

Branches:  (Sales):  228  No.  La  Salle  St..  C:hi- 
cago:  \)\i  Warner  BIdg..  \\ashington  4.  D.  C;.: 
19,'il   Rodney  Drive.  Hollywood  27.  Calil. 

Date  of  Organization:  1913 

I,.  P.  Mominee.   Vice-Pres..  Secty..  Gen.  .\lgr. 
.\lbert  S.    Bradish.    lice-President.   Production 
Frederick  K.  Barber,   V.  P..  Dir.  .-Idv., 

Sales  Prom. 
Edward  .Schager.  V.  P..  Dir.  of  Sales 
Norman  C.  Lindquist.  V.  P..  Dir.  of  TV 
Louis  E.  Wilder.  Slidefilm  Department 
jack  D.  Danielson.  Purchasing  .-Igenl 

SF.R\'ICES:  16mm  and  3.")mm  public  relations  and 
training  motion  pictures  and  slidefilms:  color  and 
sound;  T\'  commercials:  short  subjects:  theatrical 
shorts,  packaged  programs.  E.^CILiriES:  Ciam- 
eras.  Himm  and  3.'>mm.  RC.\.  Iljmm  direct  posi- 
ti\e  and  33mni  sound  recording:  art  dep;irtinent: 
time-lapse  photographv:  two  sound  stages:  labora- 
tt)rv:  animation;  editing:  creative  staH. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOIIO.N  IMCIIRES:  One  Above  All  l  \iiluiiMr 
Busdi.  Inc.):  lix'erx  Thousand  for  Safet\  (Siiui.iir 
Relining  Company):  Top  .issignment  {Coniniuiiii\ 
W'ellare  Council  of  Milwaukee):  .Automation  (.\d- 
niiral  Corporation).  Sf.lDEFII.MS:  That  .imin- 
ing    .-Imana     (.\mana    Refrigeration.    Int.):    Dole 


Puts  The  Piessure  On  (Dole  \  ahe  Co.);  Sell  .More 
Freezers  (Nfavtag  Company.  Inc.).  TV  COM- 
MERCI.\LS:  for  ^fcCann  Erickson.  Inc.  (.Swift 
Ham):  Cramer-Krasselt  Co.  (.\BC;  .\utomatic  Wash- 
ers): Leo  Burnett.  Inc.  (Pure  Oil  Company); 
Mathisson  It  .Associates  (.Miller  Beer):  .Maxon.  Inc. 
(Hotpoint).  and  the  National  Tea  Company.  Sun- 
beam and  Whirlpool  corporations  coniinercials  in 
35mm  color  for  television. 

CHICAGO    FILM    STUDIOS 
OF   CHICAGO   FILM    LABORATORY,    INC. 

'ill    1.    Supt-li'M     SMctl.    (.Iiu.il;u     II,     Illinois 

Phone:  WHitehall  l-(i'J71 
Date  of  Organization:    1928 
.-\.  G.  Dunlap.  President 

SERX'ICES:  Ifimm  and  3.'inim  color  and  black  and 
white  motion  pictures  lor  :idvertising.  sales  pro- 
motion and  job  training,  edmational  and  tra\el: 
slidefilms.  color:  television  (oinmerci.ils.  EACII.l- 
riES:  I  wo  sound  stages:  .Mitchell.  Bell  ,>l:  Howell 
:ind  Maurer  cameras:  art  and  animation:  optical 
ellects:  RC;.\  S.inim  sound  recording  on  film  or 
35inin  magnetic  tape:  projeilion  theatre:  labora- 
tor\:  (reati\e  stall. 

RECENT  PRODUCTIONS  AND  SPONSORS 
Ml)  1  K).\  I'U.  1  t   RES:   /">/    l\  fiilil  Sriirs    I  VllKll- 

lan  !s-  National  Leagues  ol  Professional  Baseball): 
It's  .III  in  knowing  How  (National  Dair\  Coun- 
cil), etc.  lEI.EXisiON  CO.MMERCI  A1.S:  lor 
numerous  clients  in  I9.'>l.  OnK  data  available. 


104 


BUSINESS     SCREEN     MAGAZINE 


DOUGLAS   PRODUCTIONS 

H25  S<).  Raiiiif.  C:liiiaRo  8.  Illin.iis 

Phone:  HAymarkct   10^09 

Date  of  Organization:  1945 

Branch:  925  No.  Jackson.  Milwaukee,  Wis. 

I'lione:   B Roadway  2-5t;80 

Kred  C;.  Raymond.  President 

Artliiir  R.  Jones  III.  Exec.  VicePreiiiient 

Douglas  P.  Ravniond.  Vice-President  Chg.  Prod. 

Ra\   Henderson.  Director  of  Sales 

Flovd   ).  \'iers.  Director  of  Photography 

Sherwin  Betker.  Production  .\lanager 

W'ni.  Bielicke,  Lab.  Manager 

SERVICES:  Producers  of  sound  motion  pitturcs 
and  sound  slidefilms  for  commercial  application, 
television  commercials  and  motion  picture  trailers. 
Inchistrial  film  laboratory  services.  F.\CILiriES: 
"1  wo  somid  stages,  administrative  and  creative 
offices.  "Liv-.-\nic"  department,  animation  and  art 
facilities,  magnetic  and  optical  sound  recording. 
Motion  ])icture  and  still  film  laboratory  including 
color  :ind  black  and  white  printing.  Carpenter 
shop  and  other  de])artments  necessarv  for  a  crun- 
jjlete  studio. 

RECENT       PRODUCTIONS      AND       SPONSORS 

MO  I  ION  PlCrURE.S:  The  Inside  Stor\  (Egg 
Solids  Cciuncil);  XoPak  Valves  &  Cylinders  (Gal- 
land  Henning  Mfg.  Co.):  Electric  Fuel  Pump 
(Stewart  Warner):  The  K  Line  (Krit/er  Radiant 
Coils);  The  Fluid  of  Life   (F^airbanks  .Morse). 

CAL   DUNN   STUDIOS 

159  E.  (-hicagt*  .\\c..  Cihicago   II.  Illinois 
I'hone:   WHitehall  3-2424 
Date  of  Organization:    1947 
Cal  Dunn.  Owner 

SERVICES:  Script  and  storyboards  to  finished 
productions:  slidefilms  and  moticin  pictures  for 
sales  promotion,  training  and  television  com- 
mercials. Specialties:  .Storyboards  and  finished  film 
art— still  and  animated.  P;irtial  or  complete  prr>- 
ductions.  E.-\C;il.ITIES:  Complete  creative  and 
art  staff:  Irtnnn  and  35inm  motirjn  or  slidefilm 
cameras. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOl  ION  PICITRES:  Engaged  in  film  work  lor 
\arious  accounts  such  as:  Sears.  Roebuck  .<:  Com- 
pany. International  Harvester.  National  Life  and 
.\cciclent  Insurance  Company.  Hotpoint.  Zenith 
Radio.  Bryant  Heaters.  Packard  .Motor  Car  Com- 
pany  and  .\dmiral  Radio  Corporation. 

FINDLAY  -  JOHNSTON 

30  North  La  Salle  Street.  Chicago  2.  Illinois 

Phone:  S'late  2-6381 

Date  of  Organization:  July.   1950 

James  .\.   Findlav.   Partner.  Sales  and 

.-idniinistration 
Dallas  R.  Johnston.  Partner.  (Creation  and 

Production 
Kred  Schneider.  .4rt  Direction 
Charmaine  Steinman,  Office  Manager 

SERVICES:  Soundslide  films  and  specialists  in 
creation  and  production  of  presentations  for  \u- 
Graph  and  Visualcast  overhead  projectors.  F.\- 
CILITIES:  Coinplete  art.  photographic  and  pro- 
duction departments. 

RECENT  PRODUCTIONS  AND  SPONSORS 
SOUND  SLIDEFILMS:  Pocohontas  and  John 
Smith  (.\rmour  S;  Company):  Gypsum  in  .-fgnci;/- 
ture  (LI.  S.  Gypsum  C;ompany):  Tooling  for  Plas- 
tics with  Hydrocal  Gy fuum  Cements  (U.  S.  Gypsum 
Company).  VU-GR.APH  PRESENT.ATIONS: 
The  G.  L.  Man   (.Armour  it  Company):  iVhat  Makes 


Joe  Cjo,  What  Has  Happened  to  Joe  ;tnd  Ma\  I 
Change  the  Water  in  Your  Oil  (Walker  Manu- 
facturing Co.);  Presejjtation  of  6  Sales  Dix'isions 
for  Dealer  Sales  Meetings  (U.  S.  Gypsum  Com- 
pany); Presentations  for  Semi-annual  Sales  Meet- 
ings (Zenith  Radio  Corp.):  Presentations  for 
.-Innual  Sales  .Meetings   (Whirlpool  Corp.). 

FRANCISCO   FILMS 

185  No.  Wabash  .-Avenue.  Chicago   1.  Illinois 

Phone:   S Tate  20798 

Date  of  Organization:    1942 

L.  Mercer  Francisco.  Owner 
SER\'ICES:  Producer  of  sound  motion  pictures, 
sound  slidefilms.  filmstrips.  F.ACILITIES:  com- 
plete photographic  facilities  for  production  of 
slidefilms  and  auxiliary  materials  and  advertising 
photographic  illustrations  in  black  and  white  and 
color  in  our  (ihicago  studio,  centrally  located. 

RECENT       PRODUCTIONS      AND      SPONSORS 

NO  I  K:  Resc.irch  ^vork  in  the  cle\eIopment  of  sell- 
ing j>lans.  selling  procedures,  and  sales  training 
programs.  tr>  be  instrumented  bv  films  of  various 
ivpes.  and  manuals,  for  The  Sherwin-Williams  Co.. 
I  he  \'isking  Corporation,  and  Helene  Curtis 
Industries.  Inc. 

THE   JAM   HANDY   ORGANIZATION,    INC. 

J.ill   North    \lKhig:ui    \\e..  Chicig..    1.    111. 
I'hone:  SI  ate  2-  1)757 
Harry  Watts,  In   Charge 

F.-VCIl.niES:  (Complete  office  facilities  and  pro- 
jectic»n  room  with  service  staff  maintained  in 
Chicago.  For  detailed  description  of  services,  see 
complete  listing  in  Detroit  area. 

Henning  and  Cheadle,  Inc. 

F".   I'..   Harrold.    1 140  So.   Michigan   .Ave..  Chicago. 
Phone:    W.Abash  2-0570. 
(see  complete  listing  in  Detroit  area) 

DALLAS   JONES   PRODUCTIONS,    INC. 

1725  .No.  Wells  Street.  Clhicago   14.  Illinois 

Phone:  .MOhawk  4-5525 

Date  of  Organization:    1947 

D;illas  Jones.  President 

-Miirilou  Jones.   Vice-President  and  Treasurer 

Ct.  Richard  Bowen.  Secretaj-y 

SERX'ICF^S:  Slidefilms.  motion  pictures  and  printed 
materials  for  training,  public  relations,  informa- 
tion and  sales.  Complete  package  service,  includ 
ing  distribution.  F.ACILIITES:  Sound  and  silent 
stages  for  slidefilms  and  motion  pictures.  Mitchell 
cameras,  magnetic  sound  recorder.  Three  slide- 
film  crews:  one  motion  picture  crew;  seven  writ- 
ers; artists.  Slidefilm  animation  and  duplicating. 
Special  18-piece  strobe  assembly  for  high-speed 
photograpliN'. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOf  ION  PK.I  I'RES:  .-lunt  Jemima's  Scraphook 

(The  Quaker  Oats  Co.);  Homart  Water  Heaters 
Lead  the  Way  and  .4  Clean  Start  (.A.  O.  Smith 
Corp.):  The  Presence  of  Our  Past  (State  Historical 
Society  of  Wisconsin);   Keep  'Em   in   the  Faineay 

(Time.  Inc.):  The  Kind  of  Music  You  Want  (The 
Hammond  Organ  Co.);  Pitch,  Plant  Profit.  Grand 
Slam,  Sen'es  You  Right  and  .Maid  for  Sally  (Sears. 
Roebuck  1-  Co.).  SLIDEFILMS:  People]  Person- 
nel &  Profits  (Super  Market  Institute);  Engineer- 
ing for  .Sales  4  units  (Carrier  Corp.):  The  Accurate 
Clutch  Story  (Maremont  .Automotive  Products); 
Training  Package  8  films  (Hotpoint  Co.):  Creating 
II  Home  (Home  Fashions  League  of  Illinois):  Per- 
son to  Person  (DuKane  Corporation);  One  for 
the  Books  (American  Feed  Manufacturers  Assoc); 
Community  Planning  Gets  a  Golf  Course  (National 
Golf    F'oundation);    Letter    to    Three    JVives    and 


Seating  Zero  (Deepfreeze):  Vse  It  \ow  (.\lcoa); 
Just  the  Best  in  Refrigeration  (Norge);  The  Frost- 
ing on  the  Cake  (.Allen  B.  Wrisley  Co.);  Filmstrips 
for  (Libby.  McNeill)  and  3  for  (Motorola.  Inc.); 
Where  There's  Life  There's  Soap  (Swift  &  Com- 
pany): Water  Cooling  .Machines  30  series  (Carrier 
Corp.);  Slide  series  for  (Studebaker  Corp.)  and 
(Bryant  Heater  Division);  Close  the  Door 
(UARCO.  Inc.);  This  is  Your  Wife  (Swift  &  Co.); 
.Make  Sense  With  Your  Clothing  Dollars  (House- 
hold Finance);  Double  Decision  (DuKane  Corp.); 
The  Story  Behind  the  Grin   (Carrier  Corporation). 


KLING   FILM   PRODUCTIONS 

1058  W.  Washington   Bhd,.  Chicago,   lllin.iis 
Phone:  SEeley  8-4181 

Branch  Offices:  40  E.  51st  St..  New  York  22. 
Seymour  Thompson:  503  Market  St..  San  Fran- 
cisco. Calif..  Richard  Downey;  1416  N.  LaBrea, 
Hollywood  28.  recently  acquired  Chaplin  Stu 
dios.  Lee  R.  Blevins:  (Sales  Branch)  I  erminal 
Sales  BIdg..  Seattle.  Wash..  D.  D.  Fairbanks. 
Date  of  Organization:  1928 
Robert  Eirinberg,  President 
Fred  .A.  Niles.  V.P..  Dir.  of  TV  It  .Motion 

Pictures 
Lee  R.  Blevins.  V.  P..  .Mgr.  West  CoaU  Op. 
Gail  Papineau.  Dir.  Indus.  Film,  .Animation  Div. 
Chris  Peterson.  Jr..  Dir.  Syndicated  Film  Division 
f:ick  Feniniore.  Production  .Manager 
.Manny  Paull.  .Irt  Director 
Don  Balousek.  Slideplm  Dept.  .Mgr. 
Ruth  L.  Ratny.  .-Idi'.  and  Promotion 
Dave  (iarber.  Gen.  Mgr.  Hollywood  Studios 
David  Savitt.  Chief  Camera  Def>artment 
Wayman  Robertson,  Chief  Sound  Department 
Dick  Hertel,  Supervising  Editor 

SF^RVICES:  35mm  and  16mm  color  and  b/w  mo- 
tion, slide  and  slide-motion  pictures,  live  and  ani- 
mated, wide  screen,  3D  and  conventional.  Cinema- 
scope. Industrial,  public  relations,  sales  training, 
educational  and  technical  films.  Custom  and  syndi- 
cated 1  \'  commercials.  Package,  syndicated  package 
and  live  '1\'  shows.  FACILITIES:  Chicago-90,000 
scjuare  feet  of  floor  space  in  two  studio  buildings, 
including  lour  large  sound  stages  and  complete 
production  facilities  with  latest  ec)uipment.  Hollv 
wood— Oimplete  facilities  of  former  C;harles  Cihap 
lit!  lot.  including  21)  buildings  which  house  com 
|ihte  prodiLc  tioii  hicillties  and  animation  division. 

RECENT  PRODUCTIONS  AND  SPONSORS 
M04  ION  PICTURES:  .-iFPPalents  &  .iir  Force 
Research  0:  Development  (.Air  Force);  Message 
From  the  President  (Mitchell  Mfg.  Co.):  The 
Butcher,  the  Baker,  the  Ice  Cream  Maker  (Paraf- 
fined Carton  Research  Council);  Food  Sense.  Xot 
\onsen.se  (American  Bakers  Assn.);  Industry 
Builder  (.\merican  .Marietta  Co.);  TV  Kitchens 
(kelsey  I\'):  Picnics  (.American  Bakers  .Asscxi- 
alion).  SLIDEFIL.MS:  for  Webcor.  Chicago  .As- 
sociation of  Commerce  and  Industry.  Clrosley, 
Standard  Oil,  Alcoa.  .Adiniral.  International  Har- 
vester, .Aleiriite.  Stewart-Warner.  TELEXISION 
FILMS:  Reno  English,  starring  Zachary  Scott; 
Uncle  Charley,  starring  Noah  Berrry,  Jr.  T\'  series, 
26  half  hour  shows,  Eddy  .Arnold.  Circus  Sideshou' 
for  Curtiss  Candy.  Haf  and  Jean  show.  T\'  CO.M 
MERCIALS:  for  Swift.  Standard  Oil.  Wrigley. 
Frigidaire.  Helene  Curtis,  Tabsin-Nervinc,  Hot- 
point,  Milnot,  Green  Giant,  Kellogg,  Chuckles. 
Reeds  Candies,  .Ames  TV,  Frosty  Morn,  Hamilton 
.\utomatic  Clothes  Dryers.  Listerine,  Carling's. 
Jergens.  ChevTolet.  Dodge,  .American  Dairy  .Associ- 
ation and  over  300  animated  and  800  live  action 
commercials   for   sponsors   throughout   the   nation. 

(LISTINGS  CONTINUED  ON  FOLLOWING  PAGE) 
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MERVIN   W.    La   RUE,   INC. 

la!)  t.  C:liii;iK<>  Avi-mii-.  Cliii.ij;ci   11,   Illinois 

Phone:  Sl'pcrior  7-8f>5(') 

0;itc  of  Organizaiion:   19S7 

Merviii  W.  I.a  Rue.  Sr..  Prrsidcni 

Joanna  I.a  Rue.  VicePresidenI 

Charles  C.  Hard.  Secretary-Trensurer 

Uarvl  I.  Miller.  I'roiliiilioii  Maiintirr 

SER\'ICE,S:  Planning,  prodmtion  and  disirilniiion 
of  medical  motion  piiuires  and  illustrations  ex- 
clusively. Distributor  of  visual  education  equip- 
ment in  this  field  exclusively.  F.\C.1I.1TIES:  Ex- 
ceptionallv  well  ecpiipped  for  work  in  tliis  field. 
Special:  explosion  proof  lighting  and  camera 
equipment  for  surgery,  specially  designed  macro- 
scopic and  miscroscopic  equipment,  aniinaiion 
stand,  time  lapse,  recording  equipment,  acces- 
sories in  addition  to  tiie  con\entional  e(|iiipnK-nt, 

RECiNT  PRODUCTIONS  AND  SPONSORS 
MOTION  PICTURES:  Role  of  the  Ion  (Baxter 
Laboratories);  hiiitiinal  Hernia  and  Hydrocele  in 
Infants  (Willis  j.  Potts.  .M.D.):  Studies  of  Rota- 
tional Speeds  in  Carily  Preparation  (Northwestern 
University):  Open  Reduction  of  Fractures  (several 
of  series):  Cardiac  Surgery  (several  of  series);  Surgi- 
cal Correction  of  I'esico  Vaginal  Fistula  (\'incent 
O'Conor.  M.D.).  Several  other  technical  films. 


MIDWEST   FILM   STUDIOS 

fiSnS  No.  Clark  Street.  Chicago  26.  Illinois 

Phone:  SHeldrake  3-1239 

Date  of  Organization:    1947 

.Mfred  K.  Levy.  Production  Manager 

SERVICES;  Motion  picture  and  slidefilm  produc- 
tion: research,  writing,  photography,  editing,  etc. 
F\CIl.iril-S:  Cciniplete  motion  picture  and  slide- 
film  eciuijjiiutit. 

RECiNT  PRODUCTIONS  AND  SPONSORS 
MOrlON  PIC.  11  RES:  Weld  Te.-ts  (MagnafUlx. 
Inc.):  Conveyers  (Olson  Mfg.  Co.):  Plant  Oper- 
ations (Bendix):  I'lrgiH  Islands  Vacation  (Carib- 
bean .\tlantic  .Airlines);    The  Hoist-All    (Coffing). 

MPO  Productions,  Inc. 

B.  N.  Darling.  919  No.  .Michigan  .\venue.  Chicago. 
111.  Phone:    .MOhawk   4.i450. 
(see  complete  listing  in  New  ^ork  areai 
_ 

JOHN   OTT   PICTURES,    INC. 

85  Hibbard  Road,  ^Vinnetka.  Illinois 

Phone:  WInnetka  6.t126 

Date  cjf  Organi/.'ititm:   19-18 

John  Ott,  President 

Bryan  W'right.  Production  Manager 

SERVICES:  T  ime-lapse  photography,  microscopic 
photography  and  motion  picture  productions.  F.-\- 
CILITIES:  Time-lapse  greenhouse,  studio,  soimd 
recording. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOl  ION  PICl  I'RES:  IVheal  Ciroa'th.  Marketing 
and  Transportation  (Santa  Fe  Railway):  Story  of 
Protein  (Quaker  Oats  Co.):  Time-I.apse  of  Toma- 
toes (Campbell  .Sfjup);  F.xplanation  of  X-Rays 
(Eastman  Kodak);  Garden  Pests  (Swift  K:  Compa- 
ny); Cell  Division  and  Growth  (.\bbott  Labora- 
tories). TELEVISION  FILMS:  Hmu  Does  Your 
Garden  Grow?  (weekly  syndicated  series);  se- 
quences for  1  oday.  Home.  Out  on  the  Farm  and 
Zoo  Parade    (WNBCJ.  NBC;). 


PARAGON    PICTURES,    INC. 

2.^40  E;isi\\Moil    \\(iiu(-   1  \.Misioii.   Illinois 
Phones:   1).\ms  H-,-)9UU;  BRi:irgate  4-3711 
Date  of  Organization:   1947 
Robert  Laughlin.  President 
|:imes  E.  Ford.  Vice-President 
].  Edgar  Kelly.  Secretary 
C:ttherine  M.  Laughlin.  Treasurer 
Shcrwin  .\.  Cazanov.  Production  Manager 

SERVIC;E;S:  .Motion  pictures  and  slideftlms  in 
sound,  color,  black  and  white  for  advertising, 
public  relations,  training,  education,  sales  im- 
pro\ement.  production  promotion  S:  television. 
Client  planning  service.  F.ACILH  lES:  Ecjuipped 
for  complete  studio  or  location  production;  studio. 
2.500'  sound  stage,  cameras,  lights,  sound  recording 
(magnetic  and  sound-on-film),  editing,  artists, 
script  writers,  music  library  and  animation, 

RECENT  PRODUCTIONS  AND  SPONSORS 
.\ICJIION  PlCniRES:  On  Ynu,  Mmk  (C:l.iMon- 
Mark  &  Co).  SLIDEFILMS:  Face  to  Face.  Left 
to  Live,  Heads  You   Win  and  Right  Combination 

(Zurich-.\merican  Insurance  Co.);  It's  a  Wonder- 
ful Business    (Butler   Brothers);    TV  Line  for  '55 

(Stewart-AVarner). 

v\ 

PILOT   PRODUCTIONS,    INC. 

6419  No.  California  Ave..  Chicago  45.  Illinois 

Phone:  AM  2-4141 

Date  of  Organization:   1940 

C.  Robert  Isely,  President 

M.  E.  O'Brien.  Exec.   Vice-Pres.-Treasurer 

R.  L.  Dedrick,  VicePres.— Production 

.\.  E.  Boroughf,  Secretary 

SERVICES:  16mm  motion.  35mm  sound  slide 
films.  F.\CILITIES:  Complete  facilities  except 
laboratory.  3,500  sq.  ft.  of  studio  spate. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOTION  PICTURES:  Yardage  Plus  (Clark 
Equipment  Co.):  The  Seal  That  Helps  You  Sell 
(Reynolds  Metals  Co.).  SLIDEFILMS:  Life  Line 
(.Matwhvte  C;ompany);  The  Xeu'  V-R  Tool  Holder 
(\'ascolov-Ramet):  Balance  and  Blend  (Society  for 
the  Preservation  of  Barber  Shop  Quartet  Singing 
in  .\merica,  Inc).  FILMSTRIPS:  for  Inlei- 
nalional  Harvester  Company, 


•^ 


PRODUCERS   FILM   STUDIOS 

340  Lake  Shore  DriM.  Chii.igo.   Illinois 

Phone:  WH  3-1440 

Date  of  Organization:  June.   1946 

lack  H.  Lieb.  President 

Warren  Lieb.  Production  Supervi.^or 

Walter  .\.  Hotz.  Chief  of  Sound  Department 

Elaine  Badis.  Script  Department 

Joseph  Le\inson,  Music  Librarian 

SER\ICES:  Complete  35mm  and  IGmm  motion 
picture  production  for  industry,  tele\-ision,  training 
and  educational  use.  Specialist  in  TV  S|)Ots,  FA- 
CIEI LIES:  35mm  and  16mm  sound  camera  equip- 
ment, 2  sound  stages,  cutting  rooms,  dollys,  mobile 
unit  for  location,  music  libraries.  Specialists  in 
titles  and  animation.  Complete  RC.-\  optical  and 
tnagnelic  recording  equipment  for  both  16mm  and 
35mm. 

RECENT       PRODUCTIONS      AND      SPONSORS 

M(J  I  ION  PIC.  I  URES:  Hamnet  and  ll.i^h  (u/m 
the  Dash  (Swift  &  Co.);  Opposed  Piston  Horse- 
power (Fairbanks  Morse  Co.);  Sylvania  T.V.  Sea- 
breeze Cruise  (Sylvania  Electric  Products  Co.): 
Earth  Movers  (Construction  .Aggregates  C^orp.): 
Special  Coverage  for  U.  S.  State  Department. 
TEI.EX'ISION     FILMS:     Chicago     Union     Stock 


Yards  .Market  Report  (for  Cene  K.  Walker  Prod,  r 
7-//  .Ic hlei'ement  Wintiers  -17  conseculi\e  shov  s 
(onq)letcd  to  date  (Foril  Motor  C;o.):  Phillips  '■'< 
Game  of  the  Week  (Sporls\ ision  Inc.).  'FV  C^O.M 
.MERCJALS:  for  I.:inolin  Plus.  Osterizer,  Prince 
ton  Farms  PopMirii,  1  hank  ^  ou  Brand  Pic  Filling. 
Pullin  Bisiuits,  Animated  Political  Spots  and  many 
more.  IN  PRODUCE  lO.N:  Memorial  Bronze 
(Bron/e  Ini.i;  Do  It  Sow  (Swift  &  Co.);  and  Let's 
Go  Fishing. 

Reid  H.   Ray  Film   Industries,  Inc. 

Frank    Balkin.    208    So.    LaS.ille    Street.    Chicago. 
Phone:    Financial   6-0897. 
(see  complete  listing  in  St.  Paul  area) 

Ross  Roy,  Inc. 

J:inies   V.   Quinn.    \ .  P..    307    No.    Michigan   .\ve., 
Chicago   1.  Phone:   RAndolj)!!  6-7000. 
(sec  complete  listing  in  Detroit  area) 


SARRA,    INC. 

16  East  CJnlario  Street.  Cliie.igo   11.   Illinois 

Phone:  WHitchall  4-5151 

200  East  56th  Street.  New  York  22,  New   York 

Phone:   MUrray  Hill  8-0085 

Date  of  Organization:  1937 

(.\t  New  York  Ciity  Studios) 
\'aleiuino  Sarra,  President 
Morris  Behrend,  General  .Manager 
John  Hendeison  III.  Producer-Director 
Robert  Jenness.  Director 
Rex  Cox.  Director 
Stanley  Johnson.  Diiector 
George  .hitman,  Cliief  Editor 
Da\id  Fletcher,  .irt  Director 

(.\t  Chicago  Studios) 
Hairv  W.  Lange.  Production  Manager 
Helen  Krupka.  Scenario  Sup. 
Wayne  Langston.  Writer-Director 
.Michael  Slehney.  Director 
Rav  Mueller.  Director 
Karl  Oeser.  Director 
Herbert  Johnson,  .inimation  Director 
George  DeDecker.  .irt  Director 
Harold  \.  Lignell.  Laboratoty  .Manager 
Marvin  Bailey,  Chief  Editor 

SER\'ICES:  Oeation  :ind  piodunion  ol  motion 
pictures,  slidefilms  and  tele\ ision  lommcrcials  for 
sales,  sales  training,  product  promotion  .uid  infor- 
mation, employe  training  and  indoi  trination, 
safety  training  and  promotion,  public  information. 
.\rmed  Forces  training  subjects.  F.ACILITIES: 
Sound  stage.  1 6mm  and  35mm  motion  picture 
cameras;  still  (iliotographic  equipment  and  per- 
sonnel: 16nmi  and  35nnn  editing:  16nnn  and 
35mm  film  processing  laboratory  art  and  anima- 
tion: (reative  stall. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.\IC;I10N  PICTURES:  The  Secret  of  Selling  the 
Xegro  (Johnson  Publishing  C;o.):  To  Keep  In 
Touch  (Kellogg  Switchboard  it  Supply  Co.);  At 
the  Drop  of  A  Coin  (Nail.  .Automatic  Merchan- 
dising .Assn.):  All  Out  For  Safety  (National  Safety 
Ciouniil):  .S<7/  the  M;;  in  ]\'izard  (Western  .\uto 
Supply  C;o.).  SLIDEFILMS:  Get  Back  Your  Vote 
(Illinois  Clitizens  Ciominittee);  Opportunity  On 
Wheels  (Martin  Seiiour  Paints):  Color  in  .iction 
(. Martin. Senour  Paints).  IV  COMMERCI.XLS: 
l(.r  Pel  Milk.  Siopette.  C;hase  National  Bank.  Pabsi 
Blue  Ribbon.  Dnm.in  Hines.  Buloxa,  I.uik\  Strike 
and  others. 
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TELECINE   FILM   STUDIOS,   INC. 

lOU  h.  NuiUnvcil  Hiyhu.n.  I'dtk  Ridge.  Illinois 

Phone:  TA  31418 

Date  of  Organi/ntioii:    1952 

Bwoii  L.  Friend.  President 

June  \.  Friend.  Secrrlnry  Treasurer 

\Villi^un  Spraguf.  I'roihii  lion  Manager 

Henrv  B.ill.  Fniilitir^  Manager 

SERVICES:  .Motion  pictures  (or  television  and  in- 
dustry in  color  or  b/w;  T\'  commercials;  studio 
and  location  work;  complete  packaging  service; 
lljnim  editing:  re-recording:  complete  interlock 
screening  and  recording.  F.\C1L1T1ES:  Multiple 
camera  tontinuous  shooting  motion  picture  equip- 
ment. Hinnn  cameras.  16mm  magnetic  scjinrd  re- 
cording. soiMul  stage  jO  by  45'.  four  channel 
re-recording,  four  channel  interlock  recording, 
complete  lighting  e(|nipment  for  both  studio  and 
lotiition  work. 

RECENT       PRODUCTIONS      AND      SPONSORS 

.MOIION  IMCIIRES:  Sailing  Along  is  Selling 
(Bills  .Sales  Cionsuhants):  Bill's  Better  Breakfast 
(Cereal  Institute):  Furniture  Mart  (.American 
Furniture  Mart):  Fourth  Ring  (Super  Circus); 
MtKe-^.son   Trailer   (McKesson  Drug  C^ompany). 


VOGUE-WRIGHT   STUDIOS 

(Division  of  Electrographic  Corp.] 

46!)  E.  Ohio  Siiect.  t:h]i.igo   II,  Illinois 

Phone:  MOhawk  4-56(111 

Branch  Offices:  225  Fourth  .\venuc.  .New  \ork, 

N.  V.   Phone;   .ALgonquin  4-3400.   l.ouis   Kaep. 

Vice-President. 

Date  of  Organization:    \9'i\ 

.\lbert  W'.  Dungan.  President  «(  Electrographic 

Corporation    and    Manager    of     I'ogue-Wright 

Studios 

Clinton  Conrad.  Executive  Vice-President 

William   FaivTe.    Vice-President  and  Gen.   Mgr. 

James  E.  Holmes,  in  Charge  of  Film  Sales 

Jack  Conratl.  Production  .Manager 

SER\'IC;ES:  Motion  pictures,  slide-motion,  soinid 
slide,  television  shorts  and  tonmiercials.  charts, 
manuals,  booklets;  films  on  industrial  sales  :ind 
personnel  tr:iining.  safctv.  public  and  civic  rela- 
tions. F.VClI.l  1  lES:  150.1100  square  feet  of  floor 
space.  Cihicago:  40.000  square  feet.  New  York. 
Staff  of  250  emplovees.  (omplete  motion  picture 
and  slide  him  equipment.  .Sound  stage,  editing, 
animation,   treative  stall. 

RECENT       PRODUCTIONS      AND      SPONSORS 

MO  I  ION  I'ICirRFS:  Yoin  Prueless  Heritage 
(Chgo.  Bo.irtl  of  Election  Commissioners):  Reach 
Out  for  Budget  Sales  (Firestone  Tire  and  Rubber 
Company):  Double  Take  (International  Harvester 
Company).  SLIDEFILMS:  Hit  and  Run  Investi- 
gation (Xat'l  .\ssn.  of  .\utoinoti\e  Mutual  Insur- 
ance (Companies):  The  Story  of  Fine  Hardwoods 
(Xat'l  Retail  Furniture  .Assn.). 


Raphael  G.  WolfF  Studios,  Inc. 

C:irl   Wester.  2U)j   Ornngion   .\\e..   E\anston.    III. 
Phone:  D.Avis  8-7236. 
(see  complete  listing  in  Los  .\ngeles  area) 

(Chi(.igo  l)r:ir)ch  olhce   previously  omitted) 
Stanley  Neal  Productions,  Inc. 

Robert    B.    Cunmiing.    Mid-West    Sales    Manager. 
1809    Tribune    Tower.    Chicago.    III.    Phone: 
WHitchall  4-36311. 

(see  tonqjiete  listing  in  Xe^v  ^'rirk  C;it\  area) 
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WILDING   PICTURE   PRODUCTIONS,    INC. 

Kil'i    \rg\lc  Street.  Chicaso    HI,   Illinois 
Phone:  LOngbeach  1-8410 
Date  of  Organization:   1914 
Imorporation:    1927 

BRANCH   OFllCliS 

New  York:  385  Madison  .Ave..  New  York,  X.  Y. 
Phone:  Plaza  9-0854.  T.  H.  AVestermann.  Vice- 
Preside  n  t. 

Dftroit:  4925  Cadieux  Road.  Detroit.  Michigan. 
Phone:    rU\edo  2-3740.   Don   C;alhoun.    i'ice- 

President. 

Ci.t\nAMi:  1010  Euclid  BIdg..  C;level;iud.  Obit)". 
Phone:    lower    1-6440.    Dean    Coffin.    District 

.Manager. 

I'lnsBtRGH:  429  Fourth  .Ave..  Room  1201.  Pitts- 
burgh. Pa.  Phone:  Grant  1-6240.  Ralph  Mait- 

land,  /;/  charge.  (Under  supervision  oi  Jack  Rhein- 

Strom.) 

Ci.NciNNATi:  Encjuirer  Building.  Cincinnati.  Ohio. 
Phone:    Garfield    0477.    R.    L.    .McMillan,    in 

charge.    (Under  supervision  of  Jack   Rheinstrom.) 

Chicago:  .Address  given  above.  Jack  Rheinstrom. 
Vice-President. 

St.  Lot  is:  4378  I.indell  BUd..  St.  Louis.  Mo.  I'lioiic: 
Lucas  0986. 

Hoi.i.vwooo:  5981  \'eiiice  Blvd..  Holhwood.  Cali- 
fornia.  Phone:    Webster  0183.    ]ohu   Oser.   in 

charge. 

C.  H.  Bradfield.  Jr.,  President 

H.  W.  Fish.  Executive   Vice-President 

Lang  S.  14iompson.  Vice-President.  Sales 

C.  B.  H:itcher.  Secretary-Treasurer 

.M.  W.  Ciibncv.  Production  Dex'elopment  Dept. 

J.  .M.  C^onstable.  Production  Development  Dept. 

].  .\.  Kellock.  I'ice-President,  Production 

Walter  'Finkham,  Executive  .issistant 

Jerome  C^  Diebold.  Manager.  Xavy  Services 

Harold  .\.  Witt.  .Manager,  .-lir  Force  Sennces 

Harold  Kinzle.  Laboratory  Superintendent 

Gilbert  Lee.  .irt  Director 

J.  E.  Dickert.  Recording  Director 

.A.  J.  Bradford,  Customer  Service  k  Equipment 

Duncan  Taylor,  Slidefilm  Dept. 

J. Ilk  A.  Rrieger,  .idvertising  k  Sales  Promotion 

SER\  K;ES:  Creators  and  producers  of  sound  mo 
tion  pictures  and  sound  slidefilms  designed  for 
business,  industry,  education,  and  television  ap 
plitiition.  ;ind  complete  stage  shows  for  conven- 
tions. FACILITIES:  Home  Office  and  Main 
Studios:  60.000  sq.  ft.  of  floor  space;  27.000  sq.  ft. 
given  over  to  three  stages.  200  x  75.  100  x  70  and 
100  X  50  ft.;  remainder  to  administrative  and 
creative  offices,  still  and  motion  laboratories;  opti 
cal  and  animation  departments,  art  studio,  screen- 
ing rooms,  sound  department,  film  vaults,  car- 
penter shop  and  other  departments, 
Di;troit:  Wilding's  studio  operations  in  this  citv 
ha\e  recently  been  e.xpanded  and  now  are  housed 
in  a  modern  building  constructed  especially  for 
motion  picture  production.  The  new  building 
contains  administrative  office,  sales  and  graphic 
:nts  departments,  two  large  sound  stages  (total- 
ling 8,000  square  feet)  and  screening  rooms.  The 
sound  stages  are  separated  with  slicling  doors  to 
permit  them  to  lunction  independentlv  rjr  as  one 
huge  sound  stage,  .All  motion  picture  equipment, 
cameras,  lights,  etc,  are  available  at  this  new  in- 
stallation. 

New  York:  Sales  and  administrative  offices,  screen- 
ing facilities  and  a  complete  staff  for  creating  and 
prcxlucing  television  films  and  motion  pictures, 
Hollywood:  Sales  and  administrative  offices,  sound 
stage,  screening  room  and  all  other  equipment  for 
motion  picture  production. 


Wilding  also  maintains  sales  offices  and  icreening 
licilities  in  Cleveland,  Cincinnati,  St.  I/>uis  and 
m  Pillsburgb. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOIlOX  PICIURES:  1955  new  passenger  car 
and  truck  announcement  pictures  in  CinemaScope 
(Ford  Motor  Co.);  Miss  Hatlie  (Deere  St  Com- 
pany): Big  Scot  (.Anheuser-Busch);  Bright  Xew 
World  (Pittsburgh  Plate  Glass);  The  Wailing 
Hcnvest  (U.  S.  Steel);  Of  Time  and  Salesmen  (Dun 
and  Bradstreet);  Family  Jubilee  (New  York  Life); 
Bigger  .-teres  (.Mathieson  Chemicals);  Productive 
.Maintenance  (General  Electric);  The  Second  Hun 
dred  Years  (Crane);  Tlie  Xinth  Element  (Ti- 
tanium Pigment  Corp);  Let's  Build  a  Fence  (Re- 
public Steel):  The  Totally  New  Tire  (U.  S. 
Rubber).  SLIDEFILMS:  Numerous  subjects  pro- 
duced for  nation-wide  clientele  during  1954. 


iB-iy  n  ut^y  CI 


WEST     CENTRAL 


New  World  Productions 

Miss  C.cnevieie  .AIIo\.  224  No.  Glenwood.  Peoria 
111. 
(see  complete  listing  in  Los  .Angeles  area) 

Iowa 

GENERAL  PICTURES  PRODUCTIONS,   INC. 


Mc 


I.) 


1702   Keo  Wav.  De 

Phone:   3-4553 

Date  of  Organization:    1945 

Laboratory:  Kempton  Road 

Des  Moines,  Iowa.  Phone:  3-8273 

W.  K.  Niemann,  President 

Ted  Sloane,  Vice-President 

D.  H.  Bonine.  I'ice-President.  Laboratory  Chief 

W.  H.  Schultz.  Vice-President,  Production  Chief 

SER\'IC;ES:  Industrial  sales,  educational,  job  train- 
ing and  civic  relations  films;  television  subjects, 
FACILITIES:  Sound  and  color  camera  and  labora- 
tory equipment:  sound  recording  and  re-recording, 
direct-on-film.  magnetic  film,  tape:  color  printing: 
:inimation;  editing:  creative  staff. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOl  ION  PIC4URES:  Seuer^.  (.iiaulian  oi  Com 
munity  Health  (Clay  Products  .\ssociation):  Build- 
ing Oualily  Into  .-lllstate  Tires  (Sears.  Roebuck 
.md  Co.):  Iowa  Fights  Polio  (Xational  Foundation 
h)r  Infantile  Paralysis— Iowa  Oflice):  The  Story  o/ 
Your  Highways  (Iowa  Good  Roads  .Association): 
.1  Talk  With  Jim   (Des  Moines  United  Cam[iaign). 

Kansas 

CENTRON  CORPORATION,   INC. 

I  107  Massachusetts.  Lawrence,   K;ins,is 
Phone:  50 

Date  of  Organization:    1947 

.Arthur  H.  Wolf.  President  and  Exec.  Producer 

Russell  Mosser,  Secretary-Treasurer 

Charles  Lacey,  Director  of  Production 

Norinan  Stuewe,  .Motion  Picture  Photography 

.Margaret  Travis,  Script  and  Filmstrip  Prod. 

Harold  Harvey,  Director 

Gene  Courtney,  Director 

.Maurice  Prather.  Still  Photography 

Dan  Palmquist,  Editing 

SERVICES:  16mm  motion  pictures  and  slidefilms 
for  public  relations,  sales,  training,  and  education. 

(LISTINGS  CONTINUED  ON  FOLLOWING  PAGE) 
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WEST  CENTRAL:   Kansas 


CENTRON     CORPORATION:     continued 

Animation  and  retordin^  st-rvitr.  Sulnoiuraciin^. 
S|>t(iali/ed  s|><>rts  pholoj;ra[)hy.  lA'  films.  FA- 
CILITIES: Sound  suni,v  (300(1'):  Miidull  and 
Ciiif  S[>fiial  tanit'ias;  li^Iuin^  ami  sound  tquiji- 
nicnt  ior  studh)  and  IiKation.  rndfi  timstiuilion: 
luw  studio  building  with  sound  staj^c  ol  6000': 
\oitf  studio,  editing  rooms,  tti..  of   .*)Ih2'. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOIION  I'lCMlRiS:  .1  l.iit-  To  Savf  (The 
American  Medital  AsMniation);  G forge  Tackles 
the  Land  (Spencer  C^hemical  (Company):  The 
Sound  of  a  Stone  (Board  of  Sotial  Jt:  Economic 
Relations  of  The  Metliodist  Churth):  The  Ameri- 
can Way  (Kansans  lor  the  Riglit  to  Work.  Inc.); 
.-t  Citizen  Makes  a  Decision.  Why  .Slud\  Speech 
(Voun^  America  Fihns— total  ol  \2  films  for  YAP 
in  \\i'y\):  What  About  Dunking  (Cicnter  for  Alco- 
hol Research— Vale  L'ni\ersit\):  Make  Mine  Mitsic 
(I'niversitv  of  Kansas);  Shattuck  Crack  Squad 
(Ihe  Shattuck  School).  SLIDEFJLMS:  Its  Only 
Money  (Continental  Oil  Company):  Young 
America  Sings    {Young  America  Films). 


Minnesota 


4f 


EMPIRE   PHOTOSOUND,    INC. 

1!I20  LyruUile  A\f.  Suiuli,  .Mimu'.i|)i>lis  j.  Minn. 
Phone:  PLeasant  2407 

Date  of  Incorporation:    HI45 

Willi:un  S.  Vale,  President 
Charles  B.  Woehrle.  Secrettny-Trefisurfy 
Rithard  Janiieson.  Productioti 
Irunian  Bjorklinul.  Creative 
Arthur  N'icoi.  Anirniition 
Leslie  Blacklock.  i'.awerti 
DeLorcs  Paul.  Edilini^ 
Warren  Rose.  Sound 
Herbert  Bloch,  Script 

SER\1CES  AND  FACILITIES:  Creative  depart- 
ment, script,  art.  storyboard.  .Maurer  Camera, 
lime-lapse,  slow  motion  equipment.  Completely 
equipped  film  editing  rooms;  electronically  con- 
trolled animation  stand  for  color,  bjirw.  16mm  and 
3r>nmi  motion  pictures,  slidefilms.  Soimd  recording 
studio.  ''4"  and  magnetic  film  recording.  Tape 
duplication.  Film  music  library.  C^omplete  sound 
stage.  Sales  meeting  presentations, 

RECENT       PRODUCTIONS      AND      SPONSORS 

MOIIO.N  J'lCIlRES:  The  llii^  hull  (F.  H. 
Bathke  Co.):  I'ltky  Scull  (Rayette,  Inc.);  Ala>kini 
Adventure,  Spanish  Version  Onan  on  Safari  (D.  W. 
Onan  !t  .Sons  Inc.);  E7.-\Va\  Stair  (EZ-\V'ay  Sales 
(Company);  Xorthern  Harvest  (Morey  Fish  Com- 
pany); Game  of  the  Week  Series  (Standard  Tele- 
vision); The  Forward  /5  (Minn.  Central  Com- 
mittee). SLIDEFIL.MS:  That  Extra  2%  (Theo. 
flannn  Brewing  (Company);  Your  7  Lucky  Xuni- 
ben,  Stan  that  Shine  (Marquette  .Manufacturing 
Clompany);  The  Superior  Mousetrap.  Sim  Fa  Fam 
(.Minneapolis  Honeywell  Regulator  Company); 
Satin  l.atex  (Gamble-Skogmo  Inc.);  Roil  Wave,  Old 
Timer  (Rayette.  Inc.);  The  Open  Road  (Minne- 
«)ta  Mining  il:  .Manufacturing  C;ompany).  TV 
C;O.MMERCIAI.S;  for  General  Mills.  Shell  Oil 
Company.  .Marshall-Wells  Company,  Guild  .\rt 
Diamonds,  .Midland  Hank.  .Minneapolis  Brewing 
C>>mpany. 


•36- 

REID   H.   RAY   FILM    INDUSTRIES,    INC. 

l.'l.'t)!l  Ford  Parkway,  St,  I'.iiil    I.  Miiiiicsota 
Phone;   E.Merson  1393 

Brandi  Ollues;  Chicago  1,  Room  101)8,  208 
So.  L:i.Salle  St..  Financial  tt-08!(7.  Frank  Balkin; 
Holhwood.  H7li2  lIollow;iv  Dr..  CR<si\icw 
1-4080. 

Dale  ol  Organization:    UHO 

Rcid  H.  R;iy.  President 

William   H.   Ringold.    Vite-President 

Frank  J.  Ha\licek.  Assl.  to  the  President 

.\lice  M.  Ciriswold.  Secretary 

E.  H.  Polstuss.  Proudttion  ,\lanat^er 

CIi\e    Bradshaw.   Laboratory   Supenntrniieut 

Robert  Berg.  .Art  Director 

Edwin  Rehberg.  Animation  Director 

SERVICES:  Motion  pictures,  slidefilms.  TV  com- 
mercials (live  or  animated),  screen  advertising. 
I  \'  package  films  lor  syndication.  F.\C:iLrFIES: 
Script  department,  studio,  laboratory,  titles,  anima- 
tion; complete  production  equipment  for  .'i.')mm 
or  16mm  bhuk  ;ind  white,  or  color:  RCA  m;ig- 
netic.  or  [jhritographic  reiording. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MO  I  ION  PICTURES:  Because  She  Lived  (Sister 
Elizabeth  Keiniy  Foundation);  Freedom  for  Eric 
(Deere  &  Conqjany);  To  Each  His  Own  (Modern 
Woodmen  of  .\merica);  Packaged  Pastures  (Inter- 
national Harvester  Company);  The  Eagle's 
Strength  (U.S.  .\iT  Force);  Windowalls  from  the 
Friendly  Valley  (.-Andersen  Corporation):  Hawk- 
eye  Holiday   (University  of  Iowa). 


Missouri 


■3C- 


THE   CALVIN   COMPANY 

1103    I  ruman  Road,  kans.is  Calv  6.  .Missouli 
Phone:  HA  1234 

Date  of  Organization:  1931 

Forrest  O.  Calvin,  President 

Lloyd  rhompson.  Exec.  Vice-President 

Larry  Sherwood.   Vice-Pres.  &  Gen.  Mgr. 

Neal  Keehn.  V.  P.  in  Charge  of  Seri'ices 

Frank  Barhydt.   V.  P.  in  Charge  of  Produitions 

James  Sund,   V.P.  in  Charge  of  Manujacluruig 

Betty  C.  Calvin.  Secretary-Treasurer 

Dick  Bulkeley.  Production  .Manager 

James  Hash.  Comptroller 

Leonard  Keck.  Operations  .Manager 

Ken  Moran.  liusiness  .Manager 

Maxine  Covell,  Office  Manager 

SERVICES:  16mm  color  sales  and  sales  train- 
ing films:  service  work  and  laboratory  lacilities 
lor  other  producers,  universities  and  television 
commercials,  F.XCILITIES:  18,000  sq,  ft.  studio 
space;  location  equipment  for  three  crews;  labora- 
tory with  output  of  25.000.000  ft.  black  and  white. 
20.000.000  It.  color  a  year:  Kodaihrome  processing; 
12  editing  rooms;  two  sound  studios  with  six  ihan- 
nels.  four  phono,  recording  equipment  lor  film, 
tape.  wax.  magnetic  film;  six  lull  time  direttors; 
creative  staff. 

RECENT       PRODUCTIONS      AND      SPONSORS 

\l()l  ION  I'lCll-RES:  ThcPcrtcil  Ciniir.  Whals 
in  a  Xame,  The  Big  Track,  Dividend  in  Depth. 
Objection  Overruled  (Caterpillar  Tractor  C:om- 
pany):  .411  Dollars— \o  Scents  (E.  I.  duPont  dc 
Nemours  &  Co.);  Help  Wanted  (Gulf  Oil  Corpor 
ation):  .Man  .tlive  (Phillips  Petroleum  CJ).);  .Uy 
Pal  George  (Western  .Auto);  .Modern  Football 
(Official  Sports  Films). 


CONDOR    FILMS,    INC. 

looli  01i\c  Street.  St.  Louis  1,  .Missmiri 
l'li..ne:   .MAin   I  8876 

D.iK    ol   (Organization;    19.")1 

.\ltluM   E.  Wright.  Jr..  President 
Bradloril  Whitney.    Vice-President 
Dean    .Moore.   Production  .Manager 
\iitor  C.  Lewis.  Jr..  .A.C.E..  Editor 
H.  L.  Wilson.  Sates  Representative 

1  ACll.l  I  lES:  3.3mm  .Mitthell.  I6nun  .Maurer  .ind 
Bell  .ind  Howell  tameriis.  Fearless  Panoram  d(jlh. 
S\n(hronous  magnetit  retording— 17' iMum.  33mm 
.Old  'i-iiuh.  Six-channel  mixing,  tompletels  inter- 
lotked.  Variable  density  optical  recording— 16mm 
.end  33nmi.  negati\e  and  direct  positi\e.  I6nnn. 
I7'jmm  and  33mm  .Mo\ioIas— picture  iind  sound. 
Ilinnn  ;incl  33mm  (;irc)  interlocked  projection. 
Conqjlete  creati\e.   writing  and  production   staffs. 

RECENT       PRODUCTIONS      AND      SPONSORS 

MOllOX  I'lCHRKS:  Let's  Train  With  Ihe 
Cardinals  (.Anheuser-Busch.  Inc.);  .S>//  .-iluma 
Kraft  for  Profit!  (.\luma  Kraft  .Mfg.  Co..  Inc.): 
Sites  for  Industry  (Frisco  Railroad):  Meramec 
Progress  (Union  Electric  Co.).  SLIDEFILMS: 
Opfiorlunity  Unlimited  (Wohl  Shoe  Co.).  TV 
CiOM.MERCIALS:  for  Budweiser  and  .Michelob 
Beers.  Stag  Beer.  Caper  Dog  Food,  .\merican  Fur- 
nace Co..  L'nion  Electric  Conq>an\  ,i]u\  others. 


The  Jam  Handy  Organization,  inc. 

lames  Darst,  in  charge. 4il6  Lindell  Blvd..  St.  Louis, 
(see  complete  listing  in  Detroit  area) 


PREMIER-HARDCASTLE   PRODUCTIONS 

3033  Locust  St..  St.  Ijhms  3.  .Missouri 
Phone:  JEfferson  1-3353 

Branch:  818  Olive  Street.  Phone:  C:Entral  7620 

Date  of  Organization:   1948 

'Fheodore  P.  Deslcjge.  Executive  Director 
Richard  Hardcastle.  Photography 
Wilson  Dalzell.  Sound  and  Production 
Roger  E.  Leonhiirclt.  Pioduction 

SERVICES:  16mm  .md  33nnn  films  lor  industry. 
tele\ision.  public  rehitions.  religious  and  civic 
organiz:itions;  TV  commercials;  sound  slidefilms. 
F-\CILrriES:  Maintain  own  sound  recording  stu- 
dios and  picture  soimd  stiige.  C^omplete  I6mni  and 
35nnn  film  ec|uii>ment.  .Mobile  unit  for  location 
work. 

RECENT       PRODUCTIONS       AND      SPONSORS 

M()1K)\  I'lCllRKS:  The  Uork  ol  Oui  Hands 
(Concordia  Publishing  C^o.):  The  Spirit  of  St. 
Louis  (.Southwestern  Bell  Felephone  Co.);  A  Day 
in  y'our  Life  (St.  Louis  Communit\'  Chest). 
SLIDEFILMS:  Cooking  Can  Be  a  Pleasure 
(Wrought  Iron  Range  C^o.):  .Merchandising  School 
(Anheuser  Busch.  Inc.).  T\'  COM.MERCIALS: 
lor  Kriq>nick  .\d\enising  C^o..  (M;tgic  C-hef  -\ir 
Clcjnditioner).  01i;in  .\d\ertising  (^o.  (Contoiu" 
Cluiirs).  Cireenhaw  ,V  Rush  .\gency  (Hunter  F;in). 
Ihe  Ridgway  Ccj.  (Ciamicide).  Westheimer  and 
Block  (Cilass  Container  Institute).  Knapp  Monarch 
Co.  (Redi-Baker  and  Redi-Hot).  Prater  .Adver- 
tising (a).  (Falls  City  Beer).  D'.\rcv  .Vdvertising 
Co.    (Budweiser  Beer). 


Wilding   Picture   Productions,   Inc. 

.Sales  Office:   4378   Lindell   Boulevard.  St.  U)uis. 
(.see  complete  listing  in  Chicago  area) 

(LISTINGS    CONTINUE    ON    PAGE    110) 
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BUSINESS     SCREEN     MAGAZINE 


What    does 


this   sea 


mean 


to   you? 


To  you,  the  sponsor,  it  means  that  the  producer 
whose  letterhead,  advertising,  presentations 
and  pictures  display  this  seal  has  been  admitted 
to  an  association  of  his  severest  critics  —  other  producers. 
It  means  he  has  passed  with  flying  colors  stringent 
qualifications  of  experience,   ecjuipment.   financial  standing 
and  professional  talent.   It  means  he  has  \vholeheartedly 
endorsed  a  Code  of  Fair  Practices  and  a 
Standard  Reference  contract  which  cover  e\erv 
phase  of  film  selling  and  production. 
In  short,   it  means  "This  is  an  ethical  producer. 
on  whose  \\-ord  you  can  depend." 
It  means  something  else.  too. 
In   the  old-fashioned  way.   he's  dedicated 
.  .  .  he's  dedicated  to  jirockicing  pictures  which 
will  do  the  job  thev're  intended  to  de- 
pictures of  the  best  creati\e  and  technical  cpialitv. 


Be  sure  the  AAFP  Seal  ii  on  your  pictures. 
It's  your  guaranty! 


Atlas  Film  Corporation 

Oak  Park,  Illinois 

Beeland-King  Film  Productions 

Atlanta,  Georgia 

Cinecroft  Productions,  Inc. 

Cleveland,  Ohio 

Condor  Films,  Inc. 

St.  Louis,  Missouri 

DeFrenes  Company 

Philadelphia,  Pa. 

Francisco  Films 

Chicago,  Illinois 

The  Jam  Handy  Organization,  Inc. 

Detroit,  Michigan 

Kling  Film  Productions 

Chicago,  Illinois 

Mervin  W.  LaRue,  Inc. 

Chicago,  Illinois 

Producers  Film  Studios 

Chicogo,  Illinois 

Reid  H.  Ray  Film  Industries 

St.  Paul,  Minnesota 

Sarra,  Inc. 

Chicago,  Illinois 

Vogue-Wright  Studios 

Chicago,  Illinois 

Wilding  Picture  Productions,  Inc. 

Chicago,  Illinois 


AMERICAN    ASSOCIATION    of    FILM    PRODUCERS,    Inc. 


722   Ridge   Road    •    Wilmette,   Illinois 
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WEST  CENTRAL:  Wisconsin 


Douglas  Productions 

923  Nil.    |.i.  kviii.   Milu.iukii.   Wis,   I'lioiic:    liio.iil 
way  2:>liHll. 
(sec  loiiiijklf  libtiny  in  Chicago  area) 

FILM   ARTS   PRODUCTIONS,    INC. 

I(I,S2  N.  SiNili  Siictl.   Mihvaiikif  ;i.   WiMonsiii 
I'liimo:   BR  tiridTO  and  6-5G71 

Date  111  Orsaiii/ation:   HI27 

\    K    Ilailky,  I'nsidenl 

1 1.11 1.111  r.  Croy.  General  Manager.  Treasurer 

S1;R\'1C;E.S:  Kimm  and  35mm  industrial,  sales 
iraininR  motii)ii  ])i(Uires;  sound  slidcfilms:  slides: 
TV  fommeriials  and  sliorts.  Complete  Uinnn  and 
35mm  lab  service.  1  \CIl.rriES:  16mm  and 
35nnu  cameras;  lisluing  equipment  for  studio  or 
location:  stock  and  special  sets;  recording  facili- 
ties (magnetic,  disc,  and  filmV  Il>  and  35mm: 
5000  st|.  ft.  shooting  stage. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MO  I  ION  IMCITRI-S:  The  Big  Change  (t\iii 
rude  Motors);  .1  Treatise  on  Packaging  and  Tempo 
(Kimbcrlv-Clark  Corporation).  SLIDEFILMS: 
That  Old  Hoodoo  (Mueller  Furnace  Co.);  Fads 
About  Fixtures   (H.  Berry  &  .Associates). 


RICHARD   MATT,   INC. 

11  North  Main  Street,  Fond  du  l.ac.  \Visconsin 
Phone:  15(it> 

Dale  of  Organi/.ition;  Oiiobcr.   1953 
Richard  Matt.  President.  Producer  and 

E\er.   Cameraman 
Macklin  Pecci  De  Nictolis.  Direilor  and  .issoc. 

Producer 
loliii   Goitinger.  .issociate  Photographer 
Herb  Williams.  .4ssociate  Photographer 
Sianlev  W.  \'rba.  Chicago  Representative 
Fduardo  Ingris,  .i.ssoc.  Photographer,  Lima.  Peru 

.SERVICES;  .Xdverlising.  industrial,  illustrative, 
motion  pictures  and  television.  F.XCILITIES: 
Homplete  motion  picture  production,  script  writ- 
ing, editing  and  duplication,  sound  recording,  film 
titles,  models,  professional  actors  and  narrators. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOTION  PICTL'RES:  Autumn  Holiday.  One 
Fool  in  the  Door.  Into  the  .imazon  (Johnson 
.Motors);  Gods  County  (Johnson  Motors  k  .Airex 
Corporation):  Inside  Giddings  k  Lewis  (Giddings 
X:  Lewis  Machine  Tool  Company). 


Af  n 


Af  C3 


SOUTHWEST 


Oklahoma 

BUD   WOODS   PRODUCTIONS,    INC. 

lliOl  South  Boston  Avenue.  1  ulsa.  Oklahoma 
Phone;  Dl  3-31  Ml 

Date  cif  Organization:   1939 

L.  C.  "Bud"  Woods,  President,  Producer 
\l.  F.  Woods.  Secretary-Treasurer 
Wayne  Graebcr.  F.diling 
C,ax\  Thompson.  Filmslrip  Production 

SER\'1CES:  Commercial  and  industrial  motion 
pictures,  public  relations,  sales  and  sales  training. 
product  information,  sound  slide  films,  color  and 
l>lack  and  white.  Services  from  script  to  screen. 
F.ACILITIES:  C;omplete  production  staff.  Kinnn 
and  35tnm  cameras.  Portable  synchronous  tape  re- 


(oiders.  compleic  iigluing  ('(|uipiil<'nl  for  kirge 
industrial  interiors. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOIION  I'lCllRl-S;  The  Hidden  Highieax 
(Sintliiir  Pipe  Line  Co.);  .Modern  'Tales  ol  Ho{}- 
tnan  (F  S:  S  C^onslruttion  Co.);  Navajo  Land  (Kerr- 
McGee  Oil  Industries.  Inc.):  The  Cruiser  Story. 
The  Rochet  Story  (Frank's  .Manufacturing  Corp.): 
Pete  Hnleum  Series  I  films  now  in  production  for 
(  Mid  Continent  Petroleum  C;orp.).  SLIDEFILM: 
Piooj   of  spartan   Superiority    (Spartan    .\ircralt). 

Texas 

JAMIESON    FILM   COMPANY 

3H25  Bryan  Street.  D;illas  Texas 
Phone;  TEnnison  8158 

Date  of  Org.ini/aiion:    I9lli 

Brute  [amieson.  liiainc^s  .Manager 
Hugh  \'.  Jamieson.    Jr.,  Production  .Manager 
Jerry  Dickinson.  TV  Production  .Manager 
O.  W.  Dalton,  Laboratory  .Manager 
Robert  .\.  Green.  ]i'riting  Department 
Tavlor  Branch.  Production  Supen'isor 
Hob  Addington.  Camera  Department 
Robert  Redd.  Editing  Department 
John  Beasle\'.  .-fr/  Department 
F'rank  Sloan.  Sound  Department 

SER\'1C:ES;  Industrial,  educational,  training  and 
public  relations  motion  pictures.  IBnmi  and  35mm: 
filmed  television  ])rogTams  and  T\'  commercials; 
sound  recording  and  color  printing  ser\ices.  FA- 
CILITIES; Studio  and  sound  stage,  RC-\  HJmm 
and  35mm  sound  channels;  editing,  printing  and 
processing  16mm  and  35mm:  Kodachrome  printing 
with  scene-to-scene  color  correction;  animation, 
creative  staff. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOTION  PICTURES;  Harbor  of  History 
(Charleston  Chamber  of  Commerce):  2  Xavy 
Training  fi7m,s  — Confidential—  (Chance  Vought 
.-\ircraft);  The  .Alabama  Story  (.Alabama  State  Plan- 
ning Board);  Calculated  Risk  (Three  States 
Natural  Gas  Companv);  .-f/'r  Force  Film  (secret) 
(Convair  .Aircraft);  Helping  Hands  (Scottish  Rite): 
The  Greensboro  Story  (Greensboro  Chamber  of 
Commerce):  Traffic  Safety  Films  for  states  of  Ken- 
tucky. Illinois.  .Michigan.  Tennessee.  Mississippi 
;ind  Windsor.  Cianada.  TELEX'ISION  FILMS; 
Texas  in  Review  (Humble  Oil  and  Refining  Com- 
pany). TV  CO.MMERCIALS;  for  The  Borden 
C^ompany.  Fant  Milling  Company.  Humble  Oil 
and  Refining  Oimpanv.  Ada  .Milling  Companv. 
Prenner  Oil  Company.  .Armstrong  Packing  Com- 
pany. Blue  Cross.  .Mrs.  1  uckers  Foods.  Inc..  Mag- 
nolia Petroleum  Company.  Nation. il  \'cniil;ited 
Awnings  Company. 


Houston,  Texas  Area 

Dynamic  Films,  Inc. 

.Mrs.  Barbara  .Atwell.  1714  Huklv  Street.  Housimi, 
Texas.   Phone:   Jackson   67111. 
(see  complete  listing  in  New  ^ork  area) 

Robert  YarnatI   Richie   Productions,   Inc. 

Gull  Coast  Films.  Iiu..  Oil  .iiul  G.is  BIdg..  Hous- 
ton.  'I'exas.    Phone  BLackstonc  5471. 
(see  complcK   lisiiiig  in  .New  York.  City  area) 


TEXAS   INDUSTRIAL   FILM   COMPANY 

25-,'i  N.iilli   lMHii(\,ir<l,   H.iusion,    1  i'\:is 
Pluine:   L\'iuhburg  4377 

D,ite  of  Org;mi/;ition:   1915 

N.   Don   M.-to;i.   Owner  and  Operator 


SKR\1(.KS:  Industrial  training  and  s;iles  promo- 
tion motion  pictures.  Itiinin  ;tnd  35mm  sound, 
color:  35nmi  sound  slidefilms.  F^xtensive  spetial- 
i/ed  experience  in  |)rodtittion  of  insect  films. 
F.AC;ILI  riES:  16iTmi  and  35mm  cameras,  lighting 
ec|uipment:  air-conditioned  scjund  stage;  disc,  mag- 
netic tape  and  16nmi  optical  sound  recording; 
picture  and  sound  editing;  printing  e<|uipment  for 
16mm  motion  pictures  and  35mm  slidefilms.  Per- 
sonnel for  writing,  direction,  editing  ;ind  sound 
recording. 

RECENT  PRODUCTIONS  AND  SPONSORS 
-MtJl  KJN  PiCl  I  RES:  lios  ,ni,l  I'm  (Reed  Roller 
Bit  Co.):  Command  Performance  in  Steel  (Lone 
Star  Steel  Co.);  You  and  the  United  Fund  (Hous- 
ton United  Fund);  The  One  Best  (Hercules 
Powder  Ca.):  Fire  Test  (Libby-Owens-Ford  Glass 
Cc:>..  Corrulux  Di\.). 


MOUNTAIN     STATES 


THOS.    J.    BARBRE 
MOTION   PICTURE   PRODUCTIONS 

1215  E.  \irginia  .\\enue.  Denver  9.  fjiloraclo 
Phone:  R.Ace  2-4605 

'T'hos.  J.  Barbre.  Owner,  Manager.  Producer 
Paul  Emrich,  Recording  Director 
Don   Hcjffman,  Director  of  Photography 
Lowell  B.  Swit/er.  Writer-Director 

SERVICES;  I6mm  production  from  script  to 
screen:  color:  sound,  public  relations  and  sales 
films.  FACILITIES;  Maurer  Cameras  and  lOO.OOO 
watts  lighting  equipment;  Maurer  six  track  scjund- 
on-filni  recording.  16mm  magnetic,  tape:  sound 
truck  and  generator:  editing;  animation  ;ind  titling 
equipment  and  staff:  recorded  nmsic  librarv  ;ind 
staff  organist;  editors;  script  writers. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOTION  PICllRES;  The  Farmer  Gets  The 
Bird  (Colorado  Game  and  Fish  Dept.);  .4  Friend 
Indeed  (Colorado  Game  and  Fish  Dept.):  The 
Brainard  Shoring  System  (Brainard  Steel  Div.): 
Farmer  Brown— Steelworker  (Colorado  Fuel  .<:  Iron 
Corp.):  .4  Brighter  Tomorrow  (Bart  Manufactur 
ing  Corp.):  How  To  Get  .4  Head  (Colorado  Fuel 
it  Iron  Corp.):  You  Can  Do  It  Too  (Church  of  the 
Ascension):  Fiftieth  .inniversary  (Great  AVestern 
Sugar  Company). 

RIPPEY,    HENDERSON,   KOSTKA   &   CO. 

5311   First    Natmlijl    Bank    lUuUluig.    Denver   2 

Phone:   .AComa  2-5601 

Date  e-if  Organization;  1943 

Arthur  G.  Rip])ey.  .Managing  Partner 

Ciilbt-ri    Butkninn.  Partner.  Producer 

C\:\n    G.   Heiidersc_>n.  Partner 

William  Kostka.  Partner 

Harrv    A.  Lazier.  Partner 

Robert  R.  Powell,  Production  Supei-visor 

SER\'ICES;  Industrial  and  civic  relations  motion 
pictures,  color  and  soinid.  both  voice-over  and 
lip  synchronization;  sound  slidefilms.  black  and 
white  and  color.  F.ACILITIIiS;  16miii  cameras, 
lighting,  recording  and  editing  equipment;  cre- 
.iii\e-  st:(tl:  ;irt  department, 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOIION  PICILRES:  Printing-The  Aljthabel 
of  Communication  (.A.  B.  Hirschfeld  Press).  1  \' 
CO.M.MERCI.ALS:  for  Safeway  Stores.  Kuner  Einp- 
soii  C^ompanv.  Mountain  States  telephone  ,<:  I  ele- 
graph  Co..  Frontier  .Air  Lines. 

(Only  1954  Reference  Data  Submitted) 


(LISTINGS    CONTINUE    ON    PAGE    112) 
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If  films  are  scratched  or  damaged  everi/bodi/  comes  to  Rapid 
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/.*/fv   Jt/m  yutu/ftnftr't 
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21  nil  lioro's  what  they  ssiy:>{c 

I  QTT\  only  sorry  thot  (f  has  taken  us  so  long  fo  try  out  this  process.  We  are  very  pleased  with 
the  result."    Atchison.  Topfka  a  Santa  Fr 

"Once  again  I  wish  to  express  our  appreciation  for  the  fine  job  which  you  did  in  processing 
this  film."     E    1    I'l'  Pont  [if  N'fmolps. 

"The  qualify  of  your  work  is  beyond  reproach.  "  RKO-Pathe 

■  Your  film  rejuvenation  work  has  been  very  satisfactory,  and  we  feel  that  it  does  materially 
extend  the  life  of  old  films.  "  jam  Ham.v  Org. 

Your   rejuvenation  of  our  prints  has  been  more  than  satisfactory."    Caravel  Films 

/  have  discussed  the  work  you  have  previously  performed  for  us  and  I  am  very  favorably 
impressed.  '    Vow  Motor  (  n 

We  hove  been  more  then  satisfied  with  the  service  we  have  received  from  your  organization 
in   reconditioning  and  renovating  both  original  and  duplicate    ]  6mm  films. 
Geo.  W,  Colbl'rn  Laboratory 

IE" 

"Thank  you  very  much  for  re\uvenating  the  films.  We  are  extremely  pleased  with  the  results.' 
Amfrican  Mfdical  Association 

what  iSapiiitrt'lti  eaii  do  for  roiir  films: 

Our  exclusive  RAPIDWELD  process  removes  scrofches  from  both  sides  of  the  film, 
and  reconditions  it  so  that  imperfections  like  "rain,"  oil-stains  and  brittleness  disap- 
pear. Your  film  is  fresh  and  clear  and  clean  as  new— at  an  unbelievably  small  cost! 
Our  RAPIDTREAT  process,  by  penetrating  and  hardening  the  "green"  emulsion, 
gives  your  nev^  films  a  special  protective  coating  which  mokes  them  resistant  to 
damage.  New  film  processed  with  RAPIDTREAT  will  project  easier,  last  longer 
and  screen  better. 

"■"    16  and  35mm -ORIGINALS  •   NEGATIVES  •   KODACHROMES   •   PRINTS 


m 


_Q 


ESHBIISHED  1931 


Write  for  our  folder  "The  Film  Doctors"  or  better  still 
send  us  your  damaged  films  and  find  out  for  yourself 
why  everybody  comes  to 


FILM  TECHNIQUE 
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21    West  46fh  Street,  New  York  36,  N.  Y.  JUdson  2-2446 


J^excerpts  from  letters  in  our  files 
from  some  of  our  clients 
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S'ATt    OB'ARTMEKT    Of     CDUCATtOM     .     HAiiTfO«0,    COW«fcCnC„t 
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MOUNTAIN  STATES:  Colorado 


SONOCHROME   PICTURES 

227ri  GUiKoc  siriii.  I)<  rmr  7.  (.ol.u.ulo 
Phone:  HAst  2  ;U!I2 
I);ac  o£  OrKani/aiioii:    I^llli 
Rr^iiuh:  Multicliroim'  Laboniiorics 
71)0  (lough  Street.  Sail  Kraiuisto.  (laliforiiia 
R.   B.  Hooper.  Oiftin-Profhurt 
Cieorge  E.  Perrin.  Diriclm  rif  PliiilDiitnpliy 
Herbert  Mckennev.  Oxfurr,  Multn fiiDiur 
iMborotinifs 

SliRXIfiES:  Clominenial  motion  picture  producers 
for  uoii-theairical  ami  tele\ision  release.  TV  spots. 
E(|uippe(i  witli  MagiiasMU  I6inm  recorders  for 
sviichronous  recor<liiig.  inohilc  power  plant.  F.\- 
CilLITIES:  .\niniation.  titles  and  effects  depart- 
ment, (iolor  release  prints  either  optical  or  man- 
netic. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOTION  I'lCTT'RES:  Hcail  i>i  Ihi-  Rockies 
(Denver  S:  Ri<i  C.rande  Western  Railroad):  ftimous 
Filly  (\Vhite  Pines  Chamber  ol  C^omnierce): 
Cetitral  Stales  Shriiir  Paruiie  (El  Jebel  Temple): 
Color  Carnival,  High  Conniry  Awakens  and  Au- 
lunin  Fanlasy  (Colorado  State  .Adv't.  it  Publicity 
Bureau). 


iM-^  OiM^ 


WEST     COAST 


San  Francisco  &  Bay  Area 

MARVIN   BECKER   FILMS 

lllj  Howard  Strcii.  s.ui  Fr.iniisu>  ;i.  Calilornia 

Phone:  EXbrook  i-Ki").") 

Date  of  Organi/ation:   19.'>2 

Marvin  E.  Becker.  Prrsiiteiil 

Hans  \'anSluizer.   Writer-Prodttrer 

Bud   Murphv.    Writer  Manager  of   TV  Sales 

James  B.  Bullock.  Manager,  Industrial  Sales 

.\nn  Becker,  Comptroller 

SERATCES:  Industrial,  documentary  business, 
public  relations  and  educatirmal  motion  pictures 
and  slidelilms.  Television  films  and  commercials. 
F.\CILITIES:  Creative  start.  Ifi  and  S.'imm  produc- 
tion equipment,  sound  equipment,  music  library, 
sound  stage,  lights,  sets.  c:»rpenter  shop,  machine 
shop,  art  department,  complete  animation  depart- 
ment and  canierit.   Editing  and  jirojetiion  rooms. 

RECENT  PRODUCTIONS  AND  SPONSORS 
M01T0N  PK;T  IRES:  ;'V5?  Report  to  the  Direc- 
tors (Columbia-Geneva  and  Consolidated  Western 
Steel):  Cerebral  Palsy  Workshop  (United  C.  P.  of 
No.  Calif.):  Edith  Green  Cooking  Tips  (The 
S.  O.  S.  Co.-McC;ann-Erickson):  f.irls  Basketball 
Fundamentals  and  Girls  liasketball.  Playing  Tech- 
niques (Educational  Productions).  TV  COM 
MERCI.ALS:  l.ucky  Lager  Brewing  Co..  Californi:i 
Wine  .-\ssociation.  United  Ousade.  S.  O.  S.  Co.. 
.American  Trust  Co..  (.McCann-Erickson).  C  and 
H  Sugar.  (Honig-Cooper  Co.).  Tillie  Lewis  .Soft 
Drinks.    (Sidney  Ciarfield  .\ssociates). 


Kling  Film  Productions 

Richard   Downey.    .503    .Market    Street.    San    Fran- 
cisco. 
(see  complete  listing  in  Chicago  area) 

MOTION  PICTURE  SERVICE  COMPANY 

12i  Hule  Street,  S.m  Eran<is<o  2.  (;.dilornia 

Phone:   ORdway  3-yi62 

Date  of  Organization:   1935 

Gerald  L.   Karski.  President^  General  .Manager 

Harold  .-X,  Zell,  Production  Matiager 


l.ee   R:ishall,   .Mamtger,   I'elevtsutn   Dept. 
Boris  Skopin.  .Manager,  Title  and  Trailer  Dept, 
.\lbert  Niggemeyer,  Manager,  Laboratory  Dept, 

SERVICES:  Industrial,  conuncriial  and  public  re- 
lations films:  special  aiuiountemeiu  and  adver- 
tising trailers  tor  theatres,  business.  T\'  films,  spot 
conmieriials.  Distributor  ol  Pacific  Tel  &  Tel 
theatriial  releases  in  Northern  Calif.  E.\CILI- 
riES:  .Maurer  X:  Cine  Special  16mm  cameras:  3 
Standard  Bell  it  Howell  3,">mm:  llimiu  It  35mm 
laboratory:  art  dept.:  magnetit  K:  optical  record- 
ing: dubbing  ecpiipmeiu;  sound  stage:  editing 
ecpiipment:  title  !t  animation  ecpiipment:  script- 
to-release  jirint  ser\ice. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOnO.N  PICT  URE.S:  Outdoor  Advent, ■.mg  Dc 
plays  (Shopping  Center  Promotions):  The  Power 
Within  (T  NT"  Productions):  Opportunity  Knocks 
for  -IH  >s-  Ff.-l,  ,Moloring  in  .Mexico  and  The  .-indes 
Story  (Standard  Oil  of  Calilornia).  SLIDEFILMS: 
I'MC  —  ?D-}3  (Vendoraltor  Corporation).  T  \' 
CO.M.MERCI.\LS:  for  Reinhardt  .Advertising 
.■\gency  (Burgermeister  Beer).  Honig-Cooper  (Ed- 
wards C^ortee  (^o.).  Reinhardt  .\dvertising  .\gency 
(Kilpatricks  Bread),  Gerald  Thomas  .\gency 
(Pariua  Wine),  John  Gallagher  .Agency  (4-W'heel 
Brake). 

GABRIEL  MOULIN   STUDIOS 

ISl  Second  Street.  San  Eraiuisco.  California 

Phone:  VUkon  6-4224 

Date  of  Organization:   1884 

Irving  Mcmlin  !t  Raymond   Moidin, 

General  Directors 
David  Aiders,  Director  of  Sales 
(ihiirles  l.iirrance.  Produi er-Director 
Cieorge  Watson.  Production  .Manager 
George  Riekman,  Director  of  Cinematography 
Clarence  Stevens,  Director,  Sound  Department 
Val  A\'inkel,  .■i.ssistant  Cameraman 
Gordon   .Meagher.  Film  tldilor 

SERVICES:  Every  phase  of  motion  picture  produc- 
tion. F.ACILITIES:  Shooting  stage.  55  feet  by  45 
feet  bv  36  feet  high.  35mm  and  16mm  camera 
units,  complete  sound  recording  facilities  for  disc, 
tape,  magnetic  film  and  Ifjium  optical  sound,  re- 
cording studio  27  leet  by  42  leet.  35mm  and  16ium 
projection,  animation  and  editing  equipment, 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOT  ION  PICTURES:  Make  the  Supreme  Test, 
Detergent  .Action,  and  Se-uenty  five  Year.',  (Stand- 
ard Oil  Co.  of  California):  ]Vide  Range  Dialing 
(Pacific  Telephone  &  Telegraph  Co.),  SLIDE- 
FILM:  Lockerap  (Crown  Zellerbach  Paper  Corpo- 
ration), 

PACIFIC   PRODUCTIONS 

111   M.isr)!!  Street.  San  Kr.iiuisdi  2.  Calilornia 

Phone:   \ Hkon  2-3986 

Date  of  Organization:  1938 

Donald  .M.  Hatfield.  President.  General  Mgr, 

[ames  B.  Gahan.  J'ice-President, 

Production  .Mgr. 
Fred  P.  Barker.  Art  Director 

SER\TCES:  Sponsored  public  relations,  sales,  doc- 
umentary and  training  films:  medical  films; 
slidelilms:  filmstrips:  T\'  program  and  commer- 
cial films.  F.\C:IL1TIES:  35mm  F.clair  and  16mm 
Maurer  cameras  and  recording  systems:  sound  and 
silent  stages:  complete  editing  equipment  for 
35mm  and  I6nim:  animation  department;  cre;iii\c- 
staff:  contract  script  writing. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOTION  I'lCIURF.S:  The  Colder  the  Heiie, 
and  Training  Trailer  (Safeway  Stores):  Geared 
to   Sell     (Standard    Oil    Cotnpany    of    California). 


SLIDEFIL.MS:    Western   Wa\  and  .\/ee(  Your  Ross 
(Crown-Zellerbach  Cairporation), 
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ALFRED   T.   PALMER    PRODUCTIONS 

l:iO  iiusli  Stud,  s.m   lI.lml^(.)    1.  (..ililoi  ni.i 

IMiMMCM  Douglas  2-8177-8 

Dait*  of  Orj^ani/atifni:   1931 

Allred    J'.   PalnuT.   Owner,  Exec.   Producer 

-\W\d   H.   Palmer.   CoOwtier.  Office  Mgr. 

P. inline  C   Hasc.  Secretajx-Treasurer 

Lawrence  K.  Williams. 

Associate  Producer-Writ er 
William  Thorp.  Associate  ProducevWritcr 
Philip  E.  Walker.  Associate  Producer-Writer 
Florence  Walker.  Distribution  &  Sales 

SERVICES:  Production  larj^elv  centered  in  over 
seas  projects  concerned  with  the  advancement  oi 
human  understanding  through  the  use  of  motion 
pictures.  FACILIIIES;  C^omplete  I6mm  produc- 
tion and  sound  studios,  reproduction  laboralorv. 
distribution  tacilities  and  theatre.  Also  color  and 
black-white  still  studios. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOTION  PICni'RES:  Destination  Hawaii  (Mat- 
son  Navigation  C^o.):  Funaji  (Sea  Lanes)  (.\meri- 
can  President  Lines):  The  Romance  of  Silk  (Japan 
Travel  Bureau);  Round  the  World  with  Don  and 
Judy  (Teenage  Adventures);  Americans  Look  at 
the    World    (World   Kamilv   Forum   Films). 

W.   A.   PALMER   FILMS,   INC. 

611  Howard  Street.  San  Francisco  3.  California 

Phone:  VUkon  6-5961 

Date  of  Organization:    1936 

W.  \.  Palmer,  President 

H.  B.  Butler,  l.  P..  Trea.surer 

¥.  E.  Boothe.  Comptroller 

Florence  H.  Dieves,  Production  Director 

Joseph  P.  Dieves.  Camera 

SER\'ICES:  Industrial  public  relations  and  sales 
training  films;  sound  slidefilms;  television  films 
and  spot  commercials;  kinescope,  16mm  and 
35mm.  FACILITIES:  Studio  and  location  pho 
tographv;  Western  Electric  sound  recording  svstem. 
photographic  and  magnetic.  16mni  and  35nini;  disc 
and  tape  recording,  including  stereophonic;  mul- 
tiple channel  dubbing  and  Interlock:  color,  black- 
white  printing— 1 6nun  optical  printer.  Kinescope 
Recording:  33mm  Moviola  and  editing  equip- 
ment;  animation  artist:   writers,  editors. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOTION  PIC  LITRES:  Captain  ZRO  (Capt. 
Z-RO  Productions):  Annual  Report  (U.S.  Steel. 
Columbia-Geneva  Division):  Safety  Setves  (I'nited 
Air  Lines):  The  California  Question  (Oakland 
Chamber  of  Conunerce);  Matiy  Ways  of  Seeing 
(S.  F.  Junior  League):  Refinery  in  Aden  and  Ceno 
Bolivar    (Bechtel  Corporation). 

PEARSON    &    LUCE    PRODUCTIONS 

Administrati\e  and   Executive  Oilices: 

26  OTarrell  Street.  San  Francisco.  Calif. 

Phone:  VUkon  2-1272 

Studios  and  Production: 

505  Gearv  Street.  San   Francisco.  C^alif. 

Phone:  PRospect  6-6335 

Dale  of  Organization:    1931 

Llovd  K.  Pears<^^)n.  Partner-Producer 

Ralph   W.   I  u{f.   Partner-Producer 

SERX'ICES:  Mouoii  pictures,  slide  films;  indus- 
trial, sales,  training,  and  dotumentarv  productions. 
FACILIIIES;    Studios   and   sound   stage.   C^ameras 


(LISTINGS  CONTINUED  ON  FOLLOWING  PAGE) 
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PEARSON    &    LUCE    PRODUCTIONS 

include  16mm  Auricon  Super  1200.  Arriflex  16, 
and  hand  cameras;  4  channel  interlocked  niaf; 
nctic  film  recorders,  Ampex  SOO.  and  Magnecord 
tape  recorders.  Ciomplete  slide  film  services  and 
e<]iiipment.  .Sound  proof  projection  room  with 
interlocked  projector.  Camera  car  and  sound  truck. 
Editing,  art.  and  script  departments.  Creative  staff. 

RECENT       PRODUCTIONS      AND      SPONSORS 

MO  1  ION  I'lCri'RES:  Pnckagmg  Oj>eriilion.^ 
(Sateway  Stores.  RexfordPrepak  Div.):  A  Case  oj 
Prolfilinit,  western  version,  (Certainteed  Products 
Cr>rp.);  Makalii  (Californian  Himalavan  Expedi 
tion):  Smbail  the  Sailnr  (Mount  Puppets  Inc.): 
Cnuijuest  of  the  Andes  (California  Peruvian  Ex- 
pedition); Sews  and  Special  Events  (Columbia 
Kroailiastinn  Svsleni);  Telesports  Digest  (Tel  R;i 
I'Kiduitions).  SI.IDEEILMS:  The  Malarke\  Pl\ 
teooil  Stu)\   (.M  S.  M  Woodworking  Company). 

WALTER   A.   RIVERS   &   ASSOCIATES 

61)   Market   Street.  San    Kciniisi'i    II.   Cialiloriu.i 

Phone:  SUtter   1-1284 

Date  of  Organisation:    UI49 

Walter  .\.  Rivers.  President 

W.  G.  Rivers.  Art  Director 

.Alice  Garrity.  Secretary 

SER\'IC:ES:  General  motion  picture  production, 
spetiidi/ing  in  films  lor  indiistrv.  tele\ision.  public 
relations  and  sales  training.  F.^CILII  lES:  Auri 
con  sound  cameras:  recording  system,  film  and 
tape;  titles  and  animation:  writing:  editing  and 
art  st:df.    I  \'  production  facilities,  sets  and  lights. 

RECENT       PRODUCTIONS      AND      SPONSORS 

MO  I  ION  I'lClTRKS:  Liili  Oh'.ervatorx.  Ml. 
Ilininll(jt).  Inslolliition  oj  121)"  telescope  (Judson. 
I'aiific  Murphv  Corporation):  Operation  Safeguard 
(Board  of  F^ire  Underwriters  of  the  Pacific):  Golden 
('•ate  Bridge  reinforcing  bottom  hiteral  bracing 
project.  (Judson.  Pacific  Murpin  C^orporation). 
Oniv   l!l.')4  Data  Submitted. 
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GENE   K.   WALKER   PRODUCTIONS 

Itij  Calilurnia  Street.  San  Eraniiscu   1.  Ciallf. 

Phone:  VUkon  6-2891 

Studio  at  627  Commercial  Street.  San  Francisco. 

California.  Phone:   YUkon  2-4181 

Date  of  Organization:    1938 

Gene  K.  Walker.  President 

George  T.  Becker.  General  Manager 

Robert  Scott.  Studio  Manager 

William  H.  McDonough,  Production  Siipetfisor 

Stcdman  Chandler.  Editorial  Supervisor 

SER\'ICES:  Camera,  lighting,  titling,  editing,  ani- 
mation, sound,  color  service  for  industrial  and 
docinnentary  motion  pictures:  slidefilms  and  film- 
strips:  corollary  visual  aids,  F.ACILITIES:  4-unit 
Stancil-Hoffman  17V2mm  magnetic  tape  recording, 
plus  interlock:  16mm  film  recording:  laboratory: 
Type  A  and  B  animation  equipment  and  start: 
creative  staff  with  two  full-time  viriters. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOIIOX  I'lCIl'RES:  Weather,  the  Breath  oj 
Life  (Standard  Oil  Company  of  California);  .Men. 
Steel  &  Earthquakes  (Bethlehem  Pacific  Coast  Steel 
Corp.):  Flying  a  Dealer  and  It's  in  our  Power 
(Tide  \Vater  .Associated  Oil  Co.);  Leaner  Hogs  S: 
Longer  Profits.  International  Dairy  Show  and  Chi- 
cago Market  Report  Vol.  Ill  (Union  Stock  Yard  & 
Transit  Co.). 

Note:  Listings  of  other  producers  in  outstate  Cali- 
fornia areas  follow  .Metropolitan  Los  .Angeles  and 
appear  on  page  117  of  this  Production  Re\iew. 
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ACADEMY   PICTURES,    INC. 

7934  Santa  .Monica  Blvd..  Holhwood  46.  Calif. 
Phone:  HOlhivood  9.5873 
Edward  L.  Gershman.  President 
William  Lightfield.  Production  Manager 
Arthur  Babbitt.  Supervising  Director 

F.ACILI'LIES:  Complete  motion  picture  and  iini- 
mation  stiidir)  facilities  in  Hollywood.  See  similar 
listing  of  facilities  and  ser\ices  under  Metropolitan 
New  York  .Area    (page  85). 

ALL   SCOPE   PICTURES,    INC. 

8919    Sunset    lioultvard.    Holhwood    46.    Ci.ilil. 

Phone:   CRestview  4-6943 

Date  of  Organization:    1946 

Gordon   S.    .Mitchell.   President 

C.  D.  Owens.   I'ice-President 

La  Nell  B.  .Mitchell.  Secretary-Treasurer 

Norval  D.  Crutcher.  Jr..  Production  Mgr. 

SERVICES:  Industrial,  public  relations,  education- 
al and  training  films.  TV  commercial  and  theatre 
;ttl  films.  Li\e  action,  animation  and.or  stop  n»>- 
tion  production.  F.ACILITIES:  .Sound  stage,  cut- 
ting rooms  and  jjrojection  rf>om:  animation  de- 
p.innieiu. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOIKJN  PICrURES:  Safe  Driving  in  Bad 
Weather— Light  Vehicles  (United  States  .Air  Force); 
Operation  of  Heavx  Vehicles  Under  Hazardous 
Conditions  (United  States  .Air  Force).  TV  COM- 
.MERCIALS:  for  Kraft  Foods  Co.  (Parkay  M:irga- 
rine  and  Kraft  C^heez  Whiz):  Chets  Frozen  F\iods; 
SOS  (^orpor;ition;  Mattel  Toys.  Inc.;  Safeway  Stores. 
Inc..  anci  others.  Only  1954  Data  Submitted. 

Atlas  Film  Corporation 

1931    Rodnev    Drive.    Hollywood  27,   California, 
(see  (omplete  listing  in  C^hicago  area) 

CASCADE  PICTURES  OF  CALIFORNIA,   INC. 

1027  No.  .Seward.  Hollywood  38.  California 

Phone:   Hollywood  2-6481 

Date  of  Organization:   1948 

Bernard  |.  Carr.  President 

Roy  W.  Seawright.    Vice-President 

Vaughn  .A.  Paul,  Production   Coordinator 

John  C.  .McCormick.  Comptroller 

F'illmore  Phipj>s.  Producer 

Hu.gh  MacMuUan.  Producer 

Bernard   Loftus.  Editorial  Sujun-i'isor 

H;d   Miison.  Director  of  .-{nimation 

SER\'ICES:  Industrial,  documentary,  television 
:ind  box-office  motion  pictures.  F.ACILITIES:  .AH 
m;i)()r  studio  facilities.  Maintain  and  operate  own 
s<tund  stages,  optical,  animation  and  editorial  fa- 
cilities. 35  it  16mm.  black  and  white,  color  and 
dimensional-wide  screen  photographv. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOTION  PICIURES:  for  Douglas  Aircraft  Co.. 
Lockheed  .Aircraft  Co..  LI.  S.  Navy,  The  Toni 
Company.  (Titles  not  submitted.)  TV  COM- 
.MERCI.ALS:  for  more  than  50  clients  and  prod 
nets. 

VV  this  symbol,  appearing  over  a 
producer's  listing  indicates  that  display  ad\ertising 
has  been  accepted  for  publication  in  another  page 
of  this  5th  .Annual  Production  Review.  Please  refer 
to  it  for  other  useful  information. 
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CATE   &   McGLONE 

1 52 1  Cross  Roads  ol  the  World. 

HoIl\^vood  28.   California 
Phone:    FlOUywood  5  1118 
Date  of  Organization:    1947 
T.  W'.  Gate.  Partner 
E.  D.  .McGIone.  Partner 
Walter  Wise.  Writer-Director 
Charles  Cahill,  Production  Manager 

SERVICES:  Motion  pictures  in  the  field  of  human 
comimniications:  industrial  relations,  public  rela- 
tions, sales  promotion,  sales  training,  travelogues. 
TV  productions  and  commercials,  color  stock 
library,  including  extensive  aerial  coverage  of  many 
areas  in  U.  S.  .A.  F.ACILITIES:  16mm  photo- 
graphic equipment,  portable  lighting  equipment, 
camera  car,  creative  staff  for  writing,  photograph- 
ing, directing  and  editing. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOTION  PICTURES:  Cross-Cuuntry  V.  S.  A. 
and  Flying  Colors  (United  .Air  Lines):  In  the  Be- 
ginning and  Run  for  the  .Money  (General  Pe- 
troleum Corp.):  The  Human  Side  (L'nion  Pacific 
R.  R.);  On  Stream  (Soconv-Vacuimi  Oil  Co.  Inc.). 
TV  CO.MMERCIALS:  for  Stromberger.  LaVene 
and  McKenzie. 

COURNEYA  PRODUCTIONS 

633  N.  .Almont  Dr..  West  Hollywood  46.  Cialif. 

Phone:  Crestview  4-5621 

Date  of  Organization:    1948 

Jerry  Courneya.  Pre.iident 

Ed  Gillette,  Vice-President 

Paul  Fress,   Vice-President 

Igo  Kantor.  Technical  Director 

SERVICES:  Motion  pictures,  television,  commer- 
cials, industry,  stock  footage  library,  music  library, 
stock  fcjotage  shooting,  editorial  service,  complete 
production  ser\  ice  and  animation,  F.ACILn  lES: 
New  commercial  animation  process,  camera  etpiip- 
ment,  recording  equipment,  editorial  equipment, 
stages,  camera  car  and  recording  mobile  units, 
electrical  and  grip  equipment. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOl  lO.N  PICTURES:  Ojiaker  Oats  Presentation 
(Quaker  Oats  Company):  Member  of  the  Family 
(Ken-L-Ration):  S\ncro-1'ox  Process  (Planters 
Peanuts).  (White  King  Soap)  and  (Thoro-Fed  Dog 
Food).  TELE\'ISION  FILMS:  Adventures  of 
Noah  Beery  Jr.  (26  series  for  various  sponsors); 
The  Chimps   (13  series  for  various  sponsors). 

PAT   DOWLING   PICTURES 

1056  S.  Robertson  Blvd..  I.ns  .\ngeles  35.  Calif. 

Phone;  CR   1-1636 

Date  of  Organization:  1940 

Pat  Dowling,  Owner 

T.  J.  Stanton,  Production  Manager 

R.  J.  Soltys.  Cameraman 

Rav  H.  Lockert.  Film  Editor 

SER\'ICES:  Production  of  motion  pictures  and 
slidefilms  for  customers  and  educational  films  and 
filmstrips  for  own  account:  editorial  and  sound 
production  of  films  sponsoring  comj>anies.  F.A- 
CILITIES: Script  production:  art  department: 
camera    department:    studio:    cutting    department. 

RECENT  PRODUCTIONS  AND  SPONSORS 
NOTE:  Five  sponsored  films  not  made  during 
1954.  Films  were  mainly  educational  for  own 
account. 

(LISTINGS    CONTINUE    ON    PAGE    114) 
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DUDLEY    PICTURES    CORPORATION 
Dudley   Television   Corporation 
and   Vistarama,   Incorporated 

OT08  Santa  Monica   Blvd..  Bi\irlv  HilU.  Calil. 
I'lione:  CRcstview  1  7258 
Cable  Address:  Diidleypic 

Branch  Office:  501  Madison  A\'enue.  Xiw  \"ink. 
N.  V.  Phone:   ELdorado  51076 

Date  of  Organization:    1917 

Carl  AV.  Dudlev,  President 

Don  MiNaiii:iia.  Executive  Vice-PresidetU 

Rithard  (ioldslonc,   Vice-President 

Herman  Boxer,  Vice-President 

Kugene  H.  Barnes.  Secretary  and  Treusurrr 

Jtie  Ans()n.  C^harles  Tcdiord.   Da\id   Ciiandler. 

Writers 
\\"ill  Jason.  .Man  Miner.  Richard  Evans. 

Richard  Carlson.  Directors 

SERVICES:  Industrial,  theatrical,  educational  and 
television  motion  pictures  and  slidefilms.  F.ACILI- 
TIES:  Own  studio,  stage,  lights,  cutting  rooms. 
sound  and  color  production  ecjiiipnient.  cameras, 
printing:  color  film  liiir;iry:  creative  stall. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOnON  IMC  I  IRES:  .\;..  Wnikle  Rrlunis  (Ccn- 
eral  Mills,  Inc.):  The  liig  \eies  of  19!>>  (Union  Oil 
C:ompan\):  Fresli  fur  Health  (Santa  Fe  Railroad): 
Futures  Unlimited  (Zenith  .\ircraft  Corp.):  The 
Days  of  Our  Years  (Union  Pacific  Railroad):  The 
Xew  India  (California-7>xas  Oil  Co.):  The  Line 
Riders  of  the  Golden  Spread  Vistarama  Produc- 
tion (Southwestern  Public  Service  Co.):  Regulus 
(Chance  \'ought  .-Vircraft.  Inc.);  Venezuela  (Delta- 
C.  &  S.  .\irlines);  Invitation  to  Formosa  and  Inviia- 
lion  lo  the  Pliilippines  (Northwest  .\irlines):  Re- 
gional Geography  Series  (Encyclopaedia  Britan- 
nica.  Inc.).  THEATRICAL  MOTION  PIC- 
TURES: Below  the  Rio  Grande  and  five  others, 
subjects  for  Warner  Brothers  release. 

Dynomic  Films,  Inc. 

George    Zuckcr.    .SL!71.'    Sunset    Blvd..    Hollwvood. 
Calif.    Phone:    HOllvwood   2-7461. 
(see  comjjlete  listing  in  New  V'ork  area) 
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JERRY    FAIRBANKS   PRODUCTIONS 
OF   CALIFORNIA 

1)052  Sunset    Boulex.ml.    lldlvwood  28.   Calif. 
Phone:   Hollywood  2-1101 

Branch:  520  North  Michigan  .Ave..  Chicago,  111. 
Eenton  P.  .McHugh,  Refiresentative.  Phone: 
WHitehall    l-OlUfi. 

Date  of  Orgarii/:ilion:   1929 

Jerry  Fairbanks.  President 

Donald  .\.  Dcwar.   Vice-President.  Bus.  .Wgi. 

Robert  Scrivncr.  Studio  Manager 

John  .McRennon.  Production  Manager 

Leo  Rosencrans.  Story  and  Creative  Head 

SERVICES:  Industrial,  theatrical  and  television 
motion  pictures.  F,-\C;1L1TIES:  Full  studio  fa- 
cilities: 2  sound  stages:  18  camera  units:  16mm  and 
S5mm  including  .MultrCam  process:  16min.  35mm 
and  magnetic  sound  recording  and  rerecording; 
editing;  animation:  Duoplane  Process:  16mm  & 
S5mm  opticals;  film  and  music  libraries:  technical, 
art,  creative  and  nuisii   stafls. 

RECENT  PRODUCTIONS  AND  SPONSORS 
-MOTION  PICTURES:  Chry.sler-s  \eie  One  Hun- 


JERRY    FAIRBANKS    PRODUCTIONS 

:lird  Milhoti  IhilUn  I  (,uli  (Chrvslei  l)n.  (,lii\s 
kr  Corp.):  Tlie  Great  .lilvenlure  (Rotary  Inter 
nat'onal):   America   for  .Me   and   One   Man   Shou' 

(Cirevhomitl):  The  Story  of  a  Star  (Texaco).  TV 
C;OM.\IERClALS:     for'   Mathisson    8:    Associates 

(Milhi  Iker):  (irant  .\dvertising  .Agency  (Dodge); 
1>    I'    lli.>ilur  Coinp;iny    (Oldsmobilc). 


PAUL   J.   FENNELL   CO. 

MM  N.  La  Cienega  Bhd..  Los  .\ngcles  IK.  C.ilil. 
Phone:  CResiview  ()-ll8l7 

Date  of  Org;ini/aiion:    19-17 

Paul  J.  Fennell.  Owner-Producer 
John  E.  Burks.  Technical  Director 
Edward  .A.  Benedict,  .iri  Director 

SERVICES:  Producers  of  training  films,  etluca- 
tional  films,  public  relations  films  and  television 
commercials;  .speiializing  in  animation.  F.ACILI- 
TIES;  Complete  staff  and  facilities  from  storv 
ideas  to  final  editing. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOIION  I'ICIURES:  Highway  .Safetx  .Seru-s 
(National  Safety  Ciouncil)  :ind  (Ford  Motor  Cioni- 
pany).  TV  COMMERCLVLS:  for  Ciampbells 
Soup  Company  (Campbell's  Pork  and  Beans): 
-Nabisco  (Rice  Krispies).  Only  1951  Data  Submitted. 


FILM   ASSOCIATES   OF   CALIFORNIA 

10521  Santa  Monica  Blvd..  Los  .Angeles  25,  Calil. 
Phone:   .Arizona  9-8726 

Branch    Office;    26    W.    9th    Street.    New    York, 
11.  N.  V.  Herman  Boxer. 

Date  of  Organization:  July,   1954 

Paul  Burnford,  President 

Bernice  Davis,  Publicity  and  Dislribulion 

Helen  .Mclvee.  Sales  Represenlatix'e 

SERMCES:  Production  of  industriai  and  educa- 
tional films  and  T\'  spots.  16nnn  color  or  l)l;ick 
and  white,  from  script  to  finished  film.  FACILI- 
TIES: Offices,  production  studio. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOTION  PIC  I  IRES:  Design  for  Comloil  (Louis 
Roth  Clothing  Co.);  Something  lo  Talli  .-Ibout 
(VValsco  Antenna  Co.);  Men  at  Mars  (Mars  Engi- 
neering Co.);  Steel  Tubes  for  Western  Industry 
(Pacific  Tube  Co.);  Art  in  Action  Series  and  Face 
of  the  Earth   (Encyclopaedia  Britannica  Films). 

FILMCRAFT   PRODUCTIONS 

8451   Melruse  .A\ciuie.  l.us  .\ngeks  41).  Calif. 
Phone;  VV'Ebster  3-9281 

Date  of  Org;uiization:  June.  1950 

Isidore  Lindenbaum.  President 
Bill  Deming.  Vice-President  in  Charge  of  Prod. 
Ferenz  Fodor.  Production   Supervisor 
Norman  Colbert,  Supervising  Editor 

SERA'ICES;  Television,  theatrical  and  business 
motion  pictures  in  black  and  white  and  color. 
FACILITIES:  .Sound  stage,  editing  facilities,  back 
lot  and  complete  teihnical  ec|uipment  in  every 
detail.  Mobile  units  for  every  location  recpiire- 
nient.  Creati^e  plainiing  department, 

RECENT       PRODUCTIONS      AND      SPONSORS 

IELE\'IS10N  FIL.MS:  'You  Hcl  You,  lilc 
Ciroucho  Marx.  NBC  (DeSoio  Plymounth):  .Mark 
Twain  Theater  (National  Sale— 26):  See  Hollywood 
with  Louella  Par\(>ns  (National  Sale— 26).  TV 
CO.\IMERC:iALS:  lor  BBDtC-O:  De.Soto  Pl\m<nilh 
,<•  Chyrsler.  '39  plus  sunnner  re  cuts.  Only  1954 
Data  Submitted. 


THE   GEORGE   FOX   CORPORATION 

i'HIS  Cnissro;iils  ol    the   W.iilil. 

Los  .\ngeles,   Calilo]ru,i 
Phone:  HO  4-2242 
Date  of  Organization:   1935 
C;eo.  S,  Fox.  President 
1).  R.  Fox.   Vice-President 
I).  I..  Rothenijerg,  Production  Manager 
.NLirio  .Mora,  Editorial  Supei-visor 

SER\'ICES:  Sponsored  training.  ])ubli(  relations, 
(onsumer  sales  and  religious  films:  tele\ision  lom- 
meriials  and  features.  FACII.l  I  lES;  .Major  studio 
lighting  and  camera  e<juipnu-nt,  tape  and  film  re- 
cording, dubbing  rooms,  inusii  scoring,  complete 
editing  departmeiu.  stage  l,i(iliiies,  eti. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOTION  PICI  URES:  Weekly,  theatrical  trailers 
lor  the  Los  Angeles  Times;  The  Hard  Way  (Cali- 
fornia Division  ol  Forestry);  three  theatrical  trail 
ers  and  seven  1  \'  shorts  lor  California  Division  of 
Forestry.  TELE\ISION  FILMS:  Unltlelter  and 
the  Kids,  People  are  funny  (Paper  .Mate  Pens.  ;uid 
Toni  Co.).  T\'  COMMERCIALS:  lor  Paper-.Matc 
Pens.  Toni  Co.,  (Prom.  Pamper,  \'iv  and  Deep 
Magic),  Bond  Bread,  Owl  Rexall  Drug  Co..  Ni- 
agara .Milk.  Morning  .Milk.  Onlv  1954  Data  Sub- 
mitted. 


GRAPHIC   FILMS   CORPORATION 

1618  N.  Las  Palmas  Ave.,  Holhuood  28,  C:ilil. 

Phone:  Hollywood  7-2191 

Date  of  Organization;    1941 

Lester  Novros,  President 

William  B.  Hale.   Vice-President 

Julius  Berllein,  Secretary-Treasurer 

.Antonio   M.   Vellani,   Sales   Representative 

SERVICES:  Production  of  animated  and  live  ac- 
tion films  for  industry  and  goveriuiient.  Design 
and  publication  of  booklets,  brochures  and  \isu:il 
presentations.  F.ACILITIES:  .Animation  depart- 
ment including  stand  for  16mm  and  35mm;  Sinnn 
Bell  it  Howell  Standard  camera:  16  &  35mm  .Arri- 
Hex  camera;  16  ft:  35mm  Moviolas;  cutting  and 
screening  rooms:  permanent  ;ijiimation  .mil  li\c 
action  staffs. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOIION  PICII'RES:  The  Obsenefs  Place  ni 
Ihe  Air  Force.  ]\'nrning  Tornado,  and  Air  Fori, 
Instructional  Methods  (U,S..A.F'.);  Project  (The 
Rand  Corporation).  SOUND  SLIDEFILM:  An- 
nual Rejmrl    (I'nion  Oil  Company). 


The  Jam  Handy  Organization,  Inc. 

5746    Sunset    Boulevard.    Hollywood    28.    Phone: 

HEmpstead  5809.  Service  olhce.  not  sales. 

(see  complete  listing  in  Detroit  area) 

PAUL    HOEFLER    PRODUCTIONS 

7934  Santa  .\lonna   houlev.nd. 
Los  .Angeles  46.  Calllornia 
Phone;    HOllvwood   9-2001 

Branch:     201     Linwood    .Ave..    C;anton.     Ohio. 
.Martha    Heising.   Eastern    Representati;e. 
Date  of  Organization:   1939 
Paul  L.  HocHer,  President 
E,  M.  Bennett.   ]' ice-President 
Ruby  Newstrand.  Secretary-Treasurer 

SER\'ICES;  .All  types  of  35mm  and  Himni  <olor 
sound  films  on  a  world-wide  l):isis.  F.ACilLI  LIES: 
C:uiicra    equipment     (.Mitchell.    Bell    S:    Howell): 

siHMul   truck:    sluclio   lighting. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOIION  PICLURES:  Arizona-Land  ol  Coloi 
and  Contrast  and  African  Journey    (Standard  Oil 


(LISTINGS    CONTINUE    ON    PAGE    116) 
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HOLLYWOOD  FILM  ENTERPRISES 


luUD  — Complimenis  on  the  very 
fine  laborofory  work  and  perfect 
color  prints  of  our  recent  color 
production,  "Flying  with  Arthur 
Godfrey."  The  400th  color  print 
had  the  some  sparkling  quality  os 
the  first  print . .  . 


The  Oldest  and  Most  Experienced  16mm  Film  Laboratory 


ANNUAL      PRODUCTION      REVIEW 


115 


jM^  4f  ri  #M>  i/y  ri 


LOS     ANGELES 


PAUL  HOEFLER  PRODUCTIONS 
Clompain  of  C:alifornia):  Die  Tuna  Slory  (West- 
gate  California  Tuna  Packing  Company);  Tuna 
Clipper  (National  Marine  Terminal.  Inr.):  British 
Columbia— The  hivrgreen  PUi\gmun<l  (Standard 
Oil  Company  of  fSriii.sh  t:olumbia,  I,td.);  Africiui 
loyrtgc   (Karrcll  Steamship  Lines  ol  New  York). 

KLING   FILM   PRODUCTIONS 

Lee  K.  HIeMns.  I  1  k>  No.  Lahrea,  Hollwood  28. 
C:ompleie  studio,  animation  facilities  with  sound 
stages,  extensive  sets,  etc.  .See  lomplete  listing  of 
services  and  other  facilities  under  Chicago  metro- 
politan area. 

MERCURY   INTERNATIONAL   PICTURES 

6611  Santa  Monica  Blvd..  Holhwo<id  .S8. 

Phone:   HOllv-wood  5-1101 

Date  of  Organization:    1948 

v.  E.  Ellsworth.  President 

David  L.  Monohan.  Vice-President 

G.  C.  Cable,  Secretary 

Robert  \V.  Larson.   Vice-President.  Production 

.Albert  Joyce.  Vice-President.  Publicity 
SERVICES:  Creation  and  production  of  motion 
pictures,  sound  slidefilms:  I  \'  commercials:  for  in- 
dustry, public,  civic  relations.  Script  to  finished 
him.  Ifimm  and  35mm  color,  b&w.  F.ACILITIES: 
Studio,  sound  stage:  I6nim  and  35nim  Mitchells: 
Ihmm  Cine-Special.  .\rc  and  incandescent  lighting. 
Interior  and  exterior  production.  16mm  and  35nini 
projection.  Rehearsal  facilities.  Scene  design  and 
set  construction:  art  department:  story  boards, 
rnoikups.  miniatures:  special  effects.  Cutting  rooms, 
dressing  and  makeup  rooms:  adjoining  mixing 
&  commentators'  bixuh:  35mm  sound  recording. 
RECENT  PRODUCTIONS  AND  SPONSORS 
MOTION  PICTURES:  F,om  the  (.round  Up 
(Nutrilitc  Products):  Home.  Sweet  Mobile  Home 
(Irailer  .Association).  Only  1954  sponsor  refer- 
ences submitted.  TELE\ISION  FILMS:  Holiday 
in  Rhythm,  starring  Margaret  Whiting:  Show 
Time,  with  Frank  Fontaine:  Tim  McCoy,  West- 
erns' series. 

Mode-Art  Pictures,  Inc. 

6063  Sunset   Blvd..   Hollywood  38.  Calif. 

(see  complete  listing  in  Pittsburgh  area) 

Stanley  Neal  Productions,  Inc. 

Sobey  .Martin,  V.  P.  203  .\llen  Paris  Bldg.,  Beverh 

Hills.  California.  Phone:  CRestview  5-5215. 

(see  complete  listing  in  New  York  Citv  area) 

NEW  WORLD  PRODUCTIONS 

5746  Sunset  Blvd..  Hollvwrxid.  California 
Phones:    HOlly-wood   9-5827-8 
Branches:    224    N.   Glenwood   .Street,    Peoria,    Illi- 
nois,   Genevieve    .Alloy,    Sales.    49    West    12th 
Street.    New   \ork.    N.'  Y..    P.    Robinson.   Sales. 
Statlcr  Bldg..  Boston.  Mass.,  N.W.  Russo,  Sales. 
6011    38th  St..  N.E..  Seattle,  G.  Newton,  Sales. 
Date  of  Organization:   1939 
Ted  Robinson,  in  Charge  of  Production 
Tom  .Atkins,  Production  Manager 
Phil  Robinson,  Director 
•Art  Moore,  .Animation  Director 
Sterling  Barnett,  Head  Camera  Department 
Jack  Johnston.  Camera 
Robert  Hemniig,  Camera 
Loren  Steadman,  Technical  Director 
SERVICES:  Production  industrial,  education,  tele- 
vision, feature  films.  I6mm-35mm  sound  and  color. 
Live  action  and  animated  cartoons.     F.ACILITIES: 


Siiulio.  lamera  and  lighting  e(|uipnKiit.  anima- 
tion dei>;irtment.  treative  st.iH, 

RECENT  PRODUCTIONS  AND  SPONSORS 
.NIC)  HON  Pic:  1  IRES:  Iwenty-tour  Hours  .1 
Dm  (  Aiii.dganiated  Butchers  I'nion):  t-ossti  Stoiy 
(Slull  Oil  Conipanv):  F-W  (Boeing  .Airplane  Co.). 
MIDEKIL.M:  lor  (Quaker  Oats  Conipanv.  TV 
CO.M.MERCI.ALS:  for  Ford.  Welch  Candv.  Mattel 
loys.  Da«s<jn  Beer.  C;ain  Food  Products  and 
others. 

PARTHENON   PICTURES 

6264  Siiiisci   Hhcl..   Hiilhwo.nl  2S.  C.ililornia 
Phone:   HOIIvwood  3-6823 
Date  ol   Organization:    1954 
PAL^tER  Unit 
(Documentary) 
Charles  Palmer,  President.  Producer 
John  E.  R.  McDougall.  .-Is.wciate  Producer 
LaskvParthenon  L'-MT 
(Theatrical) 
Jesse  L.  Lasky.  Exec.  Producer 
Charles  Palmer.  Producer 
SERA'ICES:    Public   relations,   industrial   relations, 
sales  and  morale  films:   documentary  and   staged: 
theatrical  shorts  and  features  with  concealed  spon- 
sorship. No  T\'  series  nor  commercials.     FACILI- 
TIES:    .All     Hollywood    resources.     16mm  -  35mm 
screening  room  in  Sunset-A'ine  otfices  available  to 
trade  on  request. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOTION  PIC'IL'RES:  The  company  is  newly 
lormed.  Palmer- .McDougall  credits  with  other 
producers  include  .Man  With  a  Thousand  Hands 
(Intl.  Harvester):  Career  and  The  Sky  is  for 
Fverxone  (United  .Air  Lines):  On  Stream  (Soconv- 
A'acuum).  Parthenon  films  now  in  progress  for 
International  Harvester.  Hilton  Hotels,  Conn. 
General  Life  Insurance  Co. 
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POLARIS   PICTURES,   INC. 

5859   W.   Third   Street.    Los   .Angeles   36.   Calif. 

Phone:  WEbster  8-2181 

Branch   Offices:    133   East   54th   St..    .New   York 

22.  N.  Y.  Marcel  Leduc,  Mgr.:  227  W.  Boscawen 

St..  Winchester.  Va.  Hugh  Peters,  Co-Producer. 

Date  of  Organization:    1946 

Perry  King.  President 

F.  R.  Barnum.  Secretan-Treasurer 

AVilliam  J.  Gibson,  Production  Manager 

Harold  Dennis,  Producer 

.Art  Scott.  Director  of  Animation 
SERVICES:    Motion    pictures.    16nim    and    35mm, 
:iiul    slidefilms    for    advertising,    public    relations, 
training   and    television.     FACILITIES:    Live    ac- 
tion and  animation  productirjn. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOTION  PICTURES:  Escape  By  Paraihul,  ,,iul 
flying  in  the  Pressure  Cabin  (U.  .S.  Nav\):  Wesl- 
irard  Flow.  Tenth  of  the  .Month  (.So.  CJalif.  & 
.So.  Counties  Gas  Companies):  Vermilion  Valley 
(.So.  Calif.  Edison  Company):  l')y-l  With  Rich 
field  (Richfield  Oil  C;orporation). 


Reid  H.  Ray  Film   Industries,  Inc. 

8762    Holloway    Drive.    Los    .Angeles.    California. 
Phone:   CRestview   1-4080. 
(see  (r>mplete  listing  in  St.  Paul  are:i) 

ROLAND   REED   PRODUCTIONS,   INC. 

8822  Washington  Blvd..  Culver  Citv.  California 
Phone:  TE  0-I6II 

Branch  Office:  342  Madison  .Avenue.  New  Aork. 
N.   Y.    Phone:    MUrray    Hill    7-1065.    Hampton 
Howard.    Vice-President  Sales. 
Date  of  Organization:    1934 
Rol:ind  1).  Reed.  President 


C.u\  y.  Thayer.  Jr..  Executive  Vice-President 
George   Faust.    I'lie-President— Sales 
James  G.  Fay.  Secretary  and  Treasurer 
SERVICES:    Industrial,    television    programs    and 
television  tommercials.     F Afill.I  I  IFS:  Hal  Roach 
studios  complete  fadlities. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOTION  PiCIURES:  Story  of  Col.  Dr.ihe 
(.American  Petroleum  Institute):  Decision.  Sjmng- 
house  on  ]\heels.  Dawn'.;  Ain/y  Light  and  In- 
side Story  (Westinghouse  Eleitrii  Cx)rporation). 
lELEVISION  FILMS:  .\/y  Little  .Margie.  Water- 
front.  Slu  Eru'in  Show.  Rocky  Jones  Space  Ranger. 

ROCKET   PICTURES,   INC. 

6108  Santa  .Moiiic.i  Blvd..  Ilolhwood  38,  Calif. 

Phone:  Hollywood  7-7131 

Date  of  Organization:    1943 

J.  Richard  Westen,  President,  Gen.  .\Igr., 

Production  Head 
J.  Harry  Ebbert,  Vice-President.  Charge  of  Sales 
Harlow    \\'ilcox.  Executive   V.  P..   Treas.. 

Head  of  Telei'ision 
Don  Bartelli.  Production  .Manager 
Courtney  .Anderson.  Creative  Director 
Kay  Shaffer.  .-Iss't.  to  Pres..  Corp.  Sec'y 
SERA'ICES:  Counselors  and  producers  of  indus- 
trial, sales  and  personnel  training  motion  pictures, 
slidefilms  and  television  programs.  F.\C;ILITIES: 
Shooting  stages:  I6mm  and  35mm  sound  recording: 
animation  department  and  artists:  creative  staff; 
affiliated  with  laboratories  used  bv  major  studios. 
RECENT  PRODUCTIONS  AND  SPONSORS 
-MO  I  ION  PICrrURES:  Public  Relations  (Title 
Insurance  and  Trust  Co.);  Product  Selling  (.Mc- 
C:ulloch  .Motors  Corp.):  Consumer  Selling  (Pru- 
dential Insurance  Co.).  SLIDEFILMS:  Recruit- 
ing and  Induction  (Farmers  Insurance  Group): 
Sales  Training  (Union  Oil  Co.  of  CaliL):  Sales 
Training  (Brea  Chemical  Corp.);  Recruiting  and 
Induction.  Sales  Training  and  Consumer  Selling 
(Pacific  Mutual  Life  Insurance  Co.):  Retail  Sales 
Training  (DeSoto  Motors  Corp.):  Human  Rela- 
tions (Bank  of  .America):  Retail  Sales  Training 
(The  Roberts  Co.). 

FREDERICK   K.   ROCKETT   CO. 

6063  Sunset  Bhd.,   Hollvwnod  28.  (;:ilifornia 

Phone:  HO  4-3183 

Date  of  Organization:    1925 

Frederick  K.  Rockett.  General  .Manager 

.Alfred  Higgins.  Production  Manager 

Eric  Strutt.  Script  Department 

Paul  Lord.  Editorial  Department 

Jay  .Adams.  Camera  Department 

Jerome  Lipari.  Stage  Manager 
SERA'ICES:  The  production  of  motion  pictures 
and  slide  films  and  film  distribution.  F.AC:IL1- 
TIES:  Full  16mm  and  35mm  camera  equipment, 
trick  camer:i  department,  large  sound  proof  stage, 
portable  and  stationary  sound  recording  equip- 
ment, modern  cutting  room,  animation  depart- 
ment, wood  and  met:d  working  shops,  direct  TV 
micro  wave  to  Bell  Phone  System.  Full  time  staffs. 
Location  and  camera  trucks. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MO  I  ION  pic:  IT'RES:  Ejection  Scat  (V.  S.  Navy); 
Dill;  IIuAci  ('/)  (American  .\utomobile  .\ssoci- 
atiiin):  Pncumalic  Power  and  How  an  Oil  Field 
Works  (Richfield  Oil  Corporation);  Arizona  and 
Its  Xatural  Resotirces  (Phelps  Dodge  Corporation). 


Ross  Roy,  Inc. 

Maurice    G.    \',iuglin.    \ .  P  .    168(1    .No.    \ine    St.. 
Hollywood.  C:alil.  Phone:   Hollywood  9-6263. 
(see  complete  listing  in  Detroit  area) 
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JOHN   SUTHERLAND   PRODUCTIONS,   INC. 

L'OI   Ni).  Onicltlltal  BImI..  Lu^  A^gt■lt■^  'III.  C:.ilil. 

Phone:    DUnkirk  8-:>121 

Dale  of  Ort;ani/ation:    1943 

Braiuh  Othcc:   MH   Fourth  Avenue.   New  York 

16.    .New    York.    Plionc:    .\IUrray    Hill    6  4.i9(l. 

John  E.  Sutherland.  Pre^^iileiit,  Gen.  Mgr.. 

Writer.  !'}ottuter 
Ro«  M.  .Sutherland.  Exec.    VicePres. 
C;harlcs  UanHelt.  ]'iiePreiiilent— 

Puhlli    Retntioti'^ 
True  Boardinan.  W'jiter  ami  .-Issotutte  Pioduter 
George  Gordon.  .I.'.sutiiile  Producer,  .iiuinnliuii 
Charles  E.  Bordwell.  Editorial  Supen'iioi 

.SKR\K:ES:  (:oni|jlcte  production  of  live-action 
.Old  .inimation  films  from  research  and  script 
through  release  printing.  FACILITIES;  Studio, 
ottice  buildin)^s  and  other  buildings  to  house  the 
[ollowing:  .Animation  unit  complete  through  cam- 
era: Sound  stage.  Hats,  electrical  equipment,  mill 
and  e(|uipnient.  paint  shop,  etc.:  cutting  rooms, 
tompletelv  equipped:  projection  theatre  equipped 
lor  ;V')  .<:  Ilinnn. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOIION  I'ICll'RES:  Horizons  of  Hope  (Al- 
fred V.  Sloan  Foundation):  It's  Everybody's  Biisi 
ness  (E.  1.  dul'ont  de  Nemours  &  Co.);  The  Road 
l-'orimrd  (Kralt  Foods  Co.):  Dear  Mr  Customer 
(Reuben  H.  Donnelley  Corp.):  The  Lii'ing  Circle, 
The  Banana  Slor\  (United  Fruit  Co.):  G.4ir.  Re- 
jiort  on  a  Prophecy  (General  Motors).  TV  COM- 
MERCIALS: [or  Lucky  Strike.  Plymouth.  Aja\. 
Nestle's  Cocoanut  Har.  .\C  Oil  Filters. 

TELEPIX  CORPORATION 

1515  N.  Western  .Ave..  Los  Angeles  27.  Calif. 

Phone:    Hollywood  4-7391 

Date  of  Organization:    1948 

Robert  P.  Newman.  President 

Ben   Helpliand.    t'iiePiesiilenl 

.Martin  W'einer.  Sale\  .Manager 

VVm.  .\.  Redlin.  Industrial  Division 

Pat  Shields.  Production  Manager 

Martha  Murrell.  Public  Relations 

SERVICES:  Television  and  industrial  pictures, 
slidefilms.  F.\CILITIES:  Full  motion  picture 
jjroduction  facilities:  animation  department,  shoot- 
ing stage  50  x  95.  cutting  rooms.  6  inter-locked 
magnetic  35mm  or  16nmi  sound  channel.  4  Movio- 
las, cameras,  lights,  portable  sound  and  location 
equipment,  projettion  room  with  35mm  and 
16mm  projectors,  title  art  production  department, 
make  up.  wardrobe  and  dressing  rooms. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MO'FION  PICTURES:  Power  Tool  Woodzcorktiig 
fur  Everyotie  (Magna  Engineering  Corp.):  Dyna- 
miting iVith  .S'n/c(v  (United  Geophysical  Lab.); 
Squaw  Valley  IVinter  (Gushing  and  .Arrouge). 
SLIDEFILMS:  Charting  .4  Dealer  Sale  (Albers 
Milling  Co.);  Industrial  Xursing  (Industrial  Nurs- 
ing Association).  AUDIO-\'ISUALFILM:  Manna 
of  the  South  Seas  (Martin  .Mover).  T\'  COM- 
MERC;iALS:  for  .Sears.  Roebuck  S:  Co..  PfaH  Sew- 
ing Machines.  White  Rock.  O'Keefe  8;  Merritt. 
Burgermeister  Beer.  Gaffers  S:  Sattler.  Mitchell 
Beer.  Shopsmith.  Bank  of  America.  Folger's  Coffee, 
Coast  Federal  Sa\ings. 

UNITED   PRODUCTIONS   OF   AMERICA 

4440  Lakeside  Drive.  Burbank.  California 

Phone:  THornwall  2-7171 

Date  of  Incorporation:  December.   1945 

Branch   Office:    670   Fifth   -Ave.,    New   York    19. 

N.  Y. 

Phone;   PLa/a  3-1672.  C.  D.  McCormick,    V.P., 

in  charge. 


Stephen  Bosiistow.  President  and 

Executive  Producer 
Robert  Cannon,  Vice-President  and  Director 
C.  D.  .McCormick  Vice-President  L'P.-i  — 

Sew  York 
-Maxine  Davis.  Secretary 
T.  Edviard  Hambleton.  Treasurer 
Melvin  Ciet/ler.  .-Issistant  Treasurer 
Herbert  Klvnn.  Production  Manager 

SER\'ICES;  Animated  T\'  commercial  spots  and 
programs:  animated  industrial,  educational  and 
entertainment  pictures.  F.ACILITIES;  New  York 
.ind  Hollvwood  animation  studios  with  comjjlete 
;inimation.  (amera.  editorial  and  projection  etjuip 
nient. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MO  I  ION  PICIURES:  Tune  in  Tomorrow  (Co- 
luinbi.i  Broadcasting  System):  .Misconceptions  of 
Heart  Disease  (.American  Heart  .Association); 
.Motoraina  (General  Motors);  When  Magoo  Fleic 
and  (ierahl  .'\IcBoing  Boing's  Symphony  {Columiji;i 
Pictures  Corp.).  TV  COM.MERCilALS:  for  Proc- 
tor ft  Gamble  (Cheer).  Campbell  Soup  Co.  (Pork 
Jt  Beans).  General  Floods  Corp.  (Jelh>-0  Instant 
Puddings)  and    (Busy  Day),  and  others. 

Video  Pictures,  Inc. 

Geo.    W.    Gom.iu.    \".  P..    73ti    .\o.    Dohenv    I)ri\e. 
Los    Angeles  46.   Phone:    CRestview    1-0188. 
(see  complete  listing  in  New  York  area) 
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WILDING   PICTURE   PRODUCTIONS,    INC. 

.'litSl    \'c'iiitc  Buult\ai(i.   niillswood 
Phone:  Webster  0183 
]tihn  Oser.  in  charge. 

FACilLITIES;  Sales  and  administrative  otficfs. 
sound  stage,  screening  room:  all  other  equipment 
lor  motion  picture  production.  For  detailed  de- 
scription of  other  facilities  and  services  see  listing; 
in  (ihicago  Area. 
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RAPHAEL   G.   WOLFF   STUDIOS,    INC. 

5631    Hollywood  BUd..  Holhwood  28.   C.dif. 
Phone:  Hollywood  7-6126 

N.\TioNAL  Representatives 
New    York:    Dicran   Nahigian.   330   Park    Avenue. 
Phone:  PLaza  5-5386. 

Chicago;    Carl    Wester.    2103    Orrington    .A\enue. 
Evanston.  III.  Phone:  D.Avis  8-7236. 

Detroit:    Harold  R.  Troy,    19741   James  Couzens 
Highway.  Phone:   BRoadway  3-6020. 

Date  of  Organization:   1930 

Raphael  G.   Wolff.   President  and   Treasurer 
MacDonald  MacPherson.    Vice-President. 

Executive  Director  Creative  Department 
Salh  .Assin.  Executive  Secretary 
Alfred  \'aughan.  Director  of  Public  Relations 
.Arthur  W.  Treutelaar.  Exec.  Studio  Supen'isor 
David   Lurie,  Exec.  Editorial  Department 
James  Moore.  Supeii'isor,  Director 
Richard  H.  Blundell.  Mgr.  .Animation  Dept. 
Nicholas  Panesis.  Art  Director 
Hovt  Curtin,  Musical  Director 

SER\'ICES;  Sales  promotion,  industrial,  training 
and  institutional  motion  pictures,  sound  and  color; 
television  programs  and  commercials.  F.ACILI- 
TIES: Stages  and  complete  production  facilities: 
lighting  ecjuipment.  generators,  cameras  on  mobile 
units  for  nationwide  production:  permanent  start 
of  editing,  animation,  anistration,  music  and  cre- 
ative personnel.  Stereo  motion  picture  cameras, 
16mm  and  35mm,  for  3-dimensional  films. 


RAPHAEL  G.  WOLFF  STUDIOS,  INC. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOIION  PK;TI'RES:  Change  .  .  .  For  the  Better. 
3-D,  (General  Motors  Corporation);  Designed  to 
Go  Places  (International  Paper  Company);  Direct 
Line  to  Decision  (International  Business  Ma- 
chines); Electrical  Principals  of  Pressure  Switches 
(Meletron  Corporation):  Calavo  Carnival  (Calavo, 
Inc.);    .iutomation     (General    Electric    Company). 

California  State 

RIVIERA  PRODUCTIONS 

I7I3  Via  El  Prado.  Redondo  Beadi.  Clalifornia 

Phone:  FRontier  5-4592 

Date  of  Organization:   1950 

F.  W.  Zens.  Executive  Producer 

Lionel  Grover.  .-issociate  Prod.,  Dir.  Photo 

J.  \W  Barnes,  .issociate  Prod.,  Writer 

Joe  Tomchak.  .Associate  Prod.,  Writer 

Shattuc  Jones.  Jr..  Dir.  Photography 

Nancv  Knudson.  Scripts 

SF;R\'IC;ES;  16mm  motion  picture  prfjduttions  and 
sound  recording.  FACILITIES;  Executive  office; 
studios;  cutting  rooms;  jjrojection:  sound  record- 
ing. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOIION  PlCILiRES:  Torrance.  City  of  Indus- 
Inul  Opportunity  (Torrance.  Calif.);  Tlie  \uns 
Who  Hurried  (Catechetical  Guild  Educational 
Society):  Ston'  of  Robbins  .-ill  Purpose  Vinyl  Tile 
(Rol)bins  Floor  Products.  Inc.):  'The  .idor  Story 
(Ador  Sliding  Doors):  Residential  Radiant  Heat- 
ing (Radiant  Heat  Co.).  TV  CO.MMERCIALS: 
for  Womack  Co.  (Unmask).  Paul  ^'ates  (Rev 
Twistufje).  KHJ-TV  (ID  Spots),  Noolcam  Co. 
(Old  Prospector).  Wizard  Electromatic  Door 
Openers  (The  Wizard). 

SOUND-ON-FILM   PRODUCTIONS,    INC. 

2648    18th  Street.   Sacramento.   C^alifornia 

Phone:   Gilbert  2-4347 

Date  of  Organization:    1949 

Ralph  James.  President  and  Producer 

Tom  Kiernan.  Secretary  and  Treasurer 

Seth  Larsen.  Editor 

Fed  Baggelmann.  Script   Writer  and  Historian 

SERVICES:  Wild  life  films,  documentary  and  in- 
dustrial films.  tele\'ision  commercials,  wild  life 
stock  shots.  Editing,  film  coating  and  industrial 
stills.  F.ACILITIES:  16mm  silent  and  sound 
camera  equipment.  Complete  editing  facilities, 
sound  stage. 

RECENT  PRODUCTIONS  AND  SPONSORS 
-MOTION  PICTURES:  California  Ringnecks.  Co- 
operative Hunting  (Dept.  of  Fish  &  Game,  State  of 
California);  California  Gold  Rush,  1S-1S-1S-I9 
(Golden  Chain  Council  of  Mother  Lode):  Perfect 
Circle  (.MabCo  Tire  Conditioner):  Sacramento 
Rodeo  K:  Parade   (Burgermeister  Beer). 

(LISTINGS    CONTINUE   ON    PAGE    118) 


Listing   Reference  Data   Protects 
Sponsors  and   Established   Producers 

■if  Producers  listed  in  these  pages  have  shown 
lonfidence  in  their  records  of  achievement 
and  provide  much  useful  data  concerning 
their  facilities,  experience,  personnel  and 
recent  films.  If  you  receive  bids  from  unlisted 
firms  ask  why  they  are  not  listed  and  insist 
on  similar  data  and  validation  of  films  sub- 
mitted prior  to  anv  decision. 
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PACIFIC     NORTHWEST 


Oregon 
PHOTO-ART   COMMERCIAL   STUDIOS 

•IL'O  --.W-   \\.l^hnluC'■^   Si,.   I'.irll.iinl    II.  On '.;on 

Phone:  KR  ..III 

Date  of  ()r«;.ini/.iii<ni:    I!I2.') 

Claude  F.  Palmer.  Oiriifr  and  Gen.  Manager 

Stivers  W.  \'ernoii.  Assistant  Manager 

SER\'IC;F.S:  (;eneral  commercial  pholoorajjliy. 
Ifuiim  motion  pictme  and  TV  commercials.  F.V 
C:ILI  riFS:  .Xmple  camera  editing,  lightinf;  ec|ui|i- 
ment.  just  completing  downtown  motion  pitiure 
studio  to  house  somid  recording,  animation  .md 
other  facililics.  .Mso  have  large  oullving  siuilio. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOIIO.N  I'lCM'Rt.S:  Operation  Attic  (Western 
Pine  .\ssociation):  The  i'nited  Fund  Story  (United 
I-'iMul).  Other  motion  pictures  now  in  production. 

Washington 

Kling  Film  Productions 

D.    D.    Fairbanks.     I  ernnnal    .Vdes    Bldg..    Seattle, 
(see  complete  listing  in  Chicago  area) 


New  World  Productions 

G.  Newton.  I.llll   ;tSth  Street.  N.t..  Seattle.  Wash, 
(see  complete  listing  in  Los  .Angeles  area) 

NORTHWEST   MOTION   PICTURES 

I7II1    Ihinulh    \\eniK'  WcM.  Seattle  !l'.l.  Wash. 

Phone:  G.Vrfield  63'Jl 

Date  of  Organization:    HI27 

Ray  Paulsen,  President 

Edna  C.  Paulsen,  Vice  President 

SERVICES:  Industrial,  agricultural,  training  and 
public  relations  films,  .\nimated  and  instructional 
films  and  slides.  Newsreel  releases.  F.\CILn  lES: 
liell  S;  Howell  Cameras.  S.'imm  and  16nmi.  Syn- 
chronous dual  35mm  recording,  dubbing  and 
music,  sets.  lab.  processing  and  printiTv^. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MOIION  PK;rURES:  Immediate  Endodontic. 
Functions  of  the  I'estihular  .ijifyaratus  (University 
of  Washington):  Tlie  l.ynden  Way  and  Two-Way 
Street  (part  3)  (Washington  CoOp  Farmers  Associ- 
ation): Power  for  Progress  (Pacific  Power  &  Light). 


RARIG  MOTION   PICTURE  CO. 

.5514  LTni\ersiiv  W'ay.  Seattle  5.  AVashington 
Phone:  Kenwood  0707 
Date  ol  Organization:  1*127 

Max  H.  Rarig.  President  and  (General  .Manager 
James  H.   I.;iwless.  .Manager.  Production  Dept. 
Ralph  I'mbarger.  Director  of  Photography 
Grace  1  urner.  .Irt  Director 
Joe  F.  Nelson,  F.ditor-in-Chiej 

SERVICES:  Public  relations,  sales  promotion  :ind 
training  films.  'V\'  programs  and  connner(i;ils. 
Finishing  department  services  include:  editing, 
narration,  writing,  recording,  art  and  :inimati(jn. 
music  underscoring.  F.\(;iLrnES:  llnnni  photo- 
graphic and  editing  ecpiipment.  portable  lighting 
ecpiipment.  Western  Electric  magnetic  recording. 
pl)otogra];)hic  :nid  sound  studios,  animation  ecpiip- 
ment.  permanent  staff  for  creative  writing,  diretl- 
ing.  photogra])hy  and  :inini:ilion. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOl  ION  PIC  1  L'RES:  (.«//  Youi  .Igent  md  Signs 
of  Progress  (General  Insurance):  Place  of  Promise 
(Shell  Oil  Co.);  Promise  of  Ifie  Trees  (Weyer- 
haeuser Timber  Co.):  Grocery  Handling  (The 
Hyster  Company). 


CANADA 


ASHLEY   &   CRIPPEN,   LTD. 

l'i(>  lUuor  Siitci  West.    IciioiUii.  Ont.iriij 

I'h.me:   W:dnul    27001 

Diite  of  Organization:    1916 

D.ni  Ciibson.  President 

(..   |.  Campbell,  Gen.  Mgr. 

|iiel  .\ldred,  .Sales  Manager 

SERX'ICES:  Ifimm  and  35nnu  films:  inllu^tri:ll. 
iraiel  and  sports:   TV  commercials. 

RECENT       PRODUCTIONS       AND      SPONSORS 

MOllOX  I'ICirRtS:  .S7(V  Skiing  and  Slii 
Champions  (sur  les  grandes  decentes).  Both  films 
are  non-sponsored.  Prints  are  available  in  l(Smm 
either  in  B&W'  or  color.  (Onlv  1954  production 
leterences  submitted.) 


ASSOCIATED   SCREEN   NEWS   LTD. 

211(111  Nortlulille  .\venue.  .Montreal  28.  Quebec 

Phone:  DExter  118(3 

Branches:  V;incou\er.  Toronto 

D.Lte  of  Organization:   1921 

Muriiis   Briskin.  .4sst.  to  President 

W.   J.  Singleton.  General  Manager 

[.   J.  Chisholm.  Stiles  .Manager 

|.  R.  Prazak.  Comptroller 

Gordon  Sparling.  Dir.  of  Production 

Robert    J.  Martin.  Director  of  Photography 

Rav  Cunnington,  Scenario  k  Research  Dept. 

Eleanorc  Dunne,  Art  Director 

.\rnold  E.  Hague.  Xewsreel  Dept. 

SERVfCES:  16mm  and  35mm  industrial.  s;iles  ;ind 
educational  motion  pictures:  films  for  television 
and  slidefilms.  F.\C1L1T1ES:  Sound  recording, 
titles,  animations:  \ii<s\-  and  color  hiboratory.  Kimm 
;ind  35nrm. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.MO  IT  ON   PIC:iT'RtS;   Paper  .Making  School 

(Quebec  Government):  It's  .4sbestos  (.Asbestos 
Corporation):  Trend  Homes  (James  Lovick  Com- 
p.iin):  Bersiniis  Development  (Hydro-Province  of 
(.)iiebec);    Cable  Laying  .icross   the   St.   Lawrence 

(Pro\ince  of  Quebec  Hydro);  The  Maritimes.  and 
Diesel  Trains  (Canadian  Pacific  Railway):  Shell 
Refinery  J'ancouver  (Shell  Oil  Company);  Sea- 
gram's .-irt  Exhibit  (Vickers  ;tnd  Benson  .Adver- 
tising): .innacis  Island  (James  Lovick  Company): 
Family  Day  (Canadair);  .-i  Growing  Land  (Ca- 
nadian National  Railwav):  J'alleyfteld  Bridge  (Du- 
fresne     Engineering);     Perihoiika     Power    Houses 

(.\hniiinum    Oimpans    of    Canada);    Gold    Coast 

llhletes  III  the  British  Empire  Gatnes  (Dept.  of 
Information  Ser\iie  Gold  Co;isl):    Wa\  of  Return 

(Ontario  Department  ol  Health):  The  Sportsmen 
Shoie  (Canadian  National  Sportsmen  Show):  Shell 
Pliint  and  The  Dosco  Story  (Dominion  Steel  K; 
Coal):  Palatka  Tire  Tests  (Firestone  Tire  it  Rub- 
i)er  Company);  Mount  Sinai  Hospital  (Wacker 
Productions):  Sons  le  Masque  (Inside  Story)  (Pro\- 
ince  of  Quebec  Government):  Canadian  Petrofina 
Refinery  (Canadian  Petrofina)  35mm  Eastman 
(ailoiu".  Tourist  Centre  .Montreal  (Citv  of  Montre- 
al) 35mm  Eastman  Colour.  SLIDEFILMS:  The 
l<>5!^  .Meteor.  Features  of  the  1955  Ford.  The 
l'>55  .Mercury  and  The  Ford  in  1955  (Ford  Motor 
Companv    of    C;inada):     liusiness-Education     Day 

(Montreal  Bo:ird  of  I  rade);  Red  Cross  .Innual 
.Meeting  (Canadian  Red  C^ross  Societv):  .Mi.\cel- 
luneous  Sen'ices  k  Ef/uipnient  (Bell  telephone 
(Company  of  Canada);  Business  Paper  Readership 
.Mid  Plant  .Idniinistration  (Mat le;in-Humer  Pub- 
li^hing  Comp;ins);  I'nder  the  Beauty  Plymouth 
Builds  Solid  Value  (Ross  Rov  Co.);  job  Perform- 
ance Rating  (Northern  Electric  Company  of    (lan- 


ada);  Derriere  I.a  Concession  Purina  (Ralston  I'u- 
rinii  Company);  \o.  26  Wide  Level  Disc  Hariou- 
(.Massey  Harris- Ferguson  Caimpany);  Ramco  Piston 
Rings   ( I'hompson  Products  Ltd.).  and  others. 

S.   W.   CALDWELL,    LTD. 

I!"    |ar\is  Street,    loiuuto.  Oni.oicj 
Phone;  WA  2-2103 

Branch  Offices:  171  .\I(Dermott  Street.  Winni- 
peg. Manitoba,  Canada.  Phone:  929498.  Mr. 
f.es  Garside:  311  Alaska  Pine  Bldg.,  1111 
Georgia  Street  West.  Vancouver.  British  Co- 
lumbia. Canada.  Phone:  MA  8733.  Miss  Flor- 
>Tice  .\sson. 

Date  of  Incorpor;uion:   February.   1949 
Spence  Caldwell.  President 
Ciordon  F.  Keeble.   Vice-President  Production 
Stewart  H.  Cioxford.  Comptroller 
John  N.  Healon,  Creative  Director 
Robert  M.  Rose.  Film  Production  Sufiervisor 
Fritz  Speiss.  Chief  Caniernnian, 

Dir.  of  Photography 
W.  T.  C.  Doweling.  Sound  Engineer 
Robert  Hackborn.  .irt  Director 
G.  B.  Quinney.  Et/uipment  Sales  Division    ■ 
R.  H.  Sheppard,  Film  Sales  Division 
J.  M.  Sa\age,  Live  TV  Commercial 

Co-Ordinalion 

SERVfCES;  16mm  ;ind  35nun  Iele\ision  com- 
mercials, slide  films,  film  strips,  documentarv  films. 
Live  TV  commercial  production  and  coordination, 
syndicated  TV  film  prrjgrams.  T\'  and  film  equip- 
ment sales.  TelePrompTer  ol  Canada  sales  and 
Services,  sponsor  film  services.  F.VCILITIES;  .-Xni- 
mation.  16mm.  black  and  w4iite.  printing  and 
processing  lab.  sync-sound  recording,  titles.  Cine 
Recording. 

RECENT      PRODUCTIONS       AND       SPONSORS 

MOl  ION  1'K:1  L'RES;  Dontniion  Diama  Festix'al 
(Canadian  Broadcasting  Corp.).  SLIDEFILMS; 
The  .\ew  Look  in  TV  (Canadian  Westinghouse). 
TV  COMMERCI.VLS:  Series  of  TV  commercials 
for  Robin  Hood  Flour  Mills;  series  for  Swift 
Canadian  Co.:  series  lor  .Mother  Parker's  Tea  :uid 
Collee. 


CRAWLEY   FILMS,   LTD. 

19  Fairmont  .\\enuc.  Oitaw;i.  Ontario 
Phone;  8-1285 

Branch    Offices:    21    DuncLis    .Sc(uare,     I  oronto. 
Phone     EMpire    4-5283.     1467     Mansfield    St., 
.Montreal.  Phone:  .Wenue  8-2264. 
Date  of  Organization:    1939 
F.  R.  Crawdey,  C..\.,  President 
Graeme  Eraser,  Vice-President 
Stewart  Reburn,  .Mgr.   Toronto  Office 
.\lasdair  Fr;iser.  Mgr.  Montreal  Office 
(.)uentin  Brown.  Mgr.  TV  Dixnsion 
Donald  Charter.  Production  Mgr. 
George    Gorman.    Peter   Cock,    Stanley    Moore, 
Sally    MacDonald.    Ted    DeWit,    Robert    John- 
son,  Senior  Producers 
Rod  Sparks,  Chief  Engineer 
Tom  GIvnn,   Camera  Defmrtment  Head 
\\.\u  Herbert,  Lighting  Chief 
1  on\   Betts,  Recording  Dept. 
kcTuieth  G;iy,  .-hiimation 
Muinoe  Scott.  Script  Depaitment 
W'llli.nn  McC;udev.  Dir.  of  Music 
.Vrilun-  Hindri(lis.  Laboratory 
lr\in,g  Dooh.  Photo  Divisioti 
.\lex  .Murray.  Office  .Manager 
M;ir;dena  Genser.  Purchasing  .-igeni 
E;nl  \'ailev.  Equiftment  .Sales  Mgr. 

(LISTINGS    CONTINUE    ON    PAGE    120) 
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BUSINESS     SCREEN     MAGAZINE 


PANORAM  DOLLY  gives  comera  complete 
mobility;  smooth  panning,  dolly  shots,  run- 
ning shots,  special  effects.  Two  man  crew. 


FRICTION  HEAD  by  Houston- 
Fearless  is  popular  with  motion 
picture  studios  throughout  the 
world.  Offers  smooth,  easy 
panning  and  tildng  with  com- 
plete control  of  camera  ot 
all    times. 


CINEMOBILE  offers  extreme  maneuverobility. 
Camera  boom  raises  hydroulicolly.  Ideal  for 
smooth  dollying,  panning,  etc.  Two  man  crew. 


WHICH  TYPE  OF  CAMERA 
MOUNT  SHOULD  YOU  BUY? 


% 

>                              • 

-  « 

'* 

Proper  mounting  of  television  and 
motion  picture  cameras  is  essential  for 
efficient  operation,  smootfi  production 
and  good  sfiow  mansfiip.  Ctioice  of 
mobile  equipment  should  be  determined 
by  the  size  of  your  studio,  types  of 
shows,  size  of  camera  crew,  camera 
equipment  used,  budget  and  many 
other  factors. 

Each  piece  of  Houston-Fearless 
equipment  show  n  here  has  been  designed 


for  a  specific  purpose.  Each  is  the  finest 
of  its  type,  the  standard  of  the  industry. 
A  Houston-Fearless  representative 
will  be  happy  to  analyze  your  require- 
ments and  recommend  the  equipment 
that  will  serve  you  best.  Write  or  phone: 
The  Houston-Fearless  Corp.,  11811 
West  Olympic  Boulevard,  Los  Angeles 
64,  California.  BRadshaw  2-4331.  620 
Fifth  Avenue,  New  York  20,  N.  Y. 
Circle  7-2976. 


HOUSTON-FEARLESS  TC-1  CRANE  raises 
camera  to  extremely  high  and  low  positions. 
Permits  "fluid  motion"  shots.  Foot-operoled 
panning. 


HOUSTON-FEARLESS  Ail-Metal  Tripod  on  MODEL  BT-I  CRANE  has  power  drive,  hydrou-  TV  PEDESTAL  MODEL  PD-1  by  Houston- 
Tripod  Dolly  gives  mobility  to  cameros  at  lie  lift.  Provides  lens  height  from  2'  to  10'.  Fearless  is  operated  by  cameraman.  Rolls 
low  cost.  Completely  portable.  Ideal  for  Developed  for  Motion  Picture  Research  smoothly,  raises,  lowers,  turns  on  own  radius, 
remotes.  Council. 


ANNUAL      PRODUCTION      REVIEW 
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CANADIAN  PRODUCERS:  continued 


CRAWLEY       FILMS 


LIMITED 


SF.R\  1C:E.S:  Motion  pictures  aiul  slidefilms  [or 
Oaiiadirin  and  L'nitid  States  iiulustry.  Ciovern- 
nient.  education  and  television:  recording  edit- 
ing;, animation,  and  printing  for  smaller  pro- 
diiiers.  independent  cameramen,  ten  provincial 
governments  and  other  organi/ations  from  coast 
to  coast.  In  1954  produced  I'.l  motion  pictures  plus 
I'lO  smaller  assignments:  'V\'  conmiertials.  slide- 
films,  recording,  editing,  etc.  F.^CILIIIE.S:  New 
;i(1.0(Ki  St],  ft.  studio  building,  sound  stage  asul  t\v(» 
recording  studios,  cameras— .Maurers.  Cane-Special. 
Bell  X;  Howell.  .Vrriflcx  and  E\emo:  blimps,  dollies. 
S'Jll.dOO  watts  of  lighting  equipment  with  mobile 
generator  and  transformer  station:  Maurer  llimm 
recording  ecpiipment  and  six  mixing  channels.  :i 
Rangertone  svuchronous  magnetic  tape-  record- 
ers. Iliinni  Magnetic  recorder.  Magnecorders  with 
sync  heads.  16mm  and  3')inm  dubbers.  turntables, 
disc  recorders;  Himni  printers  and  processing 
eijuipment:  animation  department  with  Saltiman 
stand:  engineering  development  facilities:  stills  de- 
partment: extensive  casting  file:  music  library: 
script  department  with  research  library.  Electronic 
service  department.  Etpiipment  sales  division. 
Permanent  staff  of  ','3. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOf  ION  PfCriURES:  Mnii  Made  Rain  (,\lu 
minum  Ltd.):  Rivfi  Creales  an  Industry  (.\lu- 
mininn  Ltd.  for  Gold  C:oast  Govt.);  Cotton  Made 
in  Canada  (Dominion  lextile  Go.);  Five  Faces  of 
(hiebec  (Molson's  Brewery):  Alpine  Bread  (Mc- 
(;avin  Bakerv):  Money  in  Your  Pocket  (Bank  of 
Ganada);  Teamwork  in  Action  (Ontario  Work- 
men's Compensation  Board):  The  Cold  Cuj> 
Comes  Home,  A  Feel  for  the  dame  (Seagram's); 
Investing  Is  For  Me  (James  Richardson  &  Sons); 
Destination  U.  A'..  Super  Constellation  (Trans- 
Ganada  -\ir  Lines);  Pipeline  Qiiest-Est  (Imperial 
Oil);  La  Cellophane  (Canadian  Industries  Ltd.): 
Look  to  the  Centre  (Manitoba  Govt.);  Operation 
it  Care  of  the  RCA  401)  (International  Film 
Bureau):  The  Powerful  Horseshoe  (Ontario 
Hydro-Electric  Power  Gomm.):  Bra.H7— French  & 
Portuguese.  Paraiba  Pr»;VT/  — Portuguese  (Brazilian 
Traction  Light  &  Power):  fw/ywir— German  (Poly- 
mer Gorp.):  The  Missing  Link  (Tower  Gonipany): 
A  Century  of  Set-vice  (Independent  Order  ol  Odd 
fellows):  Two  Little  Raccoons  (Encyclopaedia 
Britannica  Films):  The  Musical  Ride  (R.G.M.P.): 
Le  Petite  Monde  Ue  Six  A  Xeuf  Ans  (Dept. 
National  Health  S:  Welfare). 


OMEGA   PRODUCTIONS,    INC. 

I'JbU  Dorchester  Street  West.  -Moiitre:d.  Quebec 

Phone:  GLenview  3526 

Date  of  Organization:   1951 

T.  S.  Morrisey.  President 

Pierre  Harwood.  Secretary-Treasurer 

Henrv  .\.   Mich;iud.  Production  Manager 

John  R.  Racine,  Art  and  Animation  Dir. 

|ohn  Burinan.  Chief  Engineer 

SER\1GES;  Educational,  industrial,  sales  promo- 
tion, theatrical,  and  television  motion  pictures. 
F AGILITIES;  16mm  and  35niin  cameras,  tape  and 
film  recording  ctjuipment.  pr^>jection  and  editing 
f;t(ilities.  sound  shooting  stage.  aniin:ition  depiirt- 
ment. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOilOX  PK.l  IRl-.S:  i:e<ole  Des  TeMilc.  and 
A  Garden  in  lUiebec  (Province  of  Quebec):  Har- 
ness Racing  (Dow  Brewery):  IS  epivjdes  Science 
En  Pantoufles  and  13  episodes  Pepinot  for  ((Ca- 
nadian  Broadcasting  Gorp.). 


PARRY    FILMS,    LTD. 

IHI  West  Bro.idw.u.  \.iiiiou\er  Id.  B.  G. 
Phone;  EX  ^121; 

Llewelvn  M.  Parry.  Managing  Producer 
Lieut.-Gol.  G.D..VL  Kitchin.  M.B.E., 

Associate-Producer 
W'allie  Peters.  Production  Manager 
G.  \'.   |ov.  F^xeculii<e  Secretary 
Spencf  Grillv.  Director 
Ucn   PuUinger.  Director 

].   -McCiallum.   I).   Brearle^.   Cineinatogiaphy 
.\I.  Roo/eboom.  Art  and  Animation 
S.   Martin.  Ediloiial  Dept. 
I).  I'oinel(i\.  Sound  Services 

SER\1GES:  .Motion  pictures  for  public  relations, 
sales,  education,  and  special  services  in  produc- 
tion of  engineering  and  technical  records,  both 
in  still  and  motion  studies.  Television.  Open-end 
entertainment  programs  and  spot  commercials. 
F.\CJLTTIES:  Film  studio  and  recording  stage. 
Camera  and  lighting  for  SSnuii  and  16mm  color. 
Full  sound  recording  for  studio  and  location 
work.  B&W  i)rocessing.  Cutting  rooms,  staff  writers, 
scenic  department,  costume  facilities:  model  con- 
struction. anim:ition  and  optical  effects:  art  and 
title  prodiK  ticni. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOTfON  PfClURES:  Uahleach  and  British 
Empire  (tames  (B.  G.  Electric  Co.);  Breakthrough 
(Canadian  IngersoU  Rand);  The  Kitimat  Story 
(-\luminum  Company  of  Ganada);  The  Plywood 
Stoi\  (Plvwood  Manufacturers  .Assoc,  of  B.  C.); 
Columbia  Adventure  and  Bubbling  Waters  (Na- 
tional Film  Board).  TV  shorts  for  Charm  (West- 
minster Paper):  4X  Bread.  Squirrel-Brand  Peanut 
Butter.  Sun-Ripe  Orange  Juice,  \abob  (Kelly 
Douglas  and  Co.  Ltd.):  Clayburn  Bricks  (Evans 
Coleman  Evans):  Brodv  Cake  Mix.  Little  Dipper 
Cake  .Mix. 

PETERSON   PRODUCTIONS 

337-9  King  Sireei  West,    loriinici   I,  Ontario 

Phone:   EMpire  8-7065 

Date  of  Organization;   19-17 

S.  Dean  Peterson.  President 

L.  L.  Cromien.  Director  of  Pioduction 

Beth  Fox.  .S>()  Department  Head 

Sydnev  Brown.  Script  Dept.  Mgr. 

SER\'IGES;  Commercial,  industrial  and  television 
films.  T\'  commercials.  F.XCILTTIES:  Complete 
sound-]>ro()f  stage,  editing  rooms,  make-up  room, 
dressing  rooms,  complete  recording  facilities, 
screening  room.  f6  &  35mm  equipment. 

RECENT  PRODUCTIONS  AND  SPONSORS 
.NfOTION    PICHRES:    .Mutually    Yours     (Drug 

Trading  Co..  Ltd.):  Tv  .Make  Time  Live,  in 
proikution,  lor  (Royal  Canadian  .\ir  Force):  2 
reel  subjet  t  in  production  for  (Trans.  Ganada 
Gas  Pipe  Lines.  Ltd.):  2  reel  subject  in  prodiic 
tion  for  (Cioodvear  Tire  and  Rubber  Co..  Ltd.). 
TV  C:OM.\fERCl.\LS;    for   Ford   Nfotor  Co..    Ltd. 

(Toast  of  the  Town)  and  (Ford  Theatre),  series 
of  commercials  lor  Drug  Trading  Co.,  Ltd. 

RAPID   GRIP   &    BATTEN,   LTD. 

Ililll    1  lu    (jiKcMsu.iv.    1 mo    14.  Ontinio 

Phone;  GI.  I  5291 

Headtpiarters  Oliice;    31)1)    Bay   St..   Toronto 

R.  .A.   Batten.  President 

J.  H.  Batten.  lice-President  ami 

Mimaging  Director 
1).  K.  keedwell.  Secretary-Treasurer 
Branch  Offucs:    181    Richm.>nd  Street  W.,  To- 
ronto, K.  E.   Hopkins.   Mgr..   N.   H.  Clark.  Sis. 
.\Igr.:    384    Vitre    .Street    \\'..    Montreal.    B.    L. 
Batten.    Mgr..   G.    Brook.    Sis.    Mgr.;    370    B.mk 


RAPID     GRIP      &      BATTEN, 


LTD 


Street,     Ottawa,     W.     H.     Batten,     Mgr.;     290 

\';iughan  Street.  Winnipeg,  J,  G,  Newton.  Mgr. 

(.er;dd    ].  Keeley.  (ieneral  ^Manager 

Fr;ink  F.  O'Bvrne.  Sales  .Manager 

Reginald  .\.  Batten.    |r..  Produi tion  Suf)en>i.\or 

(ihristian  Slagter.  Chief  Cameraman 

Eric   Cla\ering.  Chief  Editor 

[oseph  C.rimaldi.  Sound 

l);i\icl  Smith.  Director 

Ger:dd  Richardsmi.  Producer 

SER\'K;ES;  Complete  35mm  and  liinim  silent  or 
syiufi  sound  prodiutir)ns  in  tjlatk  and  wliite  or 
color  and  complete  16mm  laf>oratory  facilities,  art 
department  iind  continents'  most  up  to  date  and 
di\ersihecl  animation  stand.  EWGILTTIES;  35 
and  16mm  cameras  and  sound  equipment.  16mm 
laf)or;itorv.  OxBerrv  animation  stand—  16  and 
3">Mirn. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOTION  PICTURES;  Panboo  (Imperial  Oil 
Ltd.);  Grey  Cup  Cavalcade  (Can.  Pittsburgh  In- 
dustries). SLIDEFILM;  Inglis  Sales  Program 
(John  Inglis  Ltd.).  TV  C:b.M.MERCI.ALS:  for 
Proctor  it  Gamble.  International  Silver  and  ap- 
proximately 100  TV  Commercials  for  various 
sponv>rs. 

Ross  Roy,  Inc. 

Harold  J.  G.  Jackson.  V.  P.,  Canada  Trust  BIdg., 
London    It    Victoria    Sts..    Windsor.    Ontario. 
(see  coinplete  listing  in  Detroit  area) 

SPONSOR   FILM   SERVICES   CO.,   INC. 

22'>    Mutu.d    Street,     loTorltr*.    Ont.nio 

Phone:   E.M  4-6457 

Date  of   Incorporation;    .\ugust.    1954 

Spence  Caldwell.  President 

Robert  L.  Lee.  I'ice-Pre.sulriit  and 

General  Manager 
Stewart  H.  Coxford.  Comptroller 
Alan  Mills.  Film  .-Issembly 
Patricia  Bishop.  .-Igency  Liaison 
Frances  Baclien.  Film  Librarian 

SER\'IGES;  Commercial  insertir)n.  hini  cle.ining. 
film  inspection,  editing,  scftedule  maintenance,  for 
television,  industrial  and  educational  films,  Y.\- 
CfLITIES;  Electric  fiot  splicers,  shipping  ;ind 
librarv.  complete  projection  inspection  lor  I6min 
film. 

RECENT  PRODUCTIONS  AND  SPONSORS 
CO.MPLETE  FIL.M  SERVICE;  lor  Swift  Canadi- 
an C!o.  (Disneyland).  Robin  Hood  Flour  .Mills 
(Liberace),  Canada  Bakeries.  Canada  Nut.  Milko 
(Range  Rider).  Loblaws  (Guy  Lombardo  Show). 
T\'  Time  Pop  CCorn  (Annie  Oaklev).  Kelloggs 
(Wild   Bill   Hickock). 


VEGA   FILMS 

770  St.  .\ntoine  Street.  Montreal.  Quebec 

Phone;  UNiversity  6-3295 

Date  of  Orgam'/aiion:    1946 

.Man  .Moorhouse.  President 

Reginald  \'.  Gillman.  Vice-Piesident 

K.  E.  Samuelson.  Scripts 

SERX'ICES;  Production  of  16nmi  motion  jjictures 
;ind  35nnn  slidefilms.  FACILITIES;  8.000  st).  It. 
ol  studio  and  darkroom  space;  40.000  watts  light- 
ing:   photography,    set    f)uilding.    cutting;    sound 

re(r)rdirig   ;i(quired   on    (ontr:ict;    dt-.ttive   st;dl. 

RECENT       PRODUCTIONS      AND      SPONSORS 

MOTION  PlCiU'RES:  Paris  is  a  lYomans  Town 
(Gourtaulds-Canada-Limited):  \asal  Cilia  revision 
(C;lias.  E.  Frosst  Co.  Ltd.);  Song  of  England   (Own 

.Account).  SLIDEFIL.MS;  Laurential  .-Idvcnture 
(Rolland     Paper    Co.     Ltd.).    X'arious    T\'    com- 

mertials.   (Only  1954  references  submitted.) 
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Time-lapse  Film  Production 


F  O  R 

INDUSTRY 

EDUCATION 

AND 
TELEVISION 


Light,  temperature  and  humidity  ore  automatically  controlled  in  this  modern  greenhouse 
studio  which  houses  batteries  of  air-conditioned  cameras  to  record  miracles  of  plant 
growth   for   industrial,   educational   and   television   films. 


AS  SPECIALISTS  in  the  art  and  science  of  time-lapse 
film  production,  John  Ott  Pictures,  Inc.  provides  a  unique 
service  to  producers  and  sponsors  which  has  gained 
the  confidence  of  industrial,  educational  and  television 
film  users.  Completely  equipped  to  film  all  phases  of  agricultural,  industrial 
and  medical  assignments,  these  suburban  Chicago  studios  now  pro\ide  the  weekly 
television  film  program  "How  Does  Your  Garden  Grow.'"  and  other  national 
TV  shows  as  well  as  sequences  for  Walt  Disney's  acclaimed  Nature  Series. 

The  interest  and  enthusiasm  which  viewers  hold  for  these  films 
is  matched  by  the  unequalled  educational  value  of  film  productions 
we  have  created  for  such  companies  as  the  Santa  Fe  Railway,  Green  Giant, 
Campbell  Soup,  Quaker  Oats,  Eastman  Kodak,  Swift  and  Company,  and 
Abbott  Laboratories.  These  special  facilities  are  also  serving  producers 
throughout  the  country  in  pro\  iding  time-lapse  sequences  for 
both  industrial  and  television  films. 


John  Ott  Pictures 

INCORPORATED 
85  Hibbard  Road  •  Winnetka,  Illinois 

Phone:  Winnetka  6-51  26  (see  fisting  under  Metropolitan  Chicago  Area) 


A  weekly  television  program  "How  Does  Your  Garden  Grow?" 
features  John  Ott's  films  on  plant  growth,  gardening  and 
agriculture.  The  program  is  "live"  in  Chicago  and  released 
nationally  on  films,  in  both  black  and  white  and  color. 


Cameras  automatically  record  the  grov/ing  cycle  of  the 
pumpkin  flower  which  John  Ott  is  pollinating  in  this  scene. 
Below:  vita!  data  on  metal  structures  and  important  medical 
information  is  recorded  via  special  time-lapse  equipment. 


Case  Histories: 

OF     BUSINESS     PICTURES 


B  &  O  Shows  6V2   Million 
at   Half-Cent   Per   Viewer 


Sponsor:    Raltiniuir    \    Ohi 


Kail- 


Title:  MeeliiiK  I  lie  ChalU'itj-.r.  :W 
mill,  color,  produced  hy  lio^ir 
Vi'adi'  Proilnclicms.  liclcax-  Dal,-: 
July  20.  194.)!. 

■¥■  This  is  the  case  history  of  an  old 
film,  one  that  might  now  ln'  run 
sidered  to  have  completed  ils  mis- 
sion, iuit  is  still  Ikmme;  shouii  01  • 
casionally. 

It  began  on  April  16.  19  II!. 
when  the  Public  Kilalions  Director 
of  the  Baltimore  &  Ohio  Railroad 
decided  that  the  ciinipuny  slioulil 
have  a  film,  showing  the  B  &  O's 
colorful  past,  present  services  and 
contributions  to  the  economy  of  the 
nation,  to  open  at  the  Chicago  Rail- 
road  Fair  on  July  2(1.  that  year. 

Pl   Job   of   Production 

In  May.  a  producer.  Roger  Vi  adi' 
Productions,  was  selected,  and  set 
out  working  np  and  down  the  rail- 
road. \^  itboul  any  <lefinite  script. 
the  writer  on  the  job,  aided  by 
B&O  s  public  relations  representa- 
tive. Bill  Becker,  kept  one  step 
ahead  of  the  shooting  by  writinj 
the  scenario  and  roughing  up  llir 
narrative  the  night  before  lln- 
scenes    were    made. 

With  a  tough  deadline  to  niecl. 
and  the  usual  problems  of  weather 
to  beat,  three  more  camera  crews 
were  added  to  the  staff,  and  the 
final  deadline  was  met  with  a  film 
that  recorded  not  only  actual  scenes 
on  the  railroa<l  but  recreated  scenes 
from  B&O's  past,  complete  with 
(olorful  costumes  and  ancient  roll- 
ii;g   slock. 

Featured  at  Railroad  Fair 

.After  opening  at  the  Railroad 
Fair  in  July,  the  film  was  shown 
continually  during  1918-1919.  Fol- 
lowing the  Fair.  B&O  released  the 
picture  to  schools,  libraries,  clubs 
and  TV  stations  free  of  charge.  On 
occasion    a    railroad    representative 


"Showman    Shooter"    presents    exhibition    shooter    Herb    Parsons,    pictured 
above  as  cameraman   Bill   Storz  lines   up  a  target  shot. 

Herb   Parsons'    Shooting    Skill   Brought  to   Screen 


would  be  on  hand  to  lead  a  discus- 
sion or  answer  questions. 

What    the    film    accomplished: 

1.  The  picture  pointed  up  the 
fine  qualitv  of  the  railroad  s  cour- 
teous ser\ice  and  aided  in  Direct 
Su'es. 

2.  The  film  helped  liuild  good 
will  for  the  railroad-  did  a  job  for 
Public  Relations. 

.T.  B&O  employees  anil  llic-  llXf ) 
Glee  Club  were  used  in  the  ]ilclure 
— giving  them  a  new  understanding 
of  their  railroad  and  a  sense  ol 
pride  in  their  work — the  film  thus 
aided    Einploxee    lielativns. 

50  prints  of  the  film  were  released 
through  Moilcrn  Talking  Piclurc 
Service. 

Total   bookings:  8.199 
Total  showings:    11.227 
Total   attendance:    1.117.712 
Free  TV  distribution  I  eslinialed  I  : 

5.000.01 10 

BJiO   Distribution:    550.00(1 

Total   cost   to    Baltimore  &   Ohio 

for  a  half-hour  film   which   reached 

an  estimated  6.500.01111  pr,,ple:  .671 

cents  ]H'r  viewer.  55!' 
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Izaak    Walton    League 
to   Honor   Bovey   Picture 

♦  The  Izaak  Walton  League 
of  America  has  announced 
that  the  Minneapolis- VIoline 
Company  will  be  cited  at  its 
amnial  convention  on  April 
1  for  conservation  eflforts  in 
the  film  To  Conserve  Our  Her- 
itage produci-d  bv  Martin  Bn- 
vev    Films. 


Sponsor:  Arms  and  Ammunition 
Di\ision.  Olin  Malhie>nn  (Chem- 
ical Corp. 

Title:  Showuian  Shooter.  25  min. 
color,  jirofluced  bv  Sound  Mas- 
ters,   Inc. 

•i^  This  new  film  has  been  made 
lu  capture  a  typical  shooting  ex- 
hibition by  Herb  Parsons,  who  has 
been  banging  away  for  Vi  inchester 
and  Western  (arms  and  ammuni- 
tion) for  the  past  25  years.  Teamed 
up  with  his  son,  10  year  old  Lynn. 
Herb  Parsons  ( billed  as  "The- 
Worlds  Greatest  Fxhibition  Shoot- 
er'l  puts  on  a  show  for  gun  en- 
thusiasts in  W'illiamsporl.   Pa. 

In  addition  to  a  great  many  fancy 
trick  shots — some  shooting  directlv 
towards  the  camera  lens — Parsons 
comments  on  gun  technique,  safely 
and  correct  gun-handling  as  a  con- 
tribution to  the  solution  of  juvenile 
delinquency. 

Francis  Carter  Wood.  Jr..  super- 
vised the  production.  Slwicmuii 
Shooter  will  be  released  for  group 
showings  and  for  television  use.     ifi' 

Below:  Narrator  Ted  Husing  (right) 
Interviews  champion  shooter  Herb 
Parsons  in  the  well-filled  trophy  room 
of  his  home.    Story  above. 


Sloan   Foundation  Tells 
Cancer  Research  Progress 

Spon-or:  MIre.l  IS.  Sloan  Fuun.la- 
lion. 

'I'ille:  Horizons  oj  Hope.  25  min., 
ii>li>r.  inoduced  by  John  Suther- 
land  Productions. 

■¥  I  nlike  oilier  film-  on  the  subject 
of  cancer,  uliirh  lia\e  generally 
been  techniral  subject  for  profes- 
sional groups,  or  "warning"  films 
for  lay  audiences,  encouraging  early 
detection  of  the  disease.  Horizons 
oj  Hope  is  a  document  of  the  prog- 
res-  in  <  anrri  1  urr.  and  a  delin- 
eation of  the  possible  steps  scienc' 
may  take  in  the  future  to  eliminate 
cancer.  It  incorporates  a  vast 
amount  of  highly  complcv  and  tech- 
rural  information  into  a  creative 
])attirri  that  will  be  clear  to  lay 
audiences  and  vet  valuable  and  ac- 
ceptable to  researchers,  doctors  and 
other  teihnical  personnel  in  the  can- 
cer field. 

Follows  Year  of   Research 

Research  by  writers  John  Suther- 
land, Bill  Scott  and  True  Boardman. 
under  the  direction  of  Dr.  Cornelius 
Rhoads  and  his  staff  of  the  Sloan- 
Kettering  Institute,  began  almost  a 
vear  before  the  film  actually  went 
into  production.  It  was  decided  that 
the  story  could  best  be  told  in  a 
combination  of  live  action  and  an- 
imation techniques. 

Live  action  is  effective  in  illuslral- 
ir:g  the  actual  physical  complexity 
of  the  "machine  for  mankind"  that 
is  the  Sloan-Kettering  Institute, 
where  literally  millions  of  dollars 
in  highly  specialized  equipment  is 
being  skillfully  operated  by  hun- 
dreds of  men  and  women  who  have 
dedicated  their  lives  to  the  single 
purpose  of  fir.-t  controlling,  and  ulti- 
mately eradicating  cancer. 

Animation   Clarifies    Story 

.Animation  was  used  in  the  larger 
part  of  the  picture  to  simplify  and 
clarify  highly  technical  aspects  of 
the  whole  cancer  control  problem. 

In  .structure,  the  animation  por- 
tion of  the  picture  ultimately  devel- 
oped as  what  might  be  called  the 
autobiography  of  a  cancer  cell. 

While  it  is  true  that  on  a  limited 
scale  photographs  of  actual  cancer 
cells  have  been  made  by  the  electron 
microscope,  it  was  photographically 
impossible  at  the  present  stage  of 
technical  development  to  show  the 
actual  life  cycle  of  cells,  and  the 
action  by  ihimical  agents  upon  both 
normal  anil  cancer  cells  in  livi' 
action. 

On  the  niher  hand,  \i\id  demon- 
slialion  of  ihe  attack  upon  cancer 
cells  in  animation  was  possible: 
possible,  it  should  be  added,  but  bv 
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no  means  simple,  because  in  the 
animation  form  there  is  often  a 
predisposition  on  the  part  of  an 
iiiulience  to  humor,  and  of  course 
the  nature  of  the  subject  matter 
made  seriousness  of  approach  In 
this  case  vitally  important. 

Initially,  the  picture  demonstrates 
the  nature  of  a  normal  body  cell 
and  then  shows  the  (still  mysterious 


Ethyl  Film  a  Look  Ahead  in  Career  Guidance 


Study  of  antibodies  visualized  in  this 
scene  from   "Horizons  of  Hope." 

and  unexplained  1  genesis  of  the  ab- 
normal cancer  cell  within  the  same 
body. 

From  this  point  forward,  the  an- 
imation portion  of  the  picture  con- 
stantly refers  to  the  basic  premise 
of  Sloan-Kettering's  research  opera- 
tions, which  is  that  there  are  basic 
differences  between  normal  and 
cancer  cells,  and  that  by  continuing 
study  of  those  differences  and  con- 
structiye  application  of  facts  learned 
about  those  differences,  control 
and  or  cure  of  cancer  can  be 
achieyed. 

Despite  this  emphasis  on  contrast, 
the  villainous  protagonist  continue-^ 
to  be  the  cancer  cell,  and  the  film 
shows  how  he  is  affected  first  bv 
the  study  of  his  appetites  to  find 
out  what  food  he  requires  and  there- 
fore can  be  starved  by  absence  of: 
and  secondly  by  what  foods  he  can 
be  poisoned,  either  cheniically  or 
radioactively. 

Another  approach  is  the  ana!vsis 
of  the  effect  of  virus  upon  cancer 
cells  and  the  search  for  a  virus 
which  will  selectively  destroy  can- 
cer cells  while  not  harming  normal 
cells. 

Still  another  general  category  is 
the  study  of  antibodies  which  will 
seek  out  and  destroy  cancer  cells. 

W  bile  these  three  major  lines  of 
research  are  the  primary  activities 
at  Sloan-Kettering.  additional  im- 
portant work  is  being  done  in  hor- 
mones, and  extensive  study  is  being 
done  on  the  effect  of  the  hormone 
balance  to  cancer  incidence.  This 
too  was  incorporated  into  the  pic- 
ture. 

Ilor'.zons  oj  Hope  will  be  avail- 
able from  offices  of  Movies  L.S.A., 
729  .Seventh  .Ave..  Xew  York  Citv. 


T?  OR  THE  MAN  who  operates  a  serv- 
■*-  ice  station  one  of  the  most  im- 
portant factors  of  his  business  is 
the  quality  of  the  men  who  work 
for  him.  He  may  have  excellent 
products,  an  attractive,  efficient 
station,  but  if  his  service  is  not  up 
to  par  he  will  have  lost  out  on  the 
core  of  regular  customers  which 
can    make   or   break   a  station. 

Many  more  customers  are  served 
in  a  typical  station  by  the  attend- 
ants than  by  the  operator,  himself. 
This  makes  it  vitally  important  for 
the  service  station  owner  to  select 
the  men  who  work  for  him  with 
nnich  more  care  and  knowledge 
than  in  ordering  his  stock.  \et. 
this  factor  in  the  petroleum  busi- 
nesis.  while  not  overlooked,  has 
never  been  emphasized  as  much  it 
might  have  been.  Xow,  however, 
till'  oil  industry  is  undertaking  a 
laige  scale  program  designed  to  up- 
grade the  calibre  of  the  men  who 
go  to  work  in  a  service  station. 

Taking  a  most  active  part  in  this 
campaign  is  the  Ethyl  Corporation, 
as  a  part  of  its  long-range  plan  of 
service  to  the  oil  industry.  Many 
kinds  of  materials  are  now  in  prepa- 
ration for  use  by  the  iridustrv  in 
coming  months,  and  to  start  the  ball 
rolling.  Ethyl  is  providing  its  pe- 
troleum company  customers  with  a 
30-minute.  color  motion  picture. 
I'irk  }  our  Tomvrrcw.  produced  bv 
Henry  .Strauss  &  Co..  which  is  a 
career  guidance  film  designed  to  be 
shown  to  young  men  in  high  schools, 
colleges,  etc. 

Pick  )oitr  Tomorrtw  tells  the 
story  of  a  young  man  facing  the 
same  employment  problem  as  mil- 
lions of  young  men  all  over  the 
country.  He  wasnt  just  looking  for 
a  job.  but  a  career.  But  there  was 
nothing  hit-or-miss  about  this  young 
mans  approach.  He  made  a  check- 
list,   putting    down    the    things    he 


wanted  to  find  in  any  career  he 
chose  .  .  .  and.  to  balance  his 
"wants",  he  listed  the  things  he  had 
to  offer.  These  were  his  yardsticks 
for  measuring  the  various  jobs  that 
were  open. 

The  film  follows  him  as  he  make- 
his  job-hunting  rounds,  watches  him 
investigating  the  bank's  opporluni- 
ties — retail  stores — the  local  factory, 
and  finally  interviewing  the  success- 
ful operator  of  his  neighborhtiod 
service  station. 

He  makes  his  decision  in  the 
light  of  what  was  best  for  hint.  Hi> 
friends  feel  they  might  have  chosen 
differently,  but  as  the  young  man 
says:  "For  me.  it  was  the  greatest 
.  .  .  satisfied  practically  everythin-.' 
\  wanted  from  a  job." 

What  the  young  man  found  in  hi 
job-hunting  rounds  might  come  a- 
something  of  a  surprise:  service  sta- 
tion work,  according  to  well  docu- 
mented surveys,  rates  quite  hig!i  in 
many  of  the  yardsticks  of  a  good 
job — independence,  variety  of  work. 
income  and  security. 

In  independence,  the  service  sta- 
tion offers  a  young  man  the  future 
goal — and  not  at  all  unoblainable- 
of  a  dealership  of  his  own — with 
tangible  help  from  the  oil  compa- 
nies. The  work  is  interesting  and 
varied — working  with  people,  as  well 
as  machines.  Income  is  as  good, 
or  better,  than  in  comparable  jobs 
in  most  communities.  And  the  jobs 
in  service  stations,  in  general,  are 
secure — without  seasoi\al  layoffs  and 
periodic  shut-downs. 

.\s  with  other  films  and  services 
of  the  Ethyl  Corp..  the  Pick  Your 
Tomorrow  jirogram  will  be  made 
available  to  service  station  operators, 
and  to  local  audiences  of  young  men 
considering  new  career.*,  through 
the  petroleum  companies  which 
Ethyl  Corp.  serves.  ^' 


Teenagers  talk   ^^bout  careers  in    Ethyl's  "Pick  Your  Tomorrow, 


Research  scene  at  Marshall  Lab  in 
du  Font's  "Chemistry  Works  for 
You.  "    See  article  below. 

duPont  Trains  Salesmen; 
Shows  Chemistry  at  Work 

Sponsor:  E.  I.  ilu  I'unI  de  Nemours 
&  Co. 

Title:  II  hy  Buy':-  ssf.  15  min.. 
color:  and  Chemi.ilry  If  orks  for 
You  Right  Down  to  the  Finish, 
20  min..  color,  produced  by  Trans- 
film.  Inc. 

-^  One  of  these  two  films  is  part  of 
du  Ponts  jobber  sales  training  pro- 
gram designed  to  promote  effective 
methods  of  selling  the  company's 
automobile  paint  refinishing  ma- 
terials. Why  Buy?,  a  sound  slide- 
film,  describes  a  jobber's  sales  call 
on  an  enamel  refinisher  and  mar- 
shals a  lot  of  good  dope  on  how 
to  sell  high  quality  Dulux  enamel 
against  cheaper  products. 

The  motion  picture  —  Chemislry 
If  orks  for  You  ...  —  is  a  trip 
through  du  Font's  Marshall  Labora- 
tory in  Philadelphia  where  re- 
searchers are  constantly  developing 
new  paint  products  and  keeping 
today's  products  at  peak  perform- 
ance. The  emphasis  is  primarily  on 
Duco — du  Pont's  lacquer — and  its 
proper  undercoats  and  ihimiers. 
This  film  will  be  shown  directly  to 
refinishers  as  a  sales  promotion  de- 
vice. 9' 


Conserving  Midwest  Elms 
Shown  in  Standard  Films 

"K  Sanitary  measures  and  spray 
methods  to  combat  two  diseases  that 
are  killing  midwestern  elm  trees 
are  shown  in  two  new  films  spon- 
sored bv  Standard  Oil  Company 
ilnd.l.  Both  films  are  in  color  with 
>ound. 

The  films  demonstrate  how  to 
detect  and  control  Dutch  elm  dis- 
ease and  elm  phloem  necrosis. 
Dutch  elm  disease,  first  detected  in 
I  he  Netherlands,  is  rapidly  killing 
I  C  O  N  T  I  M'  E  D    O  -N    P  .4  C  E    12  61 
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Throiigholt  Ai.i.  History,  coniininiication 
lias  been  a  Ijaioineter  of  jirogiess.  As  men  have 
developed  ease  and  aainaev  in  (omnuini- 
(ating  with  one  another,  their  knowledge  and 
skills  have  grown  |)ioporiioiiately.  Today, 
motion  pictures  are  ]>layins  an  iiureasingly 
important  role  in  the  media  ol  lonnniini- 
( at  ion. 

As  our  role  ineieases  so  does  oiii  icsponsi- 
hilily  increase  to  both  the  dient  ami  tlie  \  iew- 
ing  piiblii  to  make  e%er\  hlin  a  more  sound 
and  attia<ti\e  pathuav  ol  (omnuinitalioii 
belweeii  them. 

—  \llt    Clllllj)!!.', 


\s  AN  .\Rirsi  and  writer,  it  is  mv  l)eliel  and 
experience  that  no  mediiun  tan  be  moie  than 
a  tool.  The  only  responsibilitv  which  anyone 
owes  to  the  medimn  of  communications  he 
uses  is  to  learn  all  of  its  possibilities  so  that 
his  connniniicalion  can  be  as  explicit  and  el- 
fective  as  possible. 

.A  far  greater  responsibility  than  this  is  the 
one  which  we  all  have  to  each  other.  It  is  not 
enough  that  our  concepts  be  communicated 
clearly.  They  must  be  worth  connnunicating 
in  the  first  place.  It  seems  to  me  that,  it  this 
type  of  responsibility  is  kept  uppermost  in 
our  minds,  any  kind  of  medium  at  all  will  be 
effective. 

—  Du'iiiell  Grant 


EvtRVo.M.  Is  Ecjt^iPPtD  with  a  search  warrant 
for  his  own  conscience,  and  today's  true  crafts- 
man in  the  world  of  sponsored  films  shouKI 
use  it  to  determine  whether  he  is  effecti\el\ 
meeting  the  challenge  that  has  existed  ever 
since  the  motion  picture  ceased  to  be  exclu- 
sively a  vehicle  for  escape  and  emerged  as  an 
important  medium  for  the  coniminiication  ol 
ideas  and  inspiration.  More  and  more  he  is 
being  asked  by  business,  government,  eduia- 
tion,  religion,  to  be  eloquent  with  film  about 
some  partiddar  notion,  some  specific  message, 
some  important  ideal. 

He  should  ask  himself  whether  he  is  making 
full  use  of  the  cinematic  know-how  and  de- 
vices that  have  been  developed  <ner  the  yeais 
and  are  still  being  developed;  whether  he  is 
striving  to  keep  the  sponsor  alert  to  these  lac- 
tors  in  the  effort  to  deliver  his  message: 
whether  he  is  preserving  tjualiiy  while  achiev- 
ing (|uantity;  whether  he  is  measuring  his  task 
in  terms  of  the  goal  set  by  his  sponsor  or  a 
goal  set  by  some  outside  group. 

.Sponsored  films  have  multiplied  enoiuious- 
ly,  and  problems  have  niuliiplied  along  with 
them.  The  hhii-niaker  ol  iiuegriiv  must  be 
able  to  solve  these  problems  to  the  satishution 
ol  the  sponsor  as  well  as  his  ouii  ionscieu<e. 
if  he  is  to  contribute  effectively  to  ilie  lull 
success  of  the  motion  picture  as  a  mediiMii  ol 
coninumication. 

—  J  IK  I:   Clctin 


Credo  for  Producers 

Tlie    Mis.sioii    of    the    Screen 
As   Industry   Leaders    See   It 


^ 


•It 


I  .Sc^MFTiMi-s  Try  to  piu  myself  on  the  other 
side  of  the  fence  and  contemplate  what  it 
must  be  like  to  be  a  first-time  film  sponsor. 
I'o  go  out  in  the  market  place  as  a  lepresenta- 
tive  of  your  company  and  contract  for  your 
company's  first  film.  I  am  certain  that  it  can 
often  be  a  bewildering  experience. 

The  technical  jargon  alone  can  be  over- 
whelming, not  to  mention  largely  superfluous. 
I  tear  that  too  many  sponsors  get  lost  in  the 
forest  of  lap  dissolves  and  wipes  never  to  see 
the  trees  of  a  clear-cut,  sharply-defined  theme. 

What  is  the  picture  trying  to  accomplish? 
.\  clear  understanding  of  that  and  an  un- 
wavering insistence  that  it  be  hammered  home 
in  the  most  effective  manner  is  essential  ol 
successful  film  sponsorship. 

In  this  inarvelouslv  elastic,  thoroughly  per- 
suasive, superbly  dramatic  medium  that  is  the 
motion-pictmc  film,  this  goal  and  this  goal 
alone— should  be  every  producer's  prime  ob- 
jective. 

—  ]ii\  Bonajield 


"HVRDKNI.NC  OF  THE  CATEGORIES"  seems   to  lllC 

to  be  one  of  the  most  serious  occupational 
diseases  in  the  audio-visual  communication  in- 
dustry. Its  effects  aie  devastating.  ,\nd  yet, 
once  we  have  recognized  the  problem,  its  cure 
is  readily  available. 

The  expression  was  coined  bv  Dr.  Edgar 
Dale,  Professor  of  Education  at  Ohio  .State 
I'niversity,  a  distinguished  author  and  appliei 
of  audio-visual  arts  and  skills. 

It  is  that  disease  which  causes  us  to  reait  to 
.ill  situations  and  problems  by  cjuickly  plac- 
ing them  in  one  ol  the  "pigeon  holes"  of  oin 
previous  ex|>erience.  This  tendency  results  in 
stereotyped  solutions,  markedly  similai  .ip 
proaches  to  widely  divergent  problems,  and  a 
general  sameness  in  nnidi  ot  the  woi  k  that 
we  do. 

The  cure?  .\  little  time  taken  at  the  outset 
to  dignify  the  pioblem  bv  earnest  consideration 
of  the  causes  that  led  to  it.  the  human  factors 
that  sinioiuul  it.  and  the  altitude  factors  ol 
those  iransmiiting  and  uceiving  the  solution. 
In  shot  I.  diagnosis  should  prrtede  pies(  rip- 
lion. 

Oidv  ihioiigli  honest  and  tlioughthd  sludv 
ot  eadi  assigiuneni  as  a  unitpie  and  challeng- 
ing problem  <an  we  be  sine  that  we  will  best 
applv  the  talents  and  daft  skills  of  our  trade. 
Otheivvise.  "hardening  ol  the  categories"  will 
coiuiiuie  to  liindir  oiii  uselulness  and  impede 
our  |)rognss. 

-  C.  A.  Florez 


.\l  A.w  Hi  siNEss  Orgamz.viions,  aware  ol  the 
enthusiastic  claims  made  for  Uimm  business 
films,  have  spent  large  sums  ol  mfmev  for  ihem 
only  to  fniil  the  resulis  disappointing.  One 
such  disappointed  (ompaiiv  in  a  business  com- 
munity adversely  affects  the  film  potential  in 
that  area. 

It  would  be  simple  to  say  or  even  believe 
that  the  disappointed  film  purchaser  did  not 
use  his  film  correctly  or  thai  it  another  pio- 
ducei  had  done  the  film  the  results  would 
have  been  different.  It  seems  to  me  that  ihe 
cause  ot  the  failure  is,  in  most  instaiues,  con- 
fused with  the  effect. 

The  responsible  film  producer  believes  in 
his  medium  as  an  effective  form  of  communi- 
cation. He  knows  that  the  definition  of  goml 
management  is  effective  communitaiiou.  He 
knows  how  and  wheie  films  fit  into  effective 
communication,  and  what's  more  im|)ortant— 
iheii'  limitations. 

Films  are  a  superior  form  of  media  when 
they  are  selective  in  their  approach  to  specific 
objectives.  When  they  are  produced  with  this 
in  mind  intangibles  can  become  tangibles  tiv 
reason  ot  measuremeni.  Onlv  films  lending 
themselves  to  measurement  can  be  established 
as  facts  and  can  justify  themselves  as  proper 
media  for  effective  communication.  1  he  better 
film  producers,  in  presenting  their  solutions 
to  a  communication  problem,  represent  their 
films  in  terms  of  measurement  and  fact  and 
not  opinions. 

Our  medium  can  be  so  potent  a  factor  in 
solving  communication  problems  that  the  pro- 
ducer should  not  represent  his  product  bv 
enlarged  audience  claims  and  the  client  should 
not  purchase  the  film  solely  on  audience 
claims.  The  better  producer  can  be  depended 
upon  to  make  an  accurate  estimate  for  he 
knows  the  value  of  his  product  in  complete 
terms  ol   achievement. 

—  Kent  I.nne 


Kriinds  Ol  Mi.NK  who  have  seen  some  ot  our 
films  have  noticed  my  name  on  the  credit  titles 
and  have  found  it  easy  to  understand  what  mv 
job  was  when  the  title  read— "Written  By"— 
or  "Directed  By."  But  "Produced  By"— has 
always  proven  perplexing,  particularly  when  I 
have  insisted  that  this  is  the  most  solemn  and 
responsible  job  ot  all. 

What  does  it  mean,  in  the  realm  of  the 
publit  relation's  film,  to  be  a  producer?  I 
think  it  means  becoming  the  inslnnnenl 
through  which  the  sponsor  can  speak  audio 
V  isiiallv  to  his  greatest  advantage— and  through 
whidi  the  art  and  craft  of  movie-making  can 
express  themselves  in  ,i  linutional  task  with 
the  maximum  artistry.  Bin  above  all,  being  a 
prodiKir  means  being  the  bonded  servant  ol 
ilu  sponsor  and  of  the  mediiun  and  laboring 
in  the  knowledge  that  voii  can  win  vour  Iree- 
iloMi  ol  (onscience  onlv  il  vou  sucieed  happilv 
■mil  liiiilfnilv  in  marrving  the  two. 

—  AUm  Sliilin 
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BUSINESS      SCREEN      MAGAZINE 


I  HE  American  Associalion  ot  Film  Producers.  Inc..  cnmfirised 
of  privately  cafrilalized  biuineis  concerns  actively  engaged  in 
the  production  of  films  for  Industry,  Education,  and  Government. 

was  organized  to  further  the  following  stated  aims,  among  others: 

TO   FOSTER  AND   PROMOTE   CON  IIMEI)   ETHICAI. 
RELATIONSHIPS   BETWEEN    PRODICERS  AND  THEIR   C  LIEN  I  S. 
TO   ADVANCE    IHE  QIALITV  STANDARDS  OF   MOTION    PIC  I  IRES, 
SLIDE-MOTION  PICTURES.  SOI  ND  SLIDEFILMS.  AND  OTHER  AIDIO  AISLAI. 
AIDS  FOR   INDl  SIRV.  EDUCATION   AND  GOVERNMENT. 

To  implement  these  aims,  and  in  full  recognition  of  the 

increasing  responsibilities  shared  by  its  members  toward 
employees,  clients  and  the  general  public,  the  Americart  .Association 

of  Film  Producers  and  its  individual  members  are  hereby  agreed 
to  observe  and  promote  the  Code  of  Fair  Practices  set  forth  hereafter. 


CODE 


OF        FAIR       PRACTICES 

OF      THE      AMERICAN      ASSOCIATION      OF      FILM      PRODUCERS,      INC. 


CLIENT      RELATIONS 

1.  Speculative  Scripts  and  Stop  Boards.  Mo 
lion  picture  and  slidefilm  scripts,  research,  elab 
orate  treatments,  outlines  or  story  boards  are  a 
cost  of  production  chargeable  to  the  individual 
client  for  whom  they  are  designed,  and  shall  not 
be  provided  to  prospective  clients  except  as  a 
contractual  obligation  at  a  fair  and  stipulated  cost. 

However: 

la.  Ideas  for  prospective  production,  limited 
treatments  or  outlines  in  the  spoken  word,  in 
correspondence  or  presentation  form  as  a  legiti- 
mate   part   of    the    sales   activity,    may    be   offered 

without   cost   to   the   client. 

2.  Samples  of  Producer's  Work.  The  pro- 
ducer shall  agree  to  submit  appropriate  samples  of 
past  work  on  request.  Where  samples  are  not 
entirely  the  work  of  the  producer  showing  them, 
he  shall  indicate  to  the  prospective  client  the 
extent  to  which  the  work  is  his  own. 

In  showing  samples,  the  producer  will  n<)t 
violate    the   confidence   of    previous   sponsors. 

:l.  Financial  Stability.  The  producer  shall  be 
willing  and  able  to  supplv  evidence  of  financial 
ability  to  carr\  out  the  full  responsibilitv  of  anv 
proposed   contract. 

4.  Organizational  Competence.  The  producer 
shall  be  willing  and  able  to  show  that  he  has  at 
his  immediate  command  studio  facilities  and  per- 
sonnel adequate  for  the  productions  he  offers  to 

undertake. 

5.  Deliven,  Dates.  When  delivery  date  is  an 
important  consideration  in  reaching  agreement 
l)ciween  client  and  producer,  the  producer  shall 
be  frank  and  realistic  in  estimating  completion 
time. 


Furthermore: 

5a.  When  a  delivery  date  has  been  agreed 
upon,  the  producer  shall  hold  himself  responsible 
in  meeting  it.  except  where  completion  is  delayed 
either     by    client    changes    or    by    circumstances 

obvioush    be\ond    the    control    of    the    producer. 

6.  Right  to  Completed  Scripts.  Scripts  written 
bv  members  ot  this  organization  should  be  pro- 
duced onlv  b\   the  member  writing  same, 

7.  Client  Protection  from  Irresponsible  "Pro- 
ducers". Where  a  pcjtential  client  has  been  ap- 
proached by  a  potential  producer  whose  practices 
and  production  standards  are  known  to  deviate 
in  important  aspects  irom  those  detailed  herein, 
the  client  is  entitled  to  have  the  advantages  of 
the  A.\FP  label  (seal)  pointed  out  to  him. 

8.  Production  .According  (o  S))ecifications. 
Where  a  producer  has  entered  a  contract  on  the 
basis  of  his  price  on  a  script  either  supplied  b\ 
the  client  or  by  himself,  he  shall  produce  the 
script  according  to  the  specifications  contained  in 
that  script  at  the  price  cpioted. 

9.  Intangibles.  1  he  presentation  and  pro- 
duction of  motion  pictures,  slidefilms  or  other 
audio-visual  aids  on  a  strictly  price  basis,  when 
that  basis  over-shadows  the  creative  and  technical 
aspects,  quality  and  the  client's  real  needs,  is  not 
conducive  to  the  betterment  of  our  medium. 
nor  is  it  true  service  to  the  client. 

A.\FP  members  are  pledged  to  the  better- 
ment of  the  medium  and   true  service   to  clients. 

10.  Presentation  of  Product  and  Services.  An 
AAFP  producer  shf)ukl.  and  is  expected  to.  prac- 
tice truthful  and  unexaggerated  representation  of 
his  product  or  services,  either  directly  or  through 
advertising. 


11.  Commissions.  Any  commissions  paid  under 
any  contract  will  be  paid  to  a  full  time  employee 
of  the  producer. 


PRODUCER     RELATIONS 

1.  \ii  AAFl'  pnuliicer  will  compctt-  on  the 
basis  i>[  merit,  and  a\<>id  direct  comparison  with 
competitor's  products  wherever  possible.  He  shall 
not  depreciate  the  efforts  of  his  competitor  directly 
or  inferentiallv  bv  circulating  harmful  rumors 
about   him. 

2.  An  AAFl'  producer  will  respect  the  em 
ploxment  agreements  of  other  members  with 
reference  to  their  employees.  He  will  not  initiate 
action  to  contact  key  employees  of  other  producing 
organizations  with  a  view  to  hiring  tliem. 


EMPLOYEE      RELATIONS 

1.  High  Personnel  Standards.  Individualh 
and  as  an  Association,  we  will  endeavor  to  obtain 
and  train  dependable  personnel  to  enable  pro- 
ducers to  complete  contracts  in  a  professional 
manner  and   on    time. 

2.  Training  Opportunities.  Since  proficiencv 
in  the  creative  and  technical  skills  of  this  industrv 
are  difficult  to  acquire  elsewhere,  members  of  this 
Association  recognize  the  advisability  of  guiding 
their  employees  to  higher  skills  and  positions  of 
greater  responsibility  bv  providing  full  opportun 
ity  lor  on-the-job  training. 
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Case  Histories: 

(CONTfMEI)  FROM  PACE  123) 
off  the  American  elm  tree  —  the 
most  rommoiily  planted  shade  tree 
in  the  Midwi-sl.  The  disease  is  trans- 
mitted iirincipally  by  the  smaller 
European    elm    bark    beetle. 

Elm  phloem  necrosis,  a  virus  dis- 
ease that  also  attacks  elm  trees,  is 
carried  by  a  liny  insect  called  the 
elm    leafhopper. 

The  two  films  illustrate  the  symp- 
toms of  the  two  elm  tree  diseases, 
show  the  habits  of  the  carrier  in- 
sects, and  demonstrate  the  only 
known  measures  to  control  spread 
of  the  diseases.  Sprav  programs  us- 
ing DDT-while  oil  emulsions  —  the 
method  that  will  insure  keeping  a 
normal  stand  of  elm  trees  alive  in 
the  Midwest  —  are  illustrated. 

The  Fight  to  Control  Dutch  Elm 
Disease.  20-minutes.  was  produced 
by  a  Standard  Oil  horticulturist 
with  the  help  of  the  department  of 
botany  and  plant  pathology  at  Mich- 
igan State  College,  and  the  Illinois 
Stale  Natural  History  Survey  of  the 
I  niversity  of  Illinois. 

The  Illinois  State  Natural  His- 
tory Survey  also  assisted  the  Stand- 
ard Oil  scientist  in  the  preparation 
of  the  5-minute  color  film.  Combat- 
ing  Elm  Phloem  Necrosis. 

These  films  are  available  for 
showing  to  public  groups  on  re- 
quest through  Standard  Oil  sales 
division  managers  in  the  15  mid- 
western  slates  in  which  the  company 
markets  B' 

Dental  Bur  Principles 
Filmed  for  Profession 

'^  Dental  Bur\  In  Action,  a  10-min- 
ute  sound  and  color  film  intended 
lo  aid  the  dentist  in  a  better  under- 
standing of  the  operating  principles 
of  rotating  dental  cutting  instru- 
ments, now  is  available  from  the 
National   Bureau  of   Standards. 

Through  high-speed  photographv 
and  easily  understood  bar  graphs. 
the  ability  of  different  types  of 
dental  burs  to  cut  hard  and  soft 
tooth  structures  is  explained.  The 
achievement  of  rapid  cavitv  prep- 
aration with  a  minimum  of  dis- 
comfort to  the  patient  is  outlined. 
The  need  for  .selection  of  the  proper 
cutting  instrument,  dependent  upon 
the  type  of  tooth  structure  being 
cut,  is  stressed. 

The  film  is  for  showing  to 
professional  groups,  at  clinics  or 
scientific  sessions  where  general 
practitioners  of  dentistry  may  be 
assembled.  It  also  is  of  value  as 
a  teaching  aid  in  dental  schools 
for  graphically  demonstrating  the 
principles  of  rotating  instrument  se- 
lection  and    use. 


An  entire  Firestone  dealer's  store  was  built  on  stage  by  Owen  Murphy 
Productions  for  the  55-minute  feature  film  used  in  that  company's  1955 
Spring  Dealer  Meetings  all  over  the  country,  starting  in  early  March.  A 
symposium  of  six  films,  each  with  its  own  cast,  the  feature  carries  themes 
on  Consumer  Satisfaction,  Dealer  Sales  &  Merchandising,  Sales  Training 
Truck  Tire  Selling,  Inventory  Control  and  service  on  the  new  tubeless  tires. 

Colorful   "Purple  Cow"   Presents  the    1955   Story 
of  Upholstery  Leather  Group  to  Trade  and  Consumers 


.""ponsor:    The    I  phulstery    Leather 

Group. 
Title:    The    Purple   Cou:    22    niin.. 

color,      produced      by     Dynamic 

Films.  Inc. 
-tf  .As  the  1954  advertising  and  pro- 
motional program  of  the  Lpholslery 
Leather  Group  (trade  association 
of  the  upholstery  leather  industry  I 
de\eloped.  it  became  more  and 
more  apparent  thai  the  Group  had 
need  of  a  motion  picture  which 
would  help  carry  the  story  of  leather 
upholsterv  to  both  the  trade  and 
to  consumers.  Group  officials  found 
manv  occasions  when  they  were 
handicapped  by  not  having  such  a 
film  available.  It  was  consequently 
decided  last  spring  to  undertake 
this  project  for  completion  by  the 
January  furniture  markets  in  1955. 

New  Concept  Is  Sought 
Since  the  I  .L.G.  had  need  of  j 
motion  picture  for  both  consumer 
and  trade  (automotive  and  furni- 
ture I.  it  was  thought  thai  this 
would  prove  to  be  a  problem  both 
budget-wise  and  from  a  production 
point  of  view.  .After  analyzing  other 
films  in  the  field,  it  was  felt  that 
since  much  of  the  trade  is  continu- 
ally exposed  to  sales  training  films, 
the  Group  would  have  to  come  up 
with  an  entirely  new  concept  of 
sales  training  in  order  to  secure 
ihe  interest  it  wanted.  Instead  of 
deciding  to  produce  a  picture  with 
a  heaxv  sales  theme,  it  would  come 
out  with  a  production  that  would 
not  only  be  interesting  to  a  viewer 
Lilt    would    be   entertaining   as    well 


as  instructive.  This  was  to  be  ac- 
complished bv  means  of  using  con- 
>unier  film  techniques  and  then 
|>in-pointing  the  sales  arguments 
for  both  the  automotive  trade  and 
the  furniture  trade  in  two  separate 
trailers.  This  idea  enabled  the 
(iroup  to  produce  three  films  for 
the  price  of  one.  and  assured  them 
of  reaching  a  far  wider  audience 
than  is  generally  the  case. 

Something  Metv  in  Leather 
The  new  movie  begins  by  show- 
ing new.  modern  and  practical  de- 
vices which  parallel  the  news  in 
leather.  Special  music  and  dance 
routines  were  designed  for  the 
players  so  viewers  could  under- 
stand that  leather  and  its  new  finish 
is  something  special  and  not  just 
another  fabric.  The  whole  theme, 
as  well  as  the  title  of  the  picture 
centers  around  Gelett  Burgess 
poem.   The  Purple   Cow. 

The  L  .L.G.  felt  this  approac  h  to 
be  particularly  apropos  and  catchy 
in  view  of  hundreds  of  wonderful 
color  combinations  now  available 
with  upholstery  leather.  It  al.so 
made  good  material  for  future  ])ub- 
licily  and  promotional  ideas  in  con- 
nection  with    the    film. 

Buihl  on  Stutlio  Experience 

The  Purple  Cou-  \\  as  produced 
bv  Dynamic  Films.  Inc..  which  was 
thought  to  be  particularly  well 
suited  for  this  work  in  view  of  the 
fact  that  Dynamic  had  produced  the 
able  and  successful  Leather  In  Your 
Life    in    195.'^    for   the    Leather    In- 


dustries .Association.  This  prior  ex- 
perience in  leather  greatly  helped 
Dvnamic  lo  come  up  with  an  inter- 
esting treatment  in  the  presenta- 
tion  of   upholstery   leather. 

The  r.L.G.  knew  that  the  new 
film  would  not  be  effective  unless 
properly  used.  Elaborate  plans 
\\r\r  made  for  its  showing  and 
nionlhly  reports  will  be  made  to 
individual  Group  members  on  its 
progress.  Through  Dynamics  dis- 
tribution set-up  b  w  consumer 
prints  will  be  offered  to  television 
stations  in  every  market  in  the 
conntr\'. 

Retailer  Sliowings  .\head 

(Commitments  have  alreadv  been 
made  with  leading  department  and 
furniture  stores  for  showings  to 
both  consumers  and  to  the  sales 
departments.  These  showings  will 
be  held  in  conjunction  with  the 
1955  Leather  In  Decoration  shows, 
simultaneously  ballyhooed  in  many 
other  media. 

The  automotive  version  will  be 
shown  in  Detroit  to  representatives 
of  the  automobile  companies  and 
eventually  lo  their  dealer  organiza- 
tions. 

A  .separate  version  of  The  Pur- 
ple Cow,  in  sound  slidefilm  style, 
will  be  distributed  through  the 
9000  members  of  the  National  Re- 
tail Furniture  Association.  The 
I  .L.G.  hopes  to  reach  the  sales- 
men of  900  of  these  stores  in  1955. 

Leather  Field  Forges  Ahead 

The  motion  picture — which  actu- 
ally does  have  a  purple  cow  in  its 
cast — shows  the  remarkable  renas- 
cence of  leather  which  has  taken 
place  in  recent  years.  Despite  the 
influx  of  leather  substitutes  which 
once  seemed  destined  to  almost  re- 
place the  real  thing,  leather  has 
more  than  held  its  own  in  its  tra- 
ilitional  uses  and  has  come  up  with 
dozens  of  new  uses,  as  well.  .As 
the  cotton  people  like  lo  point  out. 
if  there  were  no  cotton  and  some- 
one should  suddenly  invent  it.  it 
would  be  the  most  miraculous  of  all 
the   "miracle"   fibers. 

The  same  is  true  of  leather.  For 
a  long  time,  the  producers  of 
"natural"  materials  have  sat  back 
while  the  makers  of  the  synthetic 
"miracles"  have  hogged  the  head- 
lines. 

The  Upholstery  Leather  Group's 
Purple  Cow  promotion  is  good  in- 
dication  that    the   tide   has   turned. 
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A  tremendous  advance  in  nnotion  picture  production  technique 
has  been  made  possible  by  the  recent  introduction  of  .  .  . 
Eastman  Tri-X  Panchromatic  Negative  Motion  Picture  Film. 

TRI-X  has  broadened  the  scope  of  the  motion  picture  camera 
to  permit  photography  under  light  conditions  formerly  considered 
impossible. 

By  greatly  lessening  lighting  requirements  on  location  or  in 
the  studio,  TRI-X  enables  motion  picture  producers  to 
achieve  considerable  economic  savings  and  at  the  same  time 
effect  added  photographic  quality  and  sharpness  on  the  screen. 


EASTMAN  MOTION  PICTURE  AND  TELEVISION  FILMS 

Agents  for  sales  and  distribution: 

W.  J.  GERMAN,  Inc. 

Fort  Lee,  New  Jersey 

In  Chicago:  LOngacre  5-5978  In  Hollywood; 

6040  N.  Pulaski  Road  6677  Santa  Monica  Blvd. 

IRving  8-4064  HOllywood  4-6131 
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THE    YEAR    IN    MEDICAL    FILM 
PRODUCTION   AND    DISTRIBUTION 

A$  Reviewed  for  Business  Screen  by  Ralph  P.  Creer 

Secretary,  Committee  on  Medical  Motion  Pictures,  American  Medical  Assn. 


Ameilcan    College    of    Surgeons' 

members  view   film   showings   during 
their   1954  Atlantic  City  Congress. 

J  ST  WHAT  the  doctor  ordered 
for  audio-visual  aid  was  ably 
fulfilled  according  to  the  "prescrip- 
llon"  written  during  1954.  The  new 
supply  of  useful  films  found  greater 
audiences  at  home  and  abroad  in 
large  medical  society  assemblies, 
in  hospital  training  programs,  in 
informal  medical  groups  and  in 
civic  organizations  concerned  with 
public  health. 

The  .American  Medical  .Associa- 
tion film  library  enjoyed  its  best 
year  in  distribution,  dispatching  a 
total  of  2.  t85  motion  picture?.  This 
was  an  increase  of  572  films  over 
1953.  Significantly,  individual  doc- 
tors requested  1.126  films.  More 
than  900  films  were  loaned  to  hospi- 
tals. Seventy-one  of  the  80  approved 
medical  schools  in  the  United  Stales 
requested  87.3  films  during  the  vear. 
Five  years  ago.  the  AMA  library 
was  servicing  around  50  medical 
schools. 

Sponsors'   Role   Cited 

Other  medical  organization  li- 
braries continue  to  report  a  heavier 
film  flow  and  private  distribution 
agencies  have  been  active  in  the 
medical  field.  Recent  commercial 
sponsorship  of  numerous  medical 
iind  health  films  is  part  of  the  re- 
sponse to  professional  and  nonpro- 
fessional needs. 

During  the  annual  meeting  of 
the  .American  Medical  .Association 
in  San  Francisco.  June  21-25.  39 
films  were  shown  daily  from  9  a.m. 
to  1  p.m.  Authors  were  present  to 
discuss  their  films.  The  lightest  of 
these  films  was  America  s  I  ntappi'd 
Asset,  a  documentary  sponsored  bv 
the  President's  Committee  on  Em- 
ployment of  the  Physically  Handi- 
capped. The  other  films  were 
slrietly  diagnosis  and  technique 
subjects  presented  by  medical  men 
and  for  medical  audiences.  The  en- 
thusiastic attendance  at  these  pro 
grams  prompted  scheduling  of  an 
evening  program  in  the  Hall  Room 
of  the   Palace   Hotel.     Fear  was  ex- 


pressed that  even  iloctors  wouldn't 
spend  their  convention  night  at 
medical  mo\  ies.  About  150  were 
turned  away. 

Aledical    .\-V    Institute 

*  I  he  Medical  Audio-Vi.sual  Insti- 
Inle  climaxed  its  activities  at  the 
First  Midwest  Conference  of  School 
-Audio-Visual  (Coordinators.  This 
conference  was  held  in  Chicago 
during  the  -\ational  .Audio-Visual 
Trade  Show  and  Convention.  -Au- 
gust \-i.  Also  on  the  Institute 
docket  was  the  Audio-Visual  Con- 
ference of  -Allied  Agencies — a  work- 
ing meeting  of  audio-visual  people 
in  national  organizations.  The 
AI.A\  I  s  ""preview  circuits  "  circu- 
lated 565  film  programs  to  76 
schools.  These  programs  were  seen 
by  a  reported  2.210  faculty  viewers 
looking  for  specific  materials.  A 
reported  6.752  students  viewed  the 
films  in  a  limited  teaching  schedule. 

The  Hospital  and  the  Screen 

*  At  the  -American  Hospital  -As- 
sociations convention  in  Chicago. 
September  13-16.  a  daily  film  ses- 
sion was  scheduled  from  11:30  to 
1:30.  The  .AHA's  most  ambitious 
presentation  to  date,  the  program 
included  13  films.  Operation  Ivy. 
a  civil  defense  film  on  thermo- 
nuclear weapon  attack  was  repeated 
daily,  as  a  tie-in  to  a  hospital  dis- 
play. Each  film  was  introduced  by 
someone  in\o!\"ed  in  its  production 
or  utilization. 

The  Story  of  Dorothy  Sprague. 
snonsored  by  Alfred  P.  Sloan 
foundation,    proved    the    most    pop- 


ular new  addition  to  the  .AH.A's 
film  library.  Stressing  contributions 
a  hospital  auxiliary  makes  to  its 
hospital  and  community,  the  film 
also  shows  the  inner  rewards 
achieved  by  one  who  volunteers 
her  services  to  help  others.  -Among 
1951  recruitment  films  were  T/iZ-s 
Way  to  .Xursing:  My  Cap  Is  My 
Crown:  !\iirse.  Please:  and  Career: 
Medical  Technolopst.  The  first, 
sponsored  by  the  Committee  on 
Careers  in  Nursing,  and  the  second, 
sponsored  by  the  Women's  -Aux- 
iliary of  Mount  Sinai  Hospital. 
Cleveland,  are  aimed  at  potential 
R.  N's.  Nurse.  Please,  forcefully  pre- 
sents the  practical  nurse,  her  train- 
ing and  opportunities.  The  plan- 
ning of  recovery  room  facilities  re- 
ceived impetus  from  the  Squibb 
production.  Post-.4nesthesia  Rooms. 
Institutes  sponsored  by  the  AHA 
are  including  films  in  their  pro- 
grams more  frequently.  These  in- 
stitutes cover  the  various  depart- 
mental   operations    of    a     hospital. 

Nurses'  Library  Very  Active 

*  The  -American  Nurses'  Associa- 
tion and  the  National  League  for 
-Nursing,  cooperating  in  a  film  serv- 
ice, noted  that  their  library  was  av- 
eraging 200  bookings  a  month  dur- 
ing 1954.  The  library  now  includes 
25  film  titles  (310  prints  I.  12  slide 
collections  and  three  filmstrips. 
-Available  are  films  of  general  in- 
terest to  the  nursing  profession  and 
a  film  series  on  nursing  care  in 
poliomyelitis,  sponsored  by  the  NLN 
Nursing  .Advisory  Service  for  Or- 
thopedics  and   Poliomyelitis   in   co- 


Enthuslastlc    reception    of    films    during    the     1954    annual    meeting    of    the 
AMA  at  San   Francisco  Is  evidenced   by  this  sizeable  audience. 


o|xratiipn  with  the  National  Found- 
(lation  for  Infantile  Paralysis.  The 
nursing  organizations  have  devel- 
(jped  week-long  film  programs  for 
their  biennial  conventions.  These 
programs  are  in  capsule  forum  style 
with  about  five  minutes  devoted  to 
comments  by  experts  and  audience 
discussion.  .Attendance  at  these  con- 
vention film  programs  has  increased 
from  an  average  of  500  in  1918  to 
an  average  of  1500  at  the  1951 
A-\A  Convention,  with  a  final  eve- 
ning program  reaching  the  1700 
mark. 

Surgeons  View  123  Films 

♦  -Another  marathon  of  medical 
film  showings  occurred  in  Atlantic 
City.  November  15-19.  at  the  Clini- 
cal Congress  of  the  -American  Col- 
lege of  Surgeons.  Nineteen  pro- 
grams on  general  surgery  and  sur- 
gical specialties  were  presented  with 
the  aid  of  123  films.  Ten  of  these 
were  shown  a  second  time.  A  Cine 
Clinic  conducted  during  four  morn- 
ing programs  featured  16  new  films 
produced  expressly  for  the  (Clinical 
Congress  by  Davis  and  Ceck-  Inc. 
In  these  showings,  the  author  was 
introduced  on  the  screen  in  a  lip- 
svnch  preliminary  sequence.  There- 
after, the  author  appeared  to  per- 
sonally narrate  his  film.  With  this 
kind  of  film,  the  ACS  strives  to 
cover  the  entire  surgical  subject 
rather  than  single  exemplary  opera- 
tions, believing  such  films  will  have 
a  long  range  educational  value. 

2,500  Attend  the  Shov^ings 
Sponsored  and  independent  films 
v\ere  shown  at  the  Congress  in  lec- 
ture, panel  and  audience  participa- 
tion sessions  which  drew  some  2000 
surgeons.  .Approximately.  2.500  aP 
tended  an  evening  Symposium  on 
Spectacular  Surgical  Problems,  fea- 
turing 11  short  films  personally  nar- 
rated bv  surgeons.  The  College's 
motion  picture  award  for  outstand- 
ing educational  value  went  to  Dr. 
Lawrence  Chaffin  and  Dr.  \^  illiam 
Snvder  for  their  film.  Embryology 
itnd  Pathology  of  the  Intestinal 
Tract. 

Corumenting  on  the  short-film- 
personal-narration  device.  Dr.  Hil- 
ger  Perry  Jenkins,  motion  picture 
chairman,  said.  "It  would  be  appro- 
priate for  the  -American  College  of 
Surgeons  to  take  the  leadership  in 
stimulating  a  wider  use  of  motion 
pictures  in  the  medical  schools  in 
view  of  its  experience  in  what  is 
es.sentially  a  postgraduate  phase  of 
medical  education.  -An  important 
,-lep  would  be  improvement  in  the 
(listrilnilion  facilities  for  independ- 
ent productions  whlih  have  been 
-limulated  by  the  Clinical  ("ongress. 
with  the  ultimate  objective  of  es- 
u:0-\TiNt  KD   OX    i'\r.  K    13  0) 
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•  Business  Film  Books 

THE  FILM   BOOK  i).  Wilson  and  Haas 

(Applications  of  sound  motion  pictures  and  slidefilms  in  school, 
business  and  industry,  including  chapters  on  projection,  distribu- 
tion, T.V.) 

THE  FILM  IN  INDUSTRIAL  SAFETY  TRAINING  by  Paul  R.  Ignatius 
(Determining  place  of  films  in  industrial  safety  training  and  prob- 
lems involved  in  their  use) 

THE  USE  OF  TRAINING  FILMS  IN  DEPARTMENT  .'\ND 

SPECIALTY  STORES  by  Harry  M.  Hague  (Extent  to  which  films 
and  other  training  aids  are  used  in  industry  and  obstacles  to  more 
effective  and  widespread  use) 


•  Books  on  Production  Techniques 

AMERICAN   CINEMATOGRAPHER   HAND   BOOK   AND   REF-       $5.00 

ERENCE  GUIDE  by  Jackson  J.  Rosr   (Photographic  materials, 

methods  and  equipment 
PREPARATION  AND  USE  OF  AUDIO-VISUAL  AIDS  J5.00 

by  Haas  and  Packer  (for  industrial,  educational,  religious,  social  and 

civic  fields) 
FILM  AND   ITS  ThCH^lQVJ.S  by  Raymond  SpotUsivoode 

(Essential,  unwritten  lore  of  documentary  film  making) 
FILM  AND  THE  DIRECTOR  *;-  Don  Livingston 

(How  to  write,  produce  or  direct  better  movies  economically) 
THE  TECHNIQUE  OF  FILM  EDITING  by  Karel  Reisz 

(Basic  Principles  for  T.V.) 
HANDBOOK  OF  BASIC  MOTION-PICTURE  TECHNIQUES 

by  Emit  E.  Brodbeck  (for  both  amateur  and  professional  this  hand- 
book covers  basic  know-how) 
PAINTING  WITH   LIGHT  by  John  Alton 

(Technical  and  artistic  aspects  of  lighting) 
PICTORIAL  CONTINUITY  by  Gaskill  and  Englander 

(How  to  shoot  a  movie  Story) 
THE  RECORDING  AND  REPRODUCTION  OF  SOUND 

by  Oliver  Read  (Complete  reference  to  audio  in  all  phases) 
16MM   SOUND   MOTION  PICTVV.Y.S  by  William  H.  Of enhauser,  Jr. 

(A  Manual  for  the  professional  and  amateur) 

•  Periodicals,  Handbooks  and  Film  Guides 

BUSINESS  SCREEN  MAGAZINE  ...  for  Industry  (including  eight        $3.00 

full  issues)  a  year 

THE  AUDIO-VISUAL  PROJECTIONISTS  HANDBOOK  Jl.OO 

(Two-color  graphic  portfolio  showing  ideas  and  helps) 
THE  NATIONAL  DIRECTORY  OF  SAFETY  FILMS  $.75 

(Over  950  subjects  including  1954  additions  and  supplements) 
GUIDE  TO  FILMS  &  USES  BY  SALES  EXECUTIVES  $3.00 

(National  Federation  of  Sales  E.xecutive  book  with  45  pages  of 

useful  text  and  complete  sales  training  film  list) 
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Ametican    College    of    Surgeons' 

members  view  film  showings  during 
their   1954  Atlantic  City  Congress. 

P'ST  WHAT  the  doctor  ordered 
•'  for  audio-visual  aid  was  ablv 
fulfilled  according  to  the  ""prescrip- 
tion" written  during  1954.  The  new 
supply  of  useful  films  found  greater 
audiences  at  home  and  abroad  in 
large  medical  societv  assemblies. 
in  hospital  training  programs,  in 
informal  medical  groups  and  in 
civic  organizations  concerned  with 
public  health. 

The  .American  Medical  Associa- 
tion film  library  enjoyed  its  best 
year  in  distribution,  dispatching  a 
total  of  2.485  motion  pictures.  This 
was  an  increase  of  572  films  over 
195.3.  Significantly,  individual  doc- 
tors requested  1.126  films.  More 
than  900  films  were  loaned  to  hospi- 
tals. Seventy-one  of  the  80  approved 
medical  schools  in  the  United  States 
requested  87.3  films  during  the  vear. 
Five  years  ago.  the  A^IA  librarv 
was  servicing  around  .50  medical 
schools. 

Sponsors"  Role  Cited 
Other  medical  organization  li- 
braries continue  to  report  a  heavier 
film  flow  and  private  distribution 
agencies  have  been  active  in  the 
medical  field.  Recent  commercial 
sponsorship  of  numerous  medical 
and  health  films  is  part  of  the  re- 
sponse to  professional  and  nonpro- 
fessional needs. 

During  the  annual  meeting  of 
the  -American  Medical  Association 
in  San  Francisco.  June  21-25.  .39 
films  were  shown  daily  from  9  a.m. 
to  1  p.m.  .Authors  were  present  to 
discuss  their  films.  The  lightest  of 
these  films  was  America's  I' mapped 
Asset,  a  documentary  sponsored  bv 
the  President's  Committee  on  Em- 
ployment of  the  Physically  Handi- 
capped. The  other  films  were 
strictly  diagnosis  and  technique 
subjects  presented  by  medical  men 
and  for  medical  audiences.  The  en- 
thusiastic attendance  at  these  pro- 
grams prompted  scheduling  of  an 
evening  program  in  the  Ball  Room 
of  the  Palace  Hotel.    Fear  was  ex- 


THE    YEAR 
PRODUCTIOI 
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Secretary,  Committee  on  K 

pressed   that   e\en   doctors 
spend     their     convention     i 
medical    movies.     About    1 
lurried  awav. 

Medical    A-\     Insfit 

*  Ihe  Medical  -\udio-VisL 
lute  climaxed  its  activities 
First  Midwest  Conference  o 
-Audio-Visual  Coordinator; 
conference  was  held  in 
during  the  National  .Audi 
Trade  Show  and  Conventi 
gust  1-4.  .Also  on  the 
docket  was  the  Audio-V'isi 
ference  of  .Allied  Agencies— 
ing  meeting  of  audio-visua 
in  national  organization 
AI  A\  I  s  ""preview  circuits 
lated  565  film  programs 
schools.  These  programs  w 
by  a  reported  2.240  faculty 
looking  for  specific  mate 
reported  6.752  students  vi( 
films  in  a  limited  teaching  s 

The  Hospital  and  the  i 

♦    At    the    .American    Hosf 
sociation  s   convention    in 
September   13-16.   a   dailv 
sion   was  scheduled   from 
l:-30.    The   -AHA's   most  a 
presentation    to  date,    the 
included    13   films.    Operat 
a    civil    defense    film    on 
nuclear  weapon  attack  was 
daily,   as  a  tie-in  to  a   hos] 
play.  Each  film  was  introc 
someone  invohed   in  its  pr 
or  utilization. 

The    Story   of    Dorothy 
^llonsored      by      Alfred      P 
Foundation,   proved    the   n 

Enthusiastic    reception    of 
AMA  at  San   Francisco  is 
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35mm  film  ond 
simplifies  the 
task  of  checking 
titles  and  foot- 
age. 


HH^^HI 

Ht 

WW 

pi 

The  Moy  i6.(.t35«/. 
Visible  Edge  Film 
Numbering  Machine 

P 

-A 

IDENTIFY  YOUR  FILMS  INSTANTLY 

Both   negative    and   positive    films    can    be    numbered 

The  MOY  replaces  cue  marks,  messy  crayons,  punches,  embossmg — does 
not  mutilate  valuable  film.  Work  prints  showing  special  effects,  fades  and 
dissolves  require  edge  numbering  to  keep  count  of  frames  cut  or  added. 
Multiple  magnetic  tracks  m  Ci  nemo  Scope  stereophonic  recordings  moke 
edge   numbering   a    MUST 

With  new   improved   Non-Clog    Inking    System    $3475 

Pretent      \tO\       uuntrt      ran      emily      inatall      thr     nru      unit     iinproi  fd     inJtiny     tysteml 

-VMON*.    RECENT    PI  RCHASLRs     iRT: 


•1     Soundctoft.      Springdatc,     Conn, 
ind     &     Wegmon.     BufToto.     NY. 
tcan    Optical     (Todd    AO|.     HoMywr. 


Ifldenction     Supply    Mltiion,    N.Y.C. 
Cincromo     Producliont,     New     York 
Columbio     Broodtotting     Syttcm,     N.Y. 


The  Depaitment  Store  of  the  Motion  Picture  Industry" 


S.O.S.  CliMA  SUPPLY  CORP. 


602  WEST  52nd  ST.,  NEW  YORK  19,  N.Y.    est.|„« 

Phone:  Plaia  7-0440        CoWe:  SOSOUND  .^^^ 
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THE  YEAR  IN  MEDICAL 
FILMS:    ANNUAL    REVIEW 

(CONTINUED    FROM    PACE    128  I 

lalijishiiif!  a  cenlral  film  lilirary. 
The  expaiii^ioM  of  an  undcrjrrailuate 
motion  piclurt-  inosiram  in  ihr  vari- 
ous fields  would  permit  p\cry  mcdi- 
ral  student  to  see  in  good  eolor  pho- 
tography every  disease  or  eondition 
about  which  he  should  know  some- 
thing, acconipanied  hy  discussion 
appropriate  to  the  importance  of 
the  subject." 

World    Sllr•;eon^"    College 
Holds    International   (Minic 

*  Vi  orld-wide  audio-visual  action 
was  underscored  in  several  big-audi- 
ence events: 

The  19th  Annual  Congress  of  the 
International  College  of  .Surgeons, 
with  delegates  from  25  countries, 
meeting  in  Chicago.  .September 
6-10.  offered  an  International  Cine- 
matographic Surgical  Clinic,  an 
evening  Film  Forum  and  a  Scien- 
tiHc  .Motion  Picture  Program.  On 
the  latter  program  were  15  opera- 
tional methods  films  covering  each 
section  of  the  anatomy.  This  pro- 
gram was  repeated  in  reverse  order 
enabling  the  surgeons  to  see  all  the 
films.  .An  additional  24-film  pro- 
gram was  presented  in  a  two  dav 
period  by  Davis  &  Geek.  Inc. 

Formation  of  an  International 
l  ilm  Library  w  as  announced  hv  the 
International  College  of  Surgeons. 
Dr.  Philip  Thorek  of  Chicago  has 
been  chosen  to  act  as  director.  Be- 
sides the  immediate  material  aid 
the  library's  surgical  films  will  give 
to  doctors  in  other  parts  of  the 
world,  the  service  is  expected  to 
solidify  international  friendships, 
enforcing  the  idea  that  there  are 
no  geographical  boundaries  in  sci- 
ence. 

An  estimated  75  medical  films 
from  the  I .  S.  and  some  15  foreign 
countries  were  shown  at  the  Interna- 
tional Congress  on  Ophthalniologv. 
held  in  New  York  in  September. 
.Attendance  indicated  that  motion 
pictures  and  closed-circuit  color 
television  were  the  most  popular 
features  of  this  meeting. 

The  11th  .National  Assembly  of 
Surgeons,  held  in  .Mexico  in  No- 
vember, arranged  an  audio-visual 
section  with  sessions  on  methods. 
a  '"Cine  Clinico,"  and  television. 
Such  techniques  as  .3-D  and  anima- 
tion were  studied. 

Dade  County  Medical  Group 
Sponsors   a   Health    Fair 

*  Punctuating  the  public  line  in 
Decembe.-.  the  American  Medical 
Association  cooperated  with  the 
Dade  Counlrv.  Florida.  Medical  so- 


Some  of  the  50,000  viewers  wno  anenaea  The  four  day  neairn  i-air  in 
Miami  Beach  sponsored  by  the  Dade  County  Medical  Society  in  coopera- 
tion  with   the  American   Medical  Association. 


ciety  to  sponsor  a  Health  Fair  at 
Bay  Front  Municipal  .\uditorium. 
Miami  Beach.  For  four  days,  be- 
tween 48.000  and  50,000  persons 
examined  75  health  exhibits  and 
crowded  in  to  see  15  educational 
health  films.  The  original  schedule 
of  2  to  5  p.m.  and  8  to  10  p.m. 
showings  had  to  be  revised  to  in- 
clude the  dinner  period  5  to  8  p.m. 
Lines  waited  outside  for  these  films. 
A  special  morning  showing  was 
l/eld  for  bus  loads  of  Florida  school 
cliildren.  One  of  the  favorite  films 
was  the  Seeing  Eve  Associations 
The  Seeing  Eye.  Memorable,  too. 
were  the  women  and  children  watch- 
ing with  what  seemed  somber  rec- 
ognition Encyclopaedia  Britannica 
Films  Alcoholism. 

Isolated  Doctors,  Overseas 
Groups  Are  Future  Targets 

*  Thus  V  as  the  1954  prescription 
as  ordered  and  fulfilled:  those  who 
made  known  their  need  for  a-v  aid 
were  supplied.  While  remarkabli' 
and  encouraging,  the  present  pre- 
scription is  far  from  the  total  pos- 
sible dosage.  The  present  bulk  of 
requests  from  physicians,  surgeons, 
instructors,  researchers  and  health 
officials,  the  overflowing  of  show- 
ing  rooms    at    conventions,    is    but 


an  indication  of  the  full  possibilit\ 
for  a-v  use. 

Right  now.  probably  uO^c  of  the 
medical  films  are  shown  at  hospital 
staff  meetings.  ^  et  the  rise  in  re- 
quests from  individual  doctors  for 
aids  in  smaller  informal  group  cri- 
tiques and  for  solitary  self-improve- 
ment suggest  that  the  staff  meeting 
showings  are  only  a  segment  of 
the  possible  audience.  Doctors  in 
rural  areas  beyond  the  radius  of 
frequent  hospital  participation  are 
a  new  a-v  target.  Reports  on  for- 
eign countries  continue  to  urge 
more  audio-visual  teaching  mate- 
rial —  especially  in  such  areas  as 
the  Middle  East  where  medical 
teachers  are  at  a  premium. 

Sponsoring  pharmaceutical  com- 
panies express  satisfaction  with 
sales  results  attained  by  promo- 
tional films  —  a  reflection  of  the 
field  acceptance  of  these  films  as  ed- 
ucational tools.  The  number  of  good 
training  films  is  steadilv  increasing, 
projection  equipment  is  plentiful. 
But  the  lag  in  promotion  and  dis- 
tribution slows  the  a-v  advance.  At 
home  and  abroad,  the  size  of  the 
doctors  future  a-v  order  can  be 
increased  as  he  learns  what  kind 
of  films  are  available  and  where 
he  can  get   them.  ^ 


The  Year  In  Dental  Film  Distribution 

by    HHelaine    S.    Levin,    Film   Librarian,    American    Dental   Assn. 


THi:  .Amkkii.an  IJkxtxi.  Associa- 
tion Film  Library,  a  division 
of  the  Bureau  of  Library  and  In- 
dexing Service,  completed  its  third 
year  of  operatiim  with  a  600'^f  in- 
crease in  its  audio-visual  collec- 
tion, a  200'/  increase  in  circula- 
tion   and     the     initiation     of     new 


activities  in  the  development  of  a 
dxnamic  audio-visual  education 
program  based  on  the  needs  of  the 
dental  profession.  We  began  our 
fourth  year  with  125  titles.  170 
prints,  2018  individual  slides,  ti-n 
filmstrips  and  three  radio  tran- 
scriptions as  compared  with   34  ti- 


tles. lOB  |>rints.  17.36  slides,  and 
three  filmstrips  which  comprised 
our   colle<liiin    in   January    1952. 

In  the  beginning  the  source  of 
purchase  presented  a  problem.  In 
1952  we  had  only  20  films  on  tech- 
nical subject.s  suitable  for  profes- 
sional grou|)s.  Since  government 
agencies  were  not  producing  enough 
films  to  meet  thi-  demands,  other 
sources  were  invi-stigated.  The  in- 
dividual dentist  who  produced  films 
Ic  demonstrate  his  technics  in  the 
\arious  aspects  of  dentistry  became 
the  most  prolific  source.  Of  the  78 
technical  films  acquired  during  this 
jieriod.  over  half  were  obtained 
from  individual  dentists  who  gave 
the  As.sociation  permission  to  dupli- 
cate their  originals  at  Association 
expense. 

Other  Sources  of  Production 
A  few  dental  societies  have  pro- 
duced dental  health  films.  Several 
dental  schools,  among  which  the 
I  niversity  of  Minnesota  School  of 
Dentistry  has  taken  the  lead,  have- 
also  produced  technical  films,  some 
with  optical  and  many  with  mag- 
netic sound  tracks.  Those  with 
magnetic  sound  tracks  have  been 
accompanied  by  mimeographed 
scripts  to  facilitate  their  use  as  si- 
lent films  w"henever  magnetic  sound 
projectors  have  not  been  available 
to  their  borrowers.  To  encourage 
dental  film  production  the  free  con- 
sultative services  of  the  various 
agencies  of  the  Association  have 
been  offered  to  potential  film  pro- 
ducers. 

Field   Determines  the  Needs 

The  subject  areas  covered  and 
the  selection  of  these  materials  have 
been  determined  by  the  requests 
from  the  field  and  from  the  re- 
sults of  questionnaires  distributed 
among  512  dental  societies  and  43 
dental  schools.  Criteria  formulated 
by  the  Film  Library  have  been  used 
as  a  basis  for  critical  evaluation 
bv  the  professional  members  of  the 
film  preview  panel  who  view  these 
niaterials  at  .Association  headquar- 
ters and  b\'  dental  school  staff  mem- 
bers in  the  Chicago  area  who  com- 
prise the  nucleus  of  the  film  preview 
circuit  instituted  in  1954.  Techni- 
cal films  on  controversial  subjects, 
if  they  met  Association  standards, 
have  been  circulated  among  pro- 
fessional groups  whose  judgment 
is  respected.  This  principle  has  not 
applied  to  dental  health  films  di- 
rected to  the  public.  The  scientific 
accuracy  of  the  material  presented 
has  always  been  the  determining 
factor  in  its  acquisition. 

Of  the  2000  films  circulated  in 
1954  more  than  50'-r  were  re- 
(CONCLIDED      ON       PACE       132  I 
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BUSINESS      SCREEN      MAGAZINE 


Now  the  Facts  about  Automatic  Film  Inspection 
Are  Told  by  Film  Library  Managers  Who  Know 

ACTUAL  USERS  OF  INSPECT-O-FILM  ALL  OVER  THE  U.S. 
TELL  US  THEIR  EXPERIENCES  IN  FRANK  TESTIMONIALS  LIKE  THESE: 


Buys  2nd  Inspect-o-Film 

B  are  certainly  enjoying  our  second  INSPECT-O- 
.M  machine.  One  girl  operating  both  machines  ia 
'  able  to  check  al!  our  incoming  film  everyday. 
ore  using  the  second  machine,  we  had  one  girl  on 
machine  and  another  on  the  electric  rewinds  hand 
eking,  to  get  the  same  amount  of  work  done. 

lese  machines  have  certainly  been  a  worthwhile 
^stment  for  us.  and  we  wouldn't  go  back  to  hand 
:king  for  anything  in  the  world." 


PRAH  SOUND  FILMS.  INC. 

720  Third  Ave.  Southeast 

Cedar  Rapids,  Iowa 


"Saves  Labor" 


"For  your  information  we  have  been  using  our  equip- 
ment now  some  seven  or  eight  months  and  we  are 
well  pleased  with  it.  The  machines  are  averaging 
between  107  to  140,000  ft.  of  film  each  per  day. 

"When  we  first  started  using  the  film  inspectors  we 
did  not  average  anywhere  near  that  because  of  the 
many  undetected  defects  which  the  machines  picked 
up,  and  which  took  time  to  correct.  However  now 
that  we  have  had  our  library  through  the  machines 
at  least  once  for  all  features  and  many  times  for  the 
very  popular  ones,  we  find  that  interruptions  are  not 
frequent  and   that  considerable   footage  can   be   run." 

CONCORDIA  PUBLISHING  HOUSE 

3558  South  Jefferson  Avenue 

St.  Louis  16.  Missouri 


"Does  Thorough  Inspection  Job" 

"It  does  a  more  thorough  job  of  finding  defects  in 
films  than  hand  inspection  can  usually  do. 

"It  enables  us  to  inspect  more  films  in  the  same  time 
as  hand  inspection  requires.  This  is  especially  true 
after  films  have  been  through  the  inspection  machine 
once. 

"It  gives  us  confidence  that  customers  will  have  no 
trouble  in  projecting  those  films  that  have  been 
through  the  inspection  machine." 


ENCYCLOPAEDIA   BRITANNICA   FILMS.   INC. 
Wilmette,  Illinois 


"Inspects  143,000  ft.  in  7  Hours" 

lb  kept  the  INSPECT-O-FILM  machine  running 
light  through  for  about  seven  hours  and  at  the  end 
the  day  he  figured  he  had  run  approximately 
,000  ft.  of  film  through  the  machine. 

the  evening  he  came  in  and  worked  for  about  four 
rs  and  during  that  time  he  ran  through  nearly 
)00  ft,  of  film.  Again  the  films  were  mostly 
jnted  on  1600  ft  reels. 

im  simply  giving  you  the  above  information  since 
now  it  makes  you  feel  good  to  know  that  your 
)y'  is  producing  so  much  work." 

J.  P.  LILLEY  &  SON 

928  N.  Third  Street 
Harrishurs,  Pennsylvania 


ffere  is  What  the 
Inspect-o-film  Does 

orn  or  enlarged  sprocket  holes  are 
detected,   and    inspect-o-Film   stops. 

Sprocket  punch  caused  by  gear  run- 
ning out  of  sprocket  holes,  is  de- 
tected, and  Inspect-o-Film  stops. 

Good  splices  are  counted,  weak 
splices  are  detected,  and  Inspect- 
o-Film  stops. 

Broken  film  is  delected  while  in- 
specting or  rewinding,  and  Inspect- 
o-Film   stops. 

Scotch  tape  splices,  pins.  etc..  are 
detected,  and   Inspect-o-Film  stops, 

ALL  TYPES  Of  film  defects  that  would 
cause  a  poor  showing  are  instantly 
detected     by     the     INSPECT-O-FILM. 


Arkansas  State  Dept.  of  Education 
Proctor  &  Gamble  Distributing  Compai 
Los  Angeles  City  Board  of  Education 
Ford  Motor  Company  Film  Library 


"Unbelievable  Falling  Off  in  Damage" 

"This  machine,  property  adjusted,  definitely  catches 
all  of  the  damages  to  a  film  and  does  a  much  better 
job  than  can  be  done  by  hand  inspection.  We  are 
convinced  hand  inspection  does  not  catch  all  of  the 
bad  broken-out  sprocket  holes,  etc. 

"We  have  had  an  almost  unbelievable  falling  off  in 
film  damage,  so  unquestionably  some  of  it  is  due  to 
the  better  condition  in  which  the  films  go  out. 

"We  are  now  doing  with  one  operator  what  it  took 
two  operators  to  do  with  hand  inspection. 

"I  can  say  that  if  the  machine  continues  to  measure 
up  as  it  seems  to  be  doing  now  during  our  heavy 
season,  we  will  be  in  the  market  for  a  second  machine 
next  year." 

FROM  A  STATE  UNIVERSITY 
(name  on  request) 


,RWALD  COMPANY 

/ENUE     •     EVANSTON.    ILLINOIS 


SOME  TYPICAL   INSPECT-O-FILM   INSTALLATIONS 


Union  Pacific  Railroad  Co. 
Guild  Films  Company,  Inc. 
Loew's  International  Corp. 
Syracuse  University 


Louisville  Council  of  Churches 
Louisville  Free  Public  Library 
Photoart  Visual  Service 
General  Motors  Corporation 


Sunray  Films.  Inc. 
Five  Star  Pictures 
General  Films  Limited 
Veterans  Adminislratir- 


"Is  Using  28  Inspect-o-Fiims" 

"At  the  present  time  the  Modern  Talking  Pictures 
organization  is  using  28  of  the  INSPECT-O-FILM 
automatic  film  inspecting  machines.  We  have  found 
these  machines  extremely  satisfactory  and  a  tremend- 
ous aid  to  us  in  our  film  library  operations. 

"The  INSPECT-O-FILM  machine  enables  our  in- 
spectors to  substantially  increase  their  production 
output.  I  believe  that  it  is  entirely  within  the  realm 
of  reasonableness  to  stale  that  these  machines  have 
increased  the  effectiveness  and  productivity  of  our 
labor  by  approximately  fifty  percent. 

"Customer  satisfaction  resulting  from  perfect  projec- 
tions resulting  from  the  more  effective  inspection  pro- 
vided by  these  machines  has  been  extremely  notice- 
able." 

MODERN  TALKING  PICTURE  SERVICE,  INC. 
Chicago,  Illinois 


you  Can  Rent  or  Own 
an  Inspect-o-film 

You  can  try  automatic  film  inspection  for 
just  $75  00  a  month!  This  money  can  be 
applied  on  the  purchase  price  of  the  ma- 
chine. 

So  why  not  have  the  advantages  of  im- 
proved film  inspection,  of  savings  in  labor, 
and  of  savings  in  film?  You  will  be  able 
to  assure  your  customers  a  perfect  show 
every  time. 

For  full  details,  wrile: 

Mr.  John  L.  Remke.  Sales  Manager 
THE  HARWALO  COMPANY 


Naval  Supply  Center 
Geo.  W.  Colburn  Laboratory 
Ideal  Pictures  Corp. 
Santa  Fe  Railroad 


Five 
Years 

Ago . . . 


we  hung  out 
our    shingle: 


PAVl  ALLEY 
PRODUCTIONS 


afler  twenty  years  as  Producer, 
Writer  &  Editor  of  national  news- 
reels  and  short  subjects  for  Para- 
mount. MGMand  NBC  Television. 

Today... 

we  are  proud  to  list  some  of  the 
clients  for  whom  we  have  writ- 
ten and  produced  films: 
Pieiiiei  Brewing  Company 
Florida's  Silver  Springs 
The  Anthracite  Industry 
U.S.  liTiormation  Service 
Chrysler  Corporation 
General  Motors 
Nash  Automobiles 
N.Y.  State   Thruway 
Dominion  Steel  &  Coal  Corp. 
Electric  Furnace  Man 
City  ot  New  Orleans 
FtKO-Pathe  Pictures 
Larkwood  Hosiery 
Lever  Brothers  Company 

All  we  have  to  offer  is 
a  knowledge  of  how  to 
write  and  produce  films 
designed  to  do  the  job 
for  which  they  are  in- 
tended. 

Most  of  our  Sales,  Ad- 
vertising and  Public  Re- 
lations films  are  made 
on  location,  imparting 
an  authentic,  believ- 
able, and  documentary 
quality. 

We  invite  your  inquiry. 

Paul  Alley 
Productions 

619  West  54lh   Street 
New  York  19,  N.  Y. 
JUdson  6-2393-2394 


THE  YEAR  IN  DENTAL 
FILM  DISTRIBUTION: 

ICONTIMKI)     FK(1\1      I'M.K     1  .-iO  I 

qui'sted  hv  dt-ntai  socit^lics.  'IS^'r 
b\  other  profrssional  groups  surh 
as  dental  sehools.  hospital  denial 
staffs,  and  armed  serviees  person- 
nel, and  2.5'f  by  nondenlal  sehools, 
eonnnunil\  and  eivic  groups.  Den- 
ial health  eduealion  is  disseminated 
to  the  public  through  stale  and  local 
dental  societies.  This  is  a  sharp 
change  in  the  trend  from  1952 
when  85' f  of  the  692  films  cir- 
culated were  requested  directly  by 
ihe  public  and  only  15'~f  by  pro- 
fessional  groups. 

Planned    .4ction   Gets   Result* 

This  change  did  not  occur  auto- 
matically. It  was  the  result  of  a 
planned  action.  This  included  the 
publication  in  the  Journal  of  llir 
.American  Dental  Association  of 
monthly  film  reviews  and  articles 
on  available  materials:  distribu. 
tion  of  mimeographed  lists  of 
audio-visual  materials  and  letters  to 
dental  society  secretaries.  All  of 
these  stressed  the  importance  of 
more  effective  program  planning  in 
the   use  of  audio-visual   materials. 

In  1954.  in  spite  of  the  fact  that 
budgetary  considerations  curtailed 
the  film  distribution  activities  of 
the  United  Slates  Information 
Agency  in  Washington.  D.  C  over 
75  films  were  distributed  to  dental 
societies  abroad.  Each  request  had 
to  be  handled  on  an  indi\idual 
basis.  However,  in  August  1954.  the 
Film  Library  published  the  booklet. 
""Audio-Visual  Materials  in  Den- 
tistry." which  gives  information  on 
the  Film  Library's  rental  policy,  its 
audio-visual  collection  and  sources 
of  purchase  and  films  cleared  for 
television.  Free  copies  are  available 
on  request  to  the  .American  Denial 
Association  Film  Library,  222  E. 
Superior  St..  Chicago.   III. 

Continuing  Needs  Are  Cited 
The  development  of  a  central 
source  of  audio-visual  information 
on  dental  subjects,  equipment,  den- 
tal film  production  and  cataloging 
have  been  continuing  as  important 
activities  in  the  Film  Library  pro- 
gram. The  demands  from  the  field 
now  indicate  the  need  for  addi- 
tional source  material  for  telp\i- 
sion  use.  The  Film  Library,  the 
Bureau  of  Denial  Health  Education 
of  the  Association  are  preparing 
such    information.  Q" 

Note:  additional  reports  on  other 
]»hases  of  medical  and  dental  film 
adivily  will  appear  in  these  pages 
during  comins  months. 


Best  of  nation's    "How  to  Do  It"  shows  on  television  is     Walts  Workshop 

shown   being  filmed   a+   Reid   H.   Ray  studios  In  St.   Paul,   Minnesota. 

"Walt's  Workshop"  Most  Durable  TV  Program 


♦  One  of  television's  durable  at- 
tractions is  the  "h»w-to-doit  show."" 
Handiwork  lessons  are  an  estab- 
lished part  of  other  nie<iia.  but  tv"s 
parlor-presence  lends  ilself  to  per- 
son-to-person demonstration  and  the 
\iewer  is  close  to  his  own  ""work- 
shop."  Fifty-two  crafts  subjects, 
chosen  for  their  popularity  on  an 
outstanding  live  tv  program.  W  all's 
U orkshop.  are  being  porlraved  in  a 
new  series  of  films  for  additional  t\ 
use. 

Filmed  by  Reid  H.  Ray 
Produced  and  distributed  by  Reid 
H.  Ray  Film  Industries,  Inc..  Si. 
Paul.  Minn.,  the  filmed  series  of 
Walt's  Workshop  gives  slep-by-step 
instruction  on   scores   of   household 


remodeling  and  repair  problems  as 
well  as  home  workshop  projects. 
The  film  series  is  accompanied  by 
a  complete  merchandising  service, 
including  instruction  sheets,  window- 
posters,  ad  mats,  direct  mail  pieces 
and  other  traffic  builders. 

NBC's  Oldest  Chicago  Show 

""Walt"  is  Walt  Durbahn.  a  car- 
j)enter  craftsman  whose  original 
Workshop  is  the  oldest  NBC  Chi- 
cago tv  show  and  has  a  national 
lecord  for  continuous  sponsorship. 
A  union  carpenter,  Durbahn  taught 
industrial  crafts  in  a  public  high 
school  for  several  decades  and  is 
responsible  for  a  number  of  appren- 
tice   training    programs.  ^ 


IT  MAKES/SENStM 

HEAVY    DUTVy/^i^^^^ 

SHIPPING  CASES 

FOR  ROUND  FILM  CANS' 


•  .No  ccjriurs  mean  no  weak  points. 

•  .\Iadi'  of  hard  vulcanized  fibre. 

•  Heavily  varnished  outside  and 
inside  to  make  them  even  more 
waterproof. 

•  Durable  handles  and  web  straps 
on  all  sizes. 

•  New  flat  type  buckles  for  easy 
stacking. 


wtttc  foe 

CATALOG 


The  Nation 's  Exclusive. 
Source  of  the(^(M*t<i) 
film  Shipping  Case-^. 


WM.   SCHUESSLER  •  Dept.  B 

341     WEST    SUPERIOR    STREET   •   CHICAGO    ID    •   ILLINOIS 
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w  in  your  audio-visual  program 


Your  local  NAVA  Audio-Visual  Dealer  offers  practical,  profes- 
sional assistance  in  your  audio-visual  program.  His  membership 
in  the  National  Audio-Visual  Association  is  your  assurance  of  his 
reliability  and  competence.  A  specialist  in  audio-visuals,  your 
"right  hand  man"  is  a  convenient  source  for  materials,  equipment 
and  service. 

Whether  you  need  help  in  arranging  your  motion  picture  film 
or  filmstrip  program,  or  selecting  audio-vi.sual  equipment  of  any 
type,  or  finding  the  right  filmstrip,  your  NAVA  Audio-Visual 
Dealer  is  the  man  to  call.  Just  a  few  of  his  other  services  include 
equipment  rentals,  complete  projection  service,  and  equipment 
repairs  performed  by  factory -trained  technicians.  Your  NAVA 
Audio-Visual  Dealer  is  close  at  hand — and  only  he  can  furnish 
all  these  important  services. 

Meet  your  "right  hand  man" — for  a  list  of  NAVA  dealers  and 
the  services  they  offer,  write  the  National  Audio-Visual  Associa- 
tion, Evanston,  Illinois. 


MEMBER 
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AUDIO- 
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Handling    Anaconda    copper    tubing. 

American   Brass   Co.   Releases 
Two   Films   on  Copper  Tubing 
■¥  Two  new  16mni  Kodachronie  ino- 
lion  pictures  on   the  use  of  copper 
tubing  have   been    released    by   The 
.American  Brass  Company. 

Anaconda  PC's,  14%  minutes, 
shows  a  new  concept  of  engineer- 
ing and  installing  radiant  panel 
lieating  systems  with  pre-formed 
copper  tube  panel  grids.  The  film 
demonstrates  the  adaptability  of 
these  systems  for  various  kinds  of 
ceiling  construction,  as  well  as  for 
radiant  floor  installations. 

Step-by-slep  operations  show  ad- 
vantages of  planning  radiant  heat- 
ing installations  with  standard  sized 
pre-fornied  grids  over  the  more  la- 
borious method  of  hand-forming  the 
copper  tube  coils  on   the  job. 

Penny  W  ise.  The  Slory  of  Ana- 
conda Type  M  Copper  Tubing.  17 
minutes,  features  a  narration  by 
Lowell  Thomas.  This  film  describes 
the  virtues  of  non-rusting,  light- 
weight, easily  assembled  copper 
lubes  for  sanitary  drainage  systems 
in  domestic  and  commercial  plumb- 
ing. Installation  of  various  soil, 
waste  and   vent  lines  are  depicted. 

Anaconda  PC's  was  produced  by 
Riverside  Pictures.  North  Hacken- 
sack,  New  Jersey  and  Penny  K'isc 
.  .  .  was  produced  by  Bay  State 
Film  Productions.  Inc..  Springfield. 
Mass. 

These  films  are  available  with- 
out charge  for  showing  before  pro- 
fessional, service  and  trade  associ- 
ations or  other  interested  groups. 
Requests  should  be  made  as  far  in 
advance  of  showing  date  as  pos- 
sible. The  company  requests  that 
the  user  supply  an  alternate  date. 
.Address:  The  .American  Brass  Com- 
pany. Building  Products  Service 
Department.  Waterbury  20.  Conn. 
»        •        • 

Workshop  Aluminum  Explained 
in  Reynolds  Metals  Co.  Film 
♦  .\  1  1-miimte  color  motion  picture 
explaining  how  to  work  with  a  new 
item  in  workshop  materials,  Do- 
IhYourselj  Aluminum,  is  available 
from  Reynolds  Metals  Company  for 
showing  to  schools,  clubs,  organiza- 
tions, and  other  groups. 

The    film    iletnonslrotes    how    the 
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Production  Line 


New  Pictures  to  Expedite  Industrial  Operations 


new  aluminum  product,  which 
comes  in  a  variety  of  shapes,  can 
be  used  for  building  many  work- 
shop projects.  It  emphasizes  the 
actual  techniques  of  cutting,  bend- 
ing  and   drilling. 

The  fact  that  l)^.||-^  uursclf  ahi- 
}nin»m  can  be  u.sed  with  ordinary 
\\()od»orking  tools  is  demonstrated 
throughout  the  picture,  with  scenes 
showing  aluminum  being  worked 
with  equipment  likely  to  be  found 
in  the  home  workshop,  from  ordi- 
nary household  shears  to  a  drill 
press,  jig  saw  and  jointer-planer. 
While  how-to-do-it  features  domi- 
nate, some  finished  projects  are 
shown  along  with  suggestions  for 
olliers.     Included    is    a    demonstra- 


tion of  how  to  niaki-  aluniirnjm 
screens. 

The  film  was  produced  for  Rey- 
nolds by  Vogue  Films.  Louisville. 
Ky.  It  is  axailable  from  the  Rey- 
nolds Metals  (Company.  2500  .South 
Third  .St..  Louisville  1. 

Rapid   Band  Machining  Methods 
Introduced   in    DoAII    Film 

*  Industrialists  looking  for  methods 
of  speed-up  and  saving  in  the  ma- 
chining of  metals  should  be  inter- 
ested in  Production  Band  Machin- 
ing.  a  new  3()-niinute  color  film 
showing  a  sharp  departure  from 
conventional  machine  practices,  re- 
leased by  the  DoAll  Company  of 
Des  Plaines.  111. 

In   the  film,   rapid   machining   in 


Business  film 

producers  for 

thirty  years 

Slide  films  •  Motion  pictures  •  Films  for  TV 

tOllywood  4-3 183^^^^,^ 


Frederick  K.  ■mflTBinr^l  Company 

6063  Sunset  Blvd.   Hollywood  28    Hollywood  4-3183 


the  production  of  duplicate  ]iarts 
is  seen  as  the  result  of  a  complete 
break  with  the  slower  chip-produc- 
ing methods.  Es.sential  to  the  new 
idea  is  the  use  of  the  contour  cut- 
ling  band  machine,  equipped  with  a 
powered  work  table,  plus  the  use 
of   exceedingly   simple    fixtures. 

The  speed  techniques  exploit  the 
principles    of    "band     machining": 


Production     Band     Machining"    Scene. 

the  ability  to  remove  unwanted 
material  in  whole  salvageable  sec- 
tions by  machining  directly  to  the 
outline  of  a  part:  the  elimination  of 
time-wasting  hold-downs  and  clamps 
in  wcirk  fixturing  because  of  the 
(  onstani  downward  pressure  exerted 
|i\    llic   cutting  tool. 

Iniproved  Techniques  Show-n 

-Numerous  scenes  illustrate  how 
this  downward  pressure  serves  to 
.  hold    the    work    against    the    table. 

^  thereby  confining  work  fixture  ele- 
ments to  simple  side  and  hack-up 
guides.  Close-ups  .show  the  details 
of  cutting  in  which  a  narrow,  ma- 
neuverable  band  tool  navigates 
complicated  internal  or  external 
shapes  in  the  toughest  materials. 
The  film  stresses  the  relatively  chip- 
le.ss  metal  removal  of  the  metal 
cutting  band  tool  and  the  resultant 
possibilities  for  salvaging  metals. 

Highly  diverse  rapid  machining 
operations  pictured  include:  shaping 
a  tool  sliank.  slotting  a  rotor  used 
in  power  braking  pumps,  cutting 
circles  in  stainless  steel,  cutting  radii 
and  machining  grinding-reliefs  in 
locking  blocks,  shape  cutting  ec- 
I  enlric  actuating  levers,  notching  or 
alli'ring  a  die  with  a  "line  grind 
land"  and  filing  eccentric  parts  with 
a  "(\\v  band." 

Exi-lusive    Features   -\re   Noteil 

One  sequence  deals  with  exclu- 
si\e  baiul  machine  features  designeil 
to  facilitate  production  machining 
operations.  .Among  these  are  foot- 
(ontrolled  hytlraulic  tables  which 
free  the  operator  s  hands  for  work 
loading     and     unloading:     coolant 
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facilities:  infinilely  variable  speed 
controls  affording  ranges  up  to 
friction  cutting  speeds.  The  film 
points  out  possibilities  for  removing 
metal  at  unheard-of  rates  in  pro- 
ducing virtually  any  conceivable 
shape  in  metal. 

Production  Band  Machining,  may 
be  obtained  on  free  loan  from  The 
DoAll  Company.  251  North  Laurel 
Ave..  Des  Plaines.  111.  Write  well 
in  advanre  of  the  desired  date.         ^ 

Ultrasonic   Testing    of   Metals 
Shown   in   Sponsored   Film 

+  Basic  lechniijufs  for  nun-dcstruc- 
tively  testing  metals  by  means  of 
ultrasonic  sound  waves  are  illus- 
trali'd  in  Immersed  Ultrasonic  In- 
spection, an  11 -minute  color  film 
sponsored  by  Electrocircuits.  Inc.  of 
Pasadena,  California. 

Produced  bv  Johnson-Hunt  Pro- 
ductions. Hollvwood,  the  technical 
film  demonstrates  newly  designed 
ei|uipnienl  which  Electrocircuits. 
Inc.  provides  in  this  highly  special- 
ized field. 

Sound  Waves  Detect  Flaws 

Aiiinialed  sequences  show  how 
sound  waves  with  frequencies  rang- 
ing up  to  25  luegacycles  are  used 
for  echo  ranging  into  metals  in 
search  of  flaws.  Since  ultrasonic 
sound  is  not  carried  through  air. 
both  transmitter  and  the  part  to  be 
inspected  must  be  immersed  in  liq- 
uid or  connected  by  a  liquid  path. 
Echoes  from  such  high  frequency 
sound  will  be  returned  by  minute 
flaws  within  the  metal.  Complex 
electronic  circuits  are  used  to  an- 
alyze such  echoes  and  compute  the 
distance  at  which  they  lie  beneath 
the  surface. 

Tube   Shows   Color   Images 

This  information  is  presented  to 
the  operator  on  cathode  ra\"  tubes 
in  patterns  closely  resembling  radar 
screens.  The  film  shows  the  moving 
color  patterns  of  the  several  dif- 
ferent types  of  presentation  and  ex- 
plains how  they  are  interpreted. 

Immersed  Ultrasonic  Inspection 
is  being  u.sed  by  Electrocircuits. 
Inc.  to  acquaint  electronic  engineers 
and  metallurgists  with  the  applica- 
tion of  the  corporations  equipment 
to  ultrasonic  techniques.  It  has 
proved  effective  at  trade  shows  and 
conventions,  where  live  demonstra- 
tions are  impossible.  Its  simplifica- 
tion of  complex  techniques  has  not 
omitted  important  details;  thus  it 
is  understood  by  non-technical  ex- 
ecutives and  yet  holds  the  interest 
of  engineers. 

The  script  was  prepared  by  Si 
Johnson  of  Johnscjn-Hunt  Produc- 
tions from  material  furnished  by  the 
sponsor.  Animated  sequences  are 
the  work  of  Plavhouse  Pictures.  ^ 


show  them  on  a 


Da-Lite 


the  world's  only  High-Fidelity>^ 

PUSH-BUTTON' PROJECTION  SCREENS 


*Color,  like  sound,  also  vibrates;  and  only  o  screen  built  to  high-fidelity 
standards  can  reproduce  these  vibrations  the  way  they  were  when  cap- 
tured by  the  camero. 
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Best  for  3-0,  but  its  silver  surface  h  spe- 
cially engineered  so  you  con  use  it  for  2-D 
as  Weill  The  One  screen  that  can  do  justice 
to  your  3-D  slides  and  movies. 


The  White  Magic  glass-beaded  screen 
thai  gives  2-D  slides  end  moviei  depth 
and  true-to-life  brilliance  I  Compare  it 
ny    other    2-D 


with 
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PERFECTION    IN    PROJECTION    SINCE    1909 


SET  IT  LOW 


from  14"  off  the 

floor  for  smaller 

audience; 


OR  HANG  IT 

remove  from    50"  x  50" 
tripod  and 
hong  on  wa 

in  minutes 


535 


25 


SO    EASY   TO    SET    UP,   THEY   MAKE 
ALL   OTHER    SCREENS    OBSOLETE! 

1   Hold  screen  ver-  2  Extension    rod      3  Swing  to  horlzon- 

ticolly  above  floor  pops   up  .   .   .  legs      tol  position,  nook 

.    .    .    touch    "Push-  glide  open...  and    raise   to   de- 

Button"  at  goose-  sired  setting, 

neck  .  .  . 


FREE!  "Baiter  Audio-Visual  Planning."  Talli  how  to 
got  moro  thrilling  brilliance  in  slides,  movies. 


MAIL  COUPON  TO:  Da-Lite  Screen  Co.,  Inc. 
2703  North  Pulaski  Rd.,  Chicago  39,  Illinois 

Send  my  copy  of  "Better  Audio-Visual  Plonning.' 


Nome    

Company  . 


Address 
City 


NUMBER 
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what's  new  in  sponsored  pictures 


A  toast   to   sa.ei   ^^...    ,^  One 

Above   All"    recently    produced    for 
Anheu5er-Buscli    Inc..    brewers. 

"One  Above  All"  a  Deluxe  Show 
for    Anheuser-Busch    Distributors 

*  Arilii-usiTBuscli.  Inc.  ha*  ulllizfd 
Hollywood  talent  in  costume  photo- 
plays to  depict  (he  company"?  his- 
tory and  spread  general  good  will 
concepts  about  product  quality.  \o» 
the  St.  Louis  brewery  has  sponsored 
a  motion  picture  in  which  a  Holly- 
wood ca.st  does  a  modern-dress,  big- 
sample  selling  job. 

The  new  28-minute  film  is  One 
■thote  All.  produced  in  35mm  East- 
man Negatiye-Positiye  color  by 
-Atlas  Film  Corporation.  Oak  Park. 
III. 

."^hown  to  sales  personnel  and  dis- 
tributors at  the  company's  Janu- 
ary gel-together-  On^  Above  All 
centers  on  what  is  described  as  the 
world's  largest  brewery — a  malt 
metropolis  coyering  94  acres,  where 
tanks  loom  to  a  62.000  gallon  ca- 
pacity and  the  daily  output  is  seyen 
million  cans  and  bottles  of  foamy 
I'cxerage. 

The  good-looking  actors  and  an 
array  of  choice  landscapes  work  to 
fasten  the  film's  label  securely  in 
a  kind  of  pictorial  prosit  to  the 
sponsor's   efforts   and   product. 

.Atlas  produced  One  Above  All  as 
one  of  its  major  projects  in  1951. 
Camera  crews  collected  shots  in 
Chicago.  St.  Louis,  the  Pacific 
-Northwest.  California  and  Newark. 
Directed  by  Lou  Marlowe,  the  prin- 
cipal action  features  John  Smith. 
Helen  .Marshall.  Ken  Steyens  and 
.Arthur  .Space.  Brewery  operations 
at  St.  Louis.  Newark  and  Califor- 
nia's San  Fernando  Valley  plant 
and  shots  of  St.  Louis  scenes — the 
riyer.  zoo.  Botanical  Gardens — are 
worked  into  a  script  by  .Atlas  writer 
Hal   Secor.  & 

Scene    in    brewery    operations    fea- 
tured   in    "One   Above   AD." 


RECENT  FILMS  ON  PROMOTION,  ECONOMIC  EDUCATION  THEMES 


Boat    Handling,    Sea    Etiquette 
Shown   in   "School  for  Skippers" 

♦  Schodl  jar  Shijiiyers.  si\th  in  the 
"Water  W  orld"  series  of  color  films 
produced  for  the  -National  Associa- 
tion of  Engine  and  Boat  Manufac- 
turers, was  premiered  during  the 
annual  convention  of  the  Lniled 
Slates  Power  Squadrons  at  the  Hotel 
Sheraton  .Aslor.  Jan.  14  in  New 
\ink  City. 

ihe  l.S'o. minute  sound  film  re- 
cords the  education  of  a  noyice  to 
boating  as  he  buys  his  first  cruiser, 
shows  it  to  his  family  and  takes 
them  out  for  a  ride  under  the  guid- 
ance of  a  friendly  L  .SPS  member. 
The  novice  finds  that  there  is  much 
to  learn  about  boat  handling  and 
manners    and    customs    afloat.    He 


also  hears  of  the  Power  Squadrons' 
free   basic   course   in    piloting. 

13ad.  mom.  sis  and  brother  enroll 
in  the  course  and  receive  their 
.'^'quadron  training  from  expert  vol- 
mvteer  instructors.  On  completion 
of  the  course,  dad  becomes  a  com- 
petent master  of  his  cruiser  ami 
plots  a  course  for  a  Squadron 
icndezvous  with  the  help  of  his 
able  crew. 

The  film,  al.so  jiroduced  in  black 
and  white  prints  for  television  dis- 
tribution, was  produced  by  Victor 
Kayfetz  F^roductions,  Inc.  E.  J.  Man- 
deville  of  I  SPS  served  as  techni- 
cal advisor.  For  prints  write  to: 
National  Association  of  Engine  and 
Boat  Manufacturers.  420  fjCxington 
.Avenue,  New  York  City  17.  9 
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Films  Are  under' 
5iood   betier    and    re- 
membered   longer  —  wirb 
Victor's  superb  sound  and  pic 
lure    quality. 

The   new  VICTOR    16mm 
SOUND    PROJECTOR 

is  easy  as   1-2-3  to  operate 

IEasy  3-spot  threading  .  .  .  over  sound 
drum,  through  film  gate,  on  lo  single 
drive  sprocket. 

2  Easiest  to  operate  (with  finger-tip  con- 
trol panel,  softly  illuminated).  Start 
motor,  turn  on  lamp,  adjust  sound 
volume. 

3  Easiest  on  \our  films  —  3-spot  safety 
film  trips  protect  films  by  stopping 
projector  immediately  in  case  of 
emergency. 

k  viCTork 


VOU  CAS  TAKE  IT  WITH  VOU 
The  new  Victor  is  lightweight ! 
Carr>-  it  with  >()u  from  department 
to  department,  from  plant  to  plant, 
or  from  city  to  city.  Victor  is 
smartly  styled,  too  .  .  .  looks  like 
fine  luggage  and  isn't  any  larger. 

SEND    FOR    FREE    FOLDER   TODAY 


iu^lap/t  C<'£p<Kuuv> 


Dept.    L-25  Davenport,    Iowa,   U.S.A. 
New  York  —  Chicago 

Quality    Motion    Picture    Equipment    Since    1910 


A    scene    in    'American   Adventure 

—  It^r--,   ideoloaicai  film. 


TV    Film    Series    on    America 
Available    to    16mm    Audiences 

■¥  I  he  de\i-liipniciil  of  .American 
political  and  economic  institutions 
and  the  ideologies  which  are  be- 
lieved to  threaten  free  traditions  in 
.America  are  portrayed  in  a  filmed 
lelevision  series  which  is  being 
made  available  to  16mm  audiences. 
Release  of  the  American  Adven- 
ture lelevision  .series  to  motion  pic- 
lure  screen  viewers  has  been  an- 
nounced by  Dr.  George  S.  Benson. 
jiresident  of  Harding  College  and 
founder-director  of  the  National 
Education  Program.  These  films 
were  produced  for  television  and 
not  according  to  the  technical  stand- 
ards of  regular  classroom  educa- 
lional  subjects  but  an  audience- 
testing  program  resulted  in  a 
demand  for  their  use  in  the  16mm 
field. 

Individual    16nim   Release 

1  he  films  are  being  released  one- 
by-one.  as  production  progresses, 
for  schools,  industries,  civic  clubs. 
the  armed  forces.  The  television 
package  will  be  relea.*ed  later. 

Of  the  series.  Dr.  Benson  .said. 
"Our  material  progress,  and  our 
political  and  economic  institutions 
in  -America,  represent  by  far  the 
sreatesi  achievement  of  any  nation 
in  history  in  the  ageless  search  for 
human  welfare.  But  this  achieve- 
ment needs  wider  recognition.  Our 
national  heritage  of  freedom,  self- 
expression,  and  comparative  plenty 
ran  remain  secure  only  to  the  ex- 
tent that  our  economic  and  politi- 
cal system  is  appreciated,  under- 
stood and  cherished." 

Lecture  Theme.-   Featured 

The  basic  setting  for  the  films  is 
the  leiture  classroom  of  the  Free- 
dom Forum  Vi  orkshop.  located  in 
the  Harding  (College  School  of 
American  .Studies.  As  lecturer,  the 
series  features  Dr.  (^iflon  (ianus. 
Jr..  dean  of  the  School  of  Ameri- 
can .Studies.  In  addition  to  dramati- 
zation, flannelboard.  Hip-chart,  moii- 
els.  mock-ups  and  dioramas  are 
used  to  enliven  the  lecture  themes. 

Each  film  is  I'^'i  minutes  in 
length  and  three  are  now  available: 

The  Hejiinninji  ill  I'hmnulh  Col- 
ony ■ —  dramatizing      the     economic 
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life  at  Jamestown  and  Plymouth 
Colony,  where  the  foundin;;  fathers 
tried  a  communal  system,  only  to 
have  it  fail.  The  film  shows  the  im- 
mediate progre.is  at  both  settlements 
when  the  principles  of  private  own- 
ership of  property  and  self-reliance 
were  established. 

Our  Two  Great  Documents,  de- 
picting the  history  of  the  Declara- 
tion of  Independence  and  the  I  nited 
.'states  Constitution.  This  film  shows 
the  circumstances  out  of  which  grew 
the  need  for  the  Declaration  and 
for  the  Constitution,  and  examines 
the  substances  of  the  documents. 
It  emphasizes  that  the  word  "democ- 
racy" was  not  used  in  the  Constitu- 
tion; that  it  created  a  Republic. 

The  Structure  oj  the  .American 
Way  of  Life,  in  which  Dr.  Ganus 
builds  a  monument  to  liberty — 
using  as  stones  the  fundamentals  of 
our  freedom  philosophy  and  the 
specific  rights  and  responsibilities 
given  each  citizen.  This  session  chal- 
lenges the  Leftwing  statement  that. 
*'Vou  can't  define  the  so-called 
American  way  of  life:  its  an  ab- 
stract term."  .\  definition  for  all 
Americans  is  offered. 

Other  films  in  the  series  now  in 
production  are:  .4merica'.s  Di.stri- 
bution.  oj  Wealth.  Responsibilities  of 
American  Citizensliip.  If  hat  Makes 
America  Tick.  If  h\  Kill  the  Goose. 
SecuritY  and  Freedom.  Socialism. 
and    Communism. 

Black-and-white  prints  of  the 
first  three  films  may  be  purchased 
at  860  each  or  the  series  of  three 
for  8150.  Order  from:  F'ilm  Divi- 
sion. The  National  Education  Pro- 
gram, 815  East  Center.  Searcy,  -Ark- 
ansas. 

The  television  series  is  one  of 
several  communication  media  which 
have  been  utilized  by  the  Na- 
tional Education  Program  since  its 
founding  15  years  ago.  Through 
the  press,  lecture  platform,  radio, 
and  motion  pictures.  The  National 
Education  Program  reaches  an  es- 
timated weekly  audience  in  .\merica 
in  excess  of  25  million  persons.     S" 


Arco   Films  Announces   "Moses," 

♦  Moses,  a  new  16mm  film  based 
on  engravings  by  Gustave  Dore 
with  a  narrative  taken  from  the 
Old  Testament,  is  available  for  gen- 
eral showings  from  .Arco  Films. 

Produced  by  Victor  Kayfetz  Pro- 
ductions, Inc..  New  \  ork.  the  film's 
original  music  score  by  Clinton 
Elliot  was  composed  to  recreate  the 
tonal  sounds  and  effects  of  the  music 
of  Biblical  times. 

The  film  is  in  black  and  white 
and  runs  for  14  minutes.  Arco 
Films  is  located  at  2390  Broadway, 
New  York  24. 
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Long,    Fasier   Life   for   Ladies 
Explained    In    Maytag    Film 

■¥■  "Sixty  years  ago  the  men  of 
the  United  Slates  lived  longer  than 
the  women,  but  today  the  figures 
stand  the  other  way  around:  women 
outlive  the  men."  This  quotation 
to  conjure  with  is  a  keynote  phrase 
from  Lonii  Live  The  Ladies,  a  new 
film  which  sets  out  to  e\])lain  why 
the  once  rarer  sex  is  now  the  long- 
sharer  sex. 

.According  to  Long  Live  The 
Ladies,  which  is  sponsored  by  The 
Mavtag  Company.  Newton.  Iowa. 
one  big  reason  women  are  out- 
lasting men  is  that  women  arent 
working  themselves  to  death.  Thanks 
to  things  like  washing  machines. 
the  Ladies  have  sufficient  time  and 
energv  to  rear  their  families,  re- 
tain their  freshness  and  charm  and 
last  longer. 

To  build  its  case,  the  public  re- 
lations film  contrasts  the  housewife 
of  the  earlv  1900's  with  today's 
machine-aided  Mrs.  It  contends  thai 
a  half-century  ago  a  woman  with- 
out a  staff  of  servants  was  con- 
demned to  middle  age  by  the  ar- 
rival of  her  first  born.  Scrubbing 
the  family  laundry,  she  soon 
scrubbed  away  her  looks  and  life. 
Todav.  says  the  film,  the  washing 
machine  does  the  womans  job  bet- 
ter and  in  a  jiffy. 

-After  honoring  the  washing  ma- 
chine and  other  applianies  that 
serve  the  modern  woman,  the  film 
tells  the  story  of  The  Maytag  Com- 
pany, which  pioneered  in  home 
laundry  equipment.  The  story  is  one 
of  industrial  development  in  the 
central  plains,  ingenuity  and  deter- 
mination, industrial  success  and 
community    integration. 

Illustrated  are  production  meth- 
ods, the  individuals  who  make  up 
the  labor-management  team  and  the 
growth  of  a  town  along  with  the 
growth  of  an  industry  —  a  growth 
which  does  not  strangle  the  town 
but  nourishes  it.  enabling  its  citi- 
zens to  enjoy  the  ease  they  have 
helped  to  create.  The  film  was  pro- 
duced by  Louis  Huot.  Los  Angeles. 

Lon^  Live  The  Ladies  is  a\'aila- 
blc  to  women's  groups.  P.T.A.'s. 
and  employee  groups  from  The 
Maytag  Film  Library,  Newton. 
Iowa.  H- 


Cereal    Institute    Film   Teaches 
Nutrition   With   Puppet    Show 

♦  /mi's  Heller  Break ja.sl  I'li  jipi  I 
Show,  a  25-minute  color  film  pre- 
pared to  make  nutrition  a  tasty  dish 
for  children,  has  been  ainiouncr-d 
by  the  Cereal  Institute. 

Till'  16mni  film  is  an  exact  re- 
Miiding  of  an  actual  puppet  show 
^een  li\  12.1.(1(10  elementary  chil- 
clrci)  ;uicl  leachers  in  150  New  York 
City  public  schools  during  the  195.3- 
51  school  year.  The  picture  was  pro- 
duced in  cooperation  with  the  Bu- 
reaus of  Visual  Instruction  and 
Health  Education.  City  of  New  York 
Board  of  Kducation  and  was  ap- 
proved for  in-school  use. 

In  a  recent  nation-wide  study  con- 
ducted by  Elmo  Roper.  QS'^r  of  the 
teachers   interviewed   said    they   re- 


garded skipping  or  slighting  break- 
fast as  a  serious  matter.  The<e  leaih- 
ers  listed  \  isual  aids  as  their  num- 
lier  one  teaching  device. 

Watching  the  new  film,  children 
.see  why  two  puppets  in  the  third 
^rade  arc  healthy  and  happy  and 
their  two  pu|ipel  pals  aren't.  .\  wise 
teacher,  a  flannel  board  and  a  magic 
box  solve  the  problem  with  a  hearty. 
cereal-eentereil  breakfast. 

Nutrition  teaching  units  are  avail- 
able free  to  teachers  to  supplement 
the  film.  Prints  are  being  made 
av  ailable  to  schools,  colleges,  L  ni- 
versities  and  other  educational  film 
libraries  on  a  for-sale-basis  only. 
The  Cereal  Institute  shares  the  print 
cost.  Details  may  be  obtained  from: 
Educational  Director.  Cereal  In.sti- 
tute.  Inc..  135  South  LaSalle  St.. 
Chicago  :i  III.  S' 


fnickerbocker 
Procluctitin$lnt 

1600     BROADWAY,     NEW     YORK     19,     N.Y. 
CIRCLE     6-9850 


'oducers  of 
INDUSTRIAL 
PUBLIC   RELATIONS 
TRAINING    MOTION    PICTURES 

35mm    •     16mm    •    BLACK    AND    WHITE    •    COLOR 


National    Dairy  Council    Film 
Shows   Nutrients   Health  Job 

■¥  About  ihc  linir  parents  ligiin- 
their  children  have  learned  the 
rudiments  of  health,  they  find  that 
the  children  no  longer  are  children 
and  that  the  habits  of  diet,  sleep 
and  exercise  are  forgotten.  The 
teeming  teen-ager,  in  the  swirl  of 
licw  competition,  drives  himself. 
Sustained  by  burst.s  of  adolescent 
energy,  he  enjoys  what  he  fancies 
is  adult  adventure.  Then  he  begins 
to  mope  like  a  double-crossed  two- 
year-old. 

This  is  the  sort  of  problem  that 
nutritionists  as  well  as  psycholo- 
gists study  carefully.  A  mixture  of 
nutrition  and  psychology  serves  as 
the  >ub|ect  of  a  new  film  which 
should  make  parent-teacher  friends 
for  the  National  Dairy  Council. 

Irs  Alt  In  Knouinji  l/ote  is  the 
latest  addition  to  the  supply  of 
NDC  pictures  on  dietary  topics  and 
it  is  circulated  on  loan  or  by  pur- 
chase from  Association  Films.  Inc. 
libraries.  Constructed  as  a  class- 
room aid.  the  film  is  directed  at 
schools,  business  and  civic  guidance 
groups,  parent  and  teacher  organ- 
izations. 

The  13l2-minule  Kodachronie 
lesson  makes  its  points  with  a  back- 
slid boy.  "Bob  Troy."  the  people 
who  are  close  to  him  and  an  ani- 
mated chart  which  knows  all  about 
nutrients  and  where  they  come 
from — things  like  milk  and  cheese 
and  butter  and  ice-cream.  The  film 
guides  the  adolescent  by  identifica- 
tion back  to  the  rudiments  of  health. 
By  explaining  the  whys  and  hows 
of  good  food,  sleep  and  other  body- 
building habits,  the  story  gives 
meaning  to  the  menu. 

The  film's  method  is  moderate. 
Teener  Rob  is  brought  back  to  re- 
sponsibility and  health  gradually 
and  the  benefits  of  food  and  rest 
are   not    exaggerated. 

This  latest  National  Dairy  Council 
film  was  produced  by  Chicago  Film 
Studios.  W' 

*  *  9 

"Children  with  Nephrosis" 
Available  from  Foundation 
♦  Children  leilh  Ai'/j/iro.v/i.  a  12- 
Miinute  film  which  details  all  the 
known  facts  about  a  mysterious 
killer  ()f  children,  has  been  released 
l>\  the  National  Nephrosis  Eounda- 
liun. 

Two  \i-rsions  of  the  film  are  avail- 
able for  free  distribution,  one  for 
the  medical  profession,  one  for  lay 
autliences.  Bookings  for  social  or- 
ganizaliiins  and  business  groups 
nta\  be  arranged  hv  writing  the 
National  Nephrosis  Foundation.  I-IO 
West  Sl'.lh  Street.  New  York  19. 
.\.V. 
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Stimulus  to  Thinking  About  Communication 

ILLUSTRATED    WlTH    CLIPS    FROM       A    COMMUNICATIONS    PRIMER" 


*  All  inilaliiie  fact  in  thi*  day  of 
vaunted  '"commuiiifations"  is  that 
many  coniniuiiicalions  are  not  get- 
tine:  through.  Wonderful  methods  of 
transferring  messages  somehow  eon- 
tinue  to  be  obstructed.  Part  of  the 
problem  is  that  the  tools  of  rom- 
municalion  are  not  used  to  full 
capacity;  partly,  the  requirements 
of  communication  are  not  under- 
stood. 

To  im])ro\"e  the  use  of  roniniuni- 
cations  tools  and  awaken  those  who 
would   reach  or  teach  others  to  the 


THIS  DISCIPLINE 
IS  PAINFUL 

Do  your  supervisors  enforce  pain- 
ful discipline— or  fair,  understand-     \ 
ing,  and  Impartial  discipline? 

Effective  discipline  is  of  vital  im- 
portance to  your  business.  It's  the 
lubricant  that  will  give  you  a 
smooth-running  organization. 

Show  your  supervisors  fhe  proved 
techniques  of: 

"MAINTAINING  DISCIPLINE" 

part  of  on  outstanding  sound  slide 
program  SUPERVISOR  TRAINING 
ON  HUMAN  RELATIONS,  which 
includes: 

•  "THE  SUPERVISOR'S  JOB" 

•  "INDUCTION  AND 

JOB  INSTRUCTION" 

•  "HANDLING 

GRIEVANCES" 

•  "PROMOTIONS, 

TRANSFERS  AND 
TRAINING  FOR 
RESPONSIBILITY" 

•  "INTERPRETING 

COMPANY  POLICIES" 

•  "THE  SUPERVISOR 

ASA  REPRESENTATIVE 
OF  MANAGEMENT" 

•  "PROMOTING 

COOPERATION" 

You  may  obtain  o  preview 

without  obligation. 
Wriie  Dept.  S  for  defails. 

INC. 

6108   SANTA  MONICA  BLVD. 
HOLLYWOOD  38,  CALIFORNIA 


unsolved  problems  and  priceless 
possibilities  of  communication,  a 
new  16mm  color  film  is  being  of- 
fered as  A  Communications  Primer. 

The  22-minule  Primer  was  pro- 
duced bv  Charles  and  Ray  Eames 
who  have  entered  the  film  field  fol- 
lowing a  carper  of  innovation  in  in- 
dustrial, furniture  and  home  design. 
Creating  furniture.  Charles  Eames 
"allowed  the  material  to  design  the 
chair."  This  concept  and  technique 
characterizes  the  new  film.  The  pic- 
lure  docs  not  teach  the  subject  lecb- 
ivicallv  but  the  producers  hope  that 
it  will  stimulate  viewers  to  think 
of  communications  in  totality. 

First.  A  Communications  Primer 
deals  with  the  essentials  of  its  sub- 
ject —  the    transmission    of    simple 


fact  from  one  point  to  another.  The 
film  shows  ho«  this  may  be  done 
and  shows  the  barriers  which  arise 
in  the  form  of  "noise"  and  '"distor- 
tion." These  barriers  may  be  inci- 
dental and  external  or  they  may  be 
internal  and  obscure.  They  may  be 
mere  mechanical  static  or  barriers 
of  personality,  language  and  emo- 
tion. With  present  methods  these 
barriers  can  be  partially  penetrated 
bv  intensity,  repetition,  simplifica- 
tion of  code  processes.  However, 
each  additional  quantity  of  informa- 


tion to  be  transmitted  enlarges  the 
problems  of  code  and  comprehen- 
sion. 

To  cope  with  the  mounting  com- 
plexities of  information,  man  has 
developed  electronic  brain  machines 
capable  of  millions  of  flash  deci- 
sions. The  Primer  notes  that  these 
mechanical  decisions  are  few  com- 
pared to  the  billions  of  separate 
stop-go,  fire-no-fire  decisions  a  hu- 
man being  makes  to  perform  the 
simplest  act.  No  matter  how  intri- 
cate his  automatic  machine,  no 
matter    how    complex    his    problem. 


the  ultimate  decision  rests  with  the 
man.  The  Primer  s  point  is  that 
(ommunications  have  not  gotten 
through  until  ideas  and  motions 
take  their  effective  forms  in  these 
decisions. 

.4  Communications  Primer  is 
available  for  life-lease  purchase 
from  Cine  Service.  1850  Westwood 
Blvd..  Los  Angeles  24.  California. 
Price:  $200.  It  is  available  for 
rental  from  The  Museum  of  Modern 
Art  Film  Library.  11  West  53rd 
St.,  New  York  16,  New  York  and 
the  University  of  California  Film 
Library.  Los  .Angeles  24.  Cal.  The 
base    rental    rate   is  812.50.  Q" 

*        *        * 

Boston  Bonk  Draws  Business 
with  Filmed  TV  Testimonials 
♦  The  National  Shawmut  Bank  of 
Boston.  Mass.-  credits  the  success 
of  a  recent  business  campaign  to  the 
use  of  television  film  and  radio  ad- 
vertising based  on  testimonials  by 
the  bank's  customers. 

The  testimonials,  filmed  by  De- 
phoure  Studios  of  Boston,  feature 
lop  officials  of  regional  and  national 
businesses  who  ""Bank  at  Shawmut." 
Each  commercial  covers  the  cus- 
tomer's business  history,  product  or 
service  and  generallv  is  shot  sound 
on  film  at  the  customer  s  plant  or 
office. 


WHAT 
A  PICTURE!! 

Prefty  siWy,  isn't  it? 

OR   IS   IT? 

Hov/  many  of  your  salesmen 
carry  around  a  similar  picture 
of  your  product  or  service  in 
their  minds?  A  mental  attitude 
developed  by  customer  resis- 
tance, and  objections. 

It  happens  .  .  .  and  you  con  tell 
it's  occurring  when  you  get  sug- 
gestions from  your  salesmen 
that  they  could  sell  more  IF  .  .  . 
Help  your  salesmen  regain  their 
perspective. 

Show  them: 

"THE  ATTITUDE 
THAT  GETS  BUSINESS" 

part  of  the  outstandingly  suc- 
cessful sound  slide  program  .  .  . 
AGGRESSIVE   SELLING 

You  moy  obfoin  o  preview 

without  obligation. 

Write  for  details. 


INC. 

6108   SANTA  MONICA   BLVD. 
HOLLYWOOD   38,   CALIFORNIA 


NUMBER      1       •      VOLUME      16      •       1955 


139 


High  over  Hawaii  an  Australian 
scientist  records  cJata  about  cloud 
moisture  in  a  specially-equipped  fly- 
ing laboratory,  as  shown  in  "Project 
Shower."    See   article   below. 


Research   on   Rain   Shown   in 
Science    Film,    "Project    Shower" 

+  Scientists  with  their  heads  in 
the  clouds  are  not  day  dreaming. 
I'roject  Shower,  an  18-ininute  color 
motion  picture,  shows  exactly  what 
scientists  are  doing  when  thev  carl 
their  laboratories  somewhere  over 
the  rainbow. 

Released  by  the  Hawaiian  Sugar 
Planters"  .Association  in  Honolulu. 
Project  Shower  documents  an  ac- 
tual project  of  the  .same  name  —  a 
recent  international  cloud  physics 
study  conducted  by  scientists  from 
-Australia.  Sweden.  Germany.  Ire- 
land and  the  United  States. 

\^  hat  these  .scientists  wanlcd  to 
know  more  about,  and  what  was  of 
educational,  industrial  and  promo- 
tional use  to  an  impressive  group 
of  project  sponsors,  was  the  phe- 
nomena of  "warm  rainfall.""  From 
September  through  December.  1951. 
on  and  far  above  the  island  of  Ha- 
waii, the  scientists  used  new  tech- 
niques to  collect  information  on 
c  loud  moisture. 

With  their  new  data,  the  project 
scientists  attempted  to  piece  to- 
gether bits  of  knowledge  gained  by 
scientists  in  many  parts  of  the  world. 
The  film  employs  an  elaborate  sys- 
tem of  maps  and  overlays  to  show 
laymen  audiences  each  step  in  the 
research.  Shown  are  the  routes 
taken  by  three  flying  laboratories 
in  which  the  scientists  visited  the 
clouds.  Overlays  point  out  the  more 
than  100  ground  installations  op- 
erated to  collect  rainfall  for  chemi- 
cal analysis.  Automatic  camera  sta- 
tions and  time-lapse  cloud  studies 
are  depicted. 

The  project  was  sponsored  bv 
OflTicc  of  \aval  F^esearch.  I  .  S. 
jVavy;  Vt'oods  Hole  Occanograpliic 
Institution:  (ieophysics  Research 
Division.  I  nited  States  .Air  Force: 
Institute  of  Meteorology.  Iniver- 
sitv    of    Storkliolm.    .Sweden:    Divi- 


sion of  Radiophysiis.  Comnionwcallli 
Scientific  atui  Industrial  Hcscarch 
Organization.  .Australia:  Hoyal  Aus- 
tralian Air  Force:  V.  S.  Weather 
Bureau:  Munilalp  Foundation:  New 
Mexico  Institute  of  Mining  and 
Technology:  Hawaiian  .Sugar  Planl- 
I'rs"  .Association;  Territorial  Cattle- 
mens  Council  of  Hawaii  and  the 
Pineapple    Research    Institute. 

I'roject  Shower  was  produced  as 
a  project  of  the  public  relations 
committee  of  the  Hawaiian  .Sugar 
Planters'  .Association.  It  is  narrated 
by  Wendell  .A.  Mordy.  head  of  ihc 
meteorology  department  of  the 
HSP.A  and  the  Pineapple  Research 
Institute  in  Honolulu.  Prints  are 
available  for  showing  in  the  United 
States  from  the  Washington.  D.  C. 
office  of  the  HSPA.  » 


"Manhattan    Shirt   Tale"   Aids 
Salesmen    in    the    Retail    Field 

■♦f  Much  of  the  lime  that  a  salesman 
puis  in  behind  the  shirt  counter  is 
spent  answering  the  questions  of 
(  usiurncrs  who  want  the  most  for 
iheir  mon^'V.  Howi'ver  worded, 
these  qui'slions  all  ask  the  same 
basic  qiii'sljciri :  ""What  should  I  look 
for  when  1  buy  a  shirt  V" 

To  help  its  retail  salesmen  an- 
swer this  question  with  the  positive 
knowledge  that  will  inspire  and 
niainlain  customer  i-onhdence.  the 
Manhattan  Shirt  Uo.  is  using  a  15- 
minule  black  and  uhilc  sound  film. 
Proiluced  by  Lux-Hrill  Production^. 
Manhattan  Shirt  Tale  tells  the  story 
behind  the  Manhattan  shirt  label, 
the     storv     of     knowledge     gained 


If  you're  in  the 
MOVIE  business 


Be  Our  Guesf 
a\  fhe 


/ 


CALVIN 
COMPANY 

WORKSHOP 


Anyone  interested  in  .iny  phase  of  l6mm — planning 
or  producing,  buying  or  using — is  welcome  to  attend 
the  Ninth  Annual  16mm  Motion  Picture  Production 
Workshop.  Three  days  and  nights  of  screenings  .ind 
discussion,  no  fees,  no  obligations — but  let  us  know  if 
you  plan  to  attend. 

March  2Tst,  22nd  and  23rd 
Please  Make  Your  Reservation  Now 


.liL  T 


THE   CALVIN    CO. 

1105  TRUMAN  ROAD 
KANSAS  CITY  6.  MISSOURI  —  HA.  1230 


Good      retail     salesnnanship      is      oaseo     on 
sound     product     Itnow-how     (see     below), 

through   nearly    100   vears   of   <hirl 
making. 

The  film  prefaces  its  product  and 
sales  exposition  with  cartoon  ani- 
mation depicting  the  cave-man's  "if- 
you-can-catch-it-wear-il"  habit  of 
hunting  clothes.  Modern  man.  hunt- 
ing with  a  pocketbook.  is  shown  to 
be  more  fastidious.  In  live  action 
sequences,  a  salesman  answers  cus- 
tomer questions  on  fabric,  tailoring 
and  style. 

The  customer  question.  "'W  hat 
should  I  know  about  shirt  fabric? "" 
is  answered  by  scenes  of  Manhat- 
tans  laboratories  where  fabrics  are 
tested  for  strength,  color  and  chemi- 
cal composition  and  measured  for 
shrinkage. 

Then  the  customer  wants  to  know  : 
"How  does  tailoring  affect  the  qual- 
ity of  a  shirt?  What  makes  the  dif- 
ference in  tailoring?  For  instance, 
although  I  buy  this  shirt  by  neck 
size  and  sleeve  length,  how  can  I 
be  sure  the  rest  of  the  shirt  will  fit 
lomfortably  and  smoothly?"  Here, 
again,  factory  scenes  answer.  Shown 
are  "■patterns"  engineered  in  con- 
sideration of  the  body  variations  that 
correspond  to  variations  in  neck 
sizes.  Pieces  cut  from  a  pattern  are 
shown  to  ha\e  the  same  exact  meas- 
urements whether  there  are  48  or 
m.OOO  of  them. 

Highlights  of  the  fifty-three  con- 
trolled operations  that  manufacture 
each  shirt  are  shown.  These  opera- 
tions range  from  cutting  by  powerful 
machines  to  sewing  the  collar  which 
i'  made  of  eight  parts.  Close-ups 
show  buttons  being  positioned  and 
stitched  by  machine.  Girls  are 
shown  inspecting  the  shirts  for 
Haws.  Fach  shirt  is  ironed  indi- 
\idually. 

The  customer  wants  to  know 
"which  style  will  suit  me  best?" 
.Animation  explores  the  relation  of 
collar  styles  and  facial  types. 

As  the  salesman  wraps  up  the 
purchase  and  the  satisfied  customer 
leaves,  the  narrator  reminds  the  re- 
tail salesmen  in  the  audience  that 
Manhattan  is  lacking  their  efforts 
with  displays  and   advertising. 

Manhattan  Shirt  Talc  is  being 
used  at  all  key  sales  meetings  and 
at    industry-wide    conventions.      & 
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Freedoms  Foundation  Honor  Medal 
Award  to  "Everybody's  Business" 

-K  It's  Eifrxhod)!.  Business,  an  aiiimaltc-l  lar- 
loon  documentary  of  the  American  economy  in 
Technicolor,  sponsored  hy  the  Chamber  of  Com- 
merce of  the  I  niled  Slates,  has  crowned  its  record 
first-run  year  in  the  field  by  winning  the  Free- 
doms Foundation  gold  honor  medal  award  at 
ceremonies  in  Valley  Forge.  Pa.  on  X^  ashington  s 
Birthday. 

In  the  eight-months"  period  the  film  has  been 
in  circulation.  Etcrybcdy's  Business  has  had  more 
than  9,000  showings  by  local  chambers  of  lom- 
merce,  trade  associations  and  business  firms  in 
addition  to  telecasts  by  266  stations. 

Chamber  Vice-President  Receives  Medal 

The  Foundation's  top  motion  picture  prize  was 
presented  to  Arch  N.  Booth,  the  Chamber's  exec- 
utive vice-president,  in  traditional  Vi  ashington  s 
Rirthdav  ceremonies  at   Valley   Forge,   Pa. 

Its  Everybody's  Business  was  sponsored  by  the 
I  .  S.  Chamber  in  cooperation  with  E.  I.  duPont 
de  Nemours  and  Comjiany.  Wilmington.  Del.,  and 
was  produced  bv  John  Sutherland  Productions. 
Inc.  of  Hollywood.  Its  animated  technique  shows 
how  the  free  enterprise  system,  based  on  a  founda- 
tion of  fundamental  liberties  and  financed  by  in 
dividual  savings,  has  made  ."American  business 
the  most  productive  in  the  world. 

Besides  showings  to  business  firms,  fraternal 
and  civic  organizations,  the  film  has  gained  au- 
diences in  junior  and  senior  high  school  classes 


and  adult  education  groups  in  hundreds  of  com- 
munities. 

Running  22  minutes.  Il's  Everybody's  Business 
is  available  in  16mm  or  35mm  from  state  and 
local  chambers  of  commerce  or  the  Education 
Dept..  Chamber  of  Commerce  of  the  I  nited  Stales. 
1615  H.  St..  N.W.  Washington  6.  D.  C. 

Twelve   Other   Films   Are    Honored 

Other  medal  award  winners  cited  by  the  Foun- 
dation included  the  Oil  Information  Committee, 
-American  Petroleum  Institute,  for  The  Story  oj 
Colonel  Edwin  L.  Drake,  produced  by  Roland 
Reed  Productions:  RKO  Pathe.  Inc.  for  the  mo- 
tion picture  The  Iron  Fence;  The  American 
Economic  Foundation  I  in  cooperation  w  ith  the 
\^  estinghouse  Electric  Corp.  I  for  the  film  It  s 
Your  Decision:  and  the  Illinois  .Agricultural  .As- 
sociation for  They  Believed  in  You. 

Coronet  Films.  Chicago,  was  cited  for  the 
American  Revolution  Series,  a  group  of  educa- 
tional films  on  the  Revolutionary  Period  in  the 
I  .  S.  The  iSational  Education  .Association  was 
honored  for  Freedom  to  Learn  and  the  Troop 
Information  and  Education  Di\ision  of  the  De- 
partment of  the  Army  won  a  medal  award  for 
.Adjustment  to  Military  Life. 

Indiana  L  niversity.  the  Rev.  Edwin  Jasler  of 
Racine.  W  is.  and  Law  of  the  Land.  Inc.  were 
other  16mm  film  producers  given  honor  medals. 

These  awardees  in  the  Foundation's  sixth  an- 
nual awards  program  were  announced  at  special 
V^'ashingtons  Birthday  ceremonies  at  \  alley 
Forge  by  Dr.  Kenneth  D.  \^  ells,  president.  Clif- 
ford F.  Hood,  president  of  the  I  nited  States 
Steel  Corporation  was  the  distinguished  annual 
awards  presenter  and  keynote  speaker.  All  other 
awards  will  be  presented  at  regional  ceremonies 
following  February  22.  H' 

*  -s  *- 

.Neic  Folder  on  Rodak  Projectors 

*  .\  six-page  folder-pamphlet  describing  the  new 
Kodascope  Pageant  series  of  16mm  sound  and 
silent  projectors  and  their  many  uses  is  available 
from  the  Eastman  Kodak  Company. 

.As  depicted  and  described  in  the  pamphlet, 
the  Pageant  series  includes  models  which  make 
possible  the  selection  by  business  and  industry 
of  equipment  exactly  tailored  to  virtually  any 
projection  requirement. 


Wont  chip,   crack,  peel  or  dii-color  .  .  .  yet  icratchei  off  eaiily  and  cleanly! 


CUSTOM 

TITLES 


Truline 

photographic 
process 

.  thui,  no  halation 


no  embossing 


in  Pure  White,  Jet  Black  and  Custom  Colors 

OPAKE  ...  on  crystal  clear  acetate! 

We  economically  re-produce  on  acetate  (tissue  thin  celtophone  to  heavy  gouge  acetate)  any 
line  copy,  fuch  as  logo -types,  hand  -  lettering,  repro- proof,  line  illustrotions,  by  o  simple 
photo  -  mechanical  process. 

Available  to  those  interested:  a   12   mioule  color  film  giving  o  visual  demonjtrotion 

of  the   TRULINE  process  and  examples   of   its   application.    Film  to  be  returned  oHer 

-  one  (1)  week. 

Exclusively  by  ^ su  perior    7-2422 

graphic     arts  «|^m  workshop,    inc. 

^^^^    Chicago    11,    Illinois 


FILM 

HEADACHES 

CURED 


12    east    grand    ave 


Business  Films,  Libraries,  Adver- 
tising Companies,  Film  Distribu- 
tors, Etc.,  Vacuumate  Corporation 
offers  quick  relief  for  film 
headaches— bringing  to  you  many 
services  you  have  urgently 
sought. 

FILM  CLEANING 
INSPECTION 

AND   REPAIR 

• 

SPOOLING  &   SHIPPING 

OF  TV  COMMERCIALS 

• 

FILMSTRIP  CUTTING 

AND  CANNING 

• 

FILM  PROTECTION 

Vacuumate  Corp.  gives  you  the  fine  super 
Vocuumote  film  process  for  protection 
against  wear,  oil,  fingermarks,  scrotches 
and    climatic    chonges. 

• 

FILM   DEPOSITORY 

Films  are  catalogued  and  stored  with  us 
awaiting    your    shipping    instructions. 

• 

PACKAGING  AND  SHIPPING  OF 
FILMS  . .  .  FILMSTRIPS  AND  DISCS 


NO-EN 

FILM  TREATMENT 


GIVES  TROUBLE  FREE  EXTRA  LONG 

REPEATER  FILM  PROJECTION  FOR 

YOUR  ADVERTISING  CONTINUOUS 

FILMS  . . . 


If   only   o   single   reel   or   many,  Vacuumate 
will  serve  you  well.  Write  for  informotion 


v4cyym4K 


specialists  in 
Film  Handling  Senices 

446  West  43rd  St.,  New  York,  N.  Y. 
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•  DOCUMENTARY 

•  TRAVEL 

•  SPORT 

•  CONSERVATION 
•WILDLIFE 


CHELMSFORD 
MASSACHUSETTS 


'The  finest  In  Outdoor  Films' 


MAKE    1955    YOUR    BEST    YEAR 

BOOST    YOUR    SALES    WITH    SELECTROSLIDE 

^  HEN  you  .••how  jfiilr  product  so 
thai  a  prosppc-live  ruslonier  says 
"I  SEK  WHAT  YOU  MEAN  .  . ." 
you've  MADK  A  SALE.  There's 
excilenieni  in  seeing  —  and 
SELECTROSLIDE  sells  by  sight. 
SELECTROSLIDE  shows  your  cus- 
tomers your  entire  line,  whether 
it's  fla\enporls  or  clynunios;  cars 
or    ciipie    dolls — in    full    color — 

lull  size even  in  .^-dimension — 

with  or  without   sound. 

SELECTROSLIDE  is  fool-proof,  precision  huilt.  runs 
without  attention — without  breakdown.  One  disphiy  ran 
continuously,  without  interruption  for  621  days  (TliAT'.S 
7.542  HOl'R.S.  think  of  il)  without  a  siiifjle  major  repair. 
The  test  stopped  when  the  exhihil  ended  hut  SELECTRO- 
SLIDE  was   still   goin^   strong. 

You  sel  nil  Ihe  impitrl  of  movies  AT  A 
FKA(:TI();\  of  the  cost.  For  iUuslrniod 
lileraliiro  and  ilelnils.  and  rates  for  rental  or 
inirrhase.   tvrite,  phone  or  wire: 


C^stabllshecl 
Since     1924 


SPINDLEH  &   SAUPPE 

2201    Beverly    Blvd. 
Phone:   DUnkirk  9-1288 
LOS   ANGELES   .51.   Calif. 


CASE    HISTORY    FEATURE 

Pathway  to  Learning 
"The  St.  John's  Story" 

Sponsor:    Si.   John's   Ci)llif>;i-. 
Title:     The    Si.    John's    Story.    2.S 

iiiirL    lolor.    prcKliiccd    liy    KorHi'l 

Films.    I  III-. 

"K  Si.  John's  (a)11ci;c.  in  Annapolis. 
Maryland,  is  one  ni  ihr  olilesi 
(1696)  colleges  in  ihc  I  nited 
States.  With  just  150  students,  it  is 
also  one  of  the  snialh'sl.  Widely 
known  as  a  ])ilol  collctre  in  liberal 
arts  education.  St.  John's  offers  a 
single,  non-elective  program  based 
on  Ihe  study  and  discussion  of  more 
than  one  hundred  Great  Books  and 
supplemented  by  work  in  language, 
mathematics  and  laboratory  science. 
It  is  the  antithesis  of  the  vocational 
style  education  so  often  pursued 
in  the  big  state  universities. 

T/ic  St.  John's  Story  is  designed 
to  present  the  college  and  its  unique 
program  to  potential  students.  It  is 
being  shown  to  prep  and  high  school 
audiences  and  to  other  groups  inter- 
ested in  the  college.  Although  de- 
signed specifically  as  a  recruiting 
film,  this  unusual  motion  picture  is 
so  artfully  planned  that  it  exerts 
the  St.  John's  appeal  only  on  those 
students  who  are  trulv  "St.  John's 
material." 

The  script  is  centered  around  a 
senior  student  undergoing  oral  ex- 
amination on  his  thesis  for  the  B.A. 
degree.  From  this  vantage  point,  he 
looks  back  over  the  highlights — and 
discouragements — of  his  four  years 
at  St.  John's.  The  film  dramatizes 
the  problems  he  encountered  before 
he  became  aware  of  how  much 
more  his  education  meant  to  him 
than  simply  "training  for  a  job." 
In  so  doing,  it  attempts  to  demon- 
strate the  true  connection  between 
liberal  education  and  a  man's  life. 

All  those  taking  part  in  the  film 
are  St.  John's  students  and  faculty 
members,  and  the  naturalness  with 
which  they  "play  themselves"  indi- 
cates the  sensitive  direction  (by 
Gordon  Hessler)  which  has  gone 
into  the  film.  Narration  is  by  Mark 
Van  Doren,  the  noted  educator  and 
author.  I^' 

Eastman    Kodak   Movie  Guides 
Druggists  on  Photo  Line  Soles 

♦  The  rlunis)  ciirk  is  one  of  liusi- 
ness  most  obnoxious  adversaries: 
he  turns  away  customers.  Eastman 
Kodak  (!ompany  is  fortifying  in- 
doctrination on  its  ".■'>-(!all"  photo- 
graphic line  \\ilh  a  Unnm  color 
film  which  catches  the  salessquclcher 
in  the  act. 

For  16  minutes.  Counter  .Measures 
gives     wholesalers,     druggists     and 


1 


for   45i  Celling  Bice] 


A  drugglsf  with  the  answers  shows 
the  way  to  better  sales. 

store  emjiloyees  ad\  ice  on  the  way 
to  sell  more  and  to  .sell  rapidly.  In 
a  stylized  photographic  setting,  a 
druggist  tells  the  story  of  what  the 
"3-Call  '  line  can  mean  in  profits 
and  traffic  when  supported  by  prop- 
er selling  techniques.  Poor  sales 
practices  are  scored  humorously  as 
the  film  shows  what  can  happen 
when  a  clerk  does  not  know  his 
stock,  is  not  attentive  to  customers, 
and  doesn't  know  how  to  demon- 
strate cameras  on   sale. 

Returning  to  the  scene,  the  model 
druggist  demonstrates  good  sales 
techniques,  defined  in  the  film  as 
"helping  people  to  buy  intelligently. 
A  surprise  ending  accents  the  fact 
that  the  sale  of  one  roll  of  Kodak 
\  erichrome  Film,  properly  handled, 
brings  the  druggist  not  one  but 
three  customers — as  well  as  a  prof 
it  of  38  cents  on  a  31-cent  invest- 
ment. 

Showings  of  this  film  at  meetings 
or  in  stores  can  be  arranged  by 
«  riting  Sales  Department.  Eastman 
Kodak  Company.  Rochester  4.  New 
^  ork.  There  are  no  charges  for  the 
service. 


DUPLICATING 

FRANK    HOLMES    LABORATORIES 

7619    SUNSET    BOULEVARD 
LOS    ANGELES    46    CALIFORNIA 

WRITE   FOR   PRICE   LISTS   D.F.&S 
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Results  Are  the  Goal 

ICONTIMEU     FROM      PAGE     SEVENTY-MNEl 

ample,  enlcrlaiiinieiU  serves  as  a  lechnique  but 
not  an  end  in  itself.  In  specialized  training  sit- 
uations a  novel  motif  may  thwart  the  responses 
the  tool  was  designed  to  evoke.  Viewing  a  pageant 
of  impressive  tyros,  even  the  competent  judge  is 
in  an  artificial  situation  and  the  handsome,  hu- 
morous or  technically  excellent  film  may  lure  him 
from  objectivity. 

Be  it  realized  that  the  film  tool  will  not  be  used 
to  communicate  to  experts  but  people  in  need 
of  communication:  the  reaction  is  sought  in  a 
particular  circumstance  and  from  persons  whose 
minds  are  to  be  reconditioned.  It  is  not  to  be 
depended  upon  that  such  reaction  can  be  vicari- 
ously experienced — least  of  all  by  experts. 

Championships  Are  Won  in  the  Field 

If  critics,  judges  and  imaginative  users  perceive 
esthetic  charm  in — or  uses  for  a  special-objective 
film  other  than  the  use  intended,  they  are  to  be 
congratulated.  Let  not  their  joy  be  confused  with 
ibe  untried  sound-track. 

Reasonable  recognition,  high  hopes  and  bcs' 
wishes  are  the  fair  rewards  for  any  new  entry. 
Experiment  is  vital  to  the  challenges  of  communi- 
cation. Indeed,  all  tools  are  experimental  until 
ihev  have  accomplished  their  task. 

In  our  belief,  crowns  of  superiority  and  merit 
are  best  reserved  for  true  champions.  There  will 
be  more  time  for  cheering  when  there  are  more 
true  champions  which  have  made  or  influenced 
the  minds  and  actions  of  those  for  whom  they 
were  produced. 

There  just  isnt  any  substitute  for  the  caic  his- 


tory of  a  resultful  film  program  or  any  short  cul 
to  fame  which  overlooks  the  number  of  persons 
who  are  reached  with  a  film  and.  being  reached, 
are  influenced  to  the  mutual  benefit  of  these  view- 
ers and  the  sponsor.  ^' 


NEWS      OF      THE      INDUSTRY 

American   Optical  Announces   .'Neic   Division 

-K  Organization  of  a  new  division  to  handle  its 
motion  picture  products  business  has  been  an- 
nounced bv  American  Optical  Company.  South- 
briilge.  -Mass.  Vi  illiani  F.  Peck,  who  has  headed 
the  \0  Instrument  Division  at  Buffalo.  N.'\ .. 
will  be  general  manager  of  the  Motion  Picture 
Products  Division. 

This  new  division  will  be  responsible  for  the 
exploitation  and  commercial  application  of  all 
company  products  made  for  the  motion  picture 
industrv,  and  for  all  company  activities  relating 
to  the  commercial  phases  of  the  Todd-.^O  project. 

Peck  will  have  this  office  in  Southbridge  and 
will  report  to  the  president  of  the  company. 
For  the  duration  of  the  project,  the  Instrument 
Division  will  be  under  the  charge  of  a  manage- 
ment   committee. 

The  new  division  is  the  7lh  organization  of 
its  kind  developed  in  the  company's  divisional 
reorganization.  Divisions  now  operating  are: 
Lens,  Frame  and  Case.  Safety  Products,  Sun 
Glass,  Instrument  and  Mechtronoptic.  the  latter 
producing  the  company's  machinery  line  ami 
allied  products,  including  the  new  projection 
system   for  color  television. 

I  nited  World  in  yeie  Chicago  Quarters 
-K  I  nited  World  Films.  Inc.  has  moved  its 
Chicago  exchange  to  new  enlarged  quarters  at 
.512  .South  Dearborn  Street  in  Chicago.  III..  Leo 
H.  (iuelpa.  Jr..  manager  of  branch  operations, 
has  announced. 

I  nder  the  direction  of  Frank  J.  Mannarelli. 
the  Chicago  branch  office  services  a  12-state 
area  comprising  Illinois.  Indiana.  Iowa.  Ken- 
tucky. Michigan.  Minnesota.  Missouri.  Nebraska. 
North  Dakota.  Ohio.  South  Dakota  and  Wis- 
consin. 

From  this  Chicago  office.  L  nited  \\  orld  Films 
distributes  I  niversal-International  and  J.  Arthur 
Bank  feature  productions  to  institutions  of  all 
types. 


Louisville    Board    of    E 
Delmonico    Foods,    Inc 
Tube   Turns,    Inc.    •    Am 
The  Mengel  Co.  •  Roya 
Grand   Lodge   of   Ken 
Oertel   Brewing  Co.    • 
WCBS-TV   •   Morton  P 
Stewart  Dry  Goods  Co 


rs.  Roebuck  &  Co. 
St  National  Bank 
oney-Krust  Bread 
State  of  Kentucky 
en  Pastures  Com. 
eneral  Electric  Company 
Ajax  Manufacturing  Co. 
Air  Filter  Co.,  Inc. 


National    Sanitary    Supply    Association     •     Citizens    Fidelity    Bank    and    Trust    Co. 


Nation's  Largest  Production 
Centers  for  Quality  ... 
INDUSTRIAL    FILMS 
SLIDE  FILMS 
SALES  TRAINING  FILMS 
TV  FILMS 
FEATURE  FILMS 
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for  tieaner, 
brighter  streenings 

.  .  .  Get  precision-tested 
Sylvanla  projection  lamps 

Now  you  can  get  better  results — cleaner, 
brighter  pictures — at  every  showing  with 
precision-tested  Sylvania  projection  lamps, 
Sylvania  projection  lamps  are  required  to 
be  completely  free  of  defects  and  distor- 
tion— to  give  you  top  picture  fidelity. 
Order  a  supply  for  every  projector — for 
top-quality  showings  now — for  dependable 
spares  when  you  need  them. 

.  .  .  Get  this  handy  3-in-1  kit 
Free  with  every  tamp  you  buy 

This  handy  kit  helps  keep  projectors  at 
their  peak.  Includes  two  screw-driver  bits 
and  camel's-hair  brush.  Ask  your  dealer 
about  this  Sylvania  offer. 

Sylvania  Electric  Products,  Inc. 

1740  Broadway,  New  York  19,  N.  Y. 
In  Canada:  Sylvania  Electric  (Canada)  Ltd. 
University  Tower  Bldg.,  St.  Catherine  St., 
Montreal,  P.Q. 

Keep  your  eye  on      SYLVAN  I A 

.  .  fastest  growing  name  in  sight 


EXECUTIVE      NOTES 

W.  French  Githens  Commands 
Naval    Reserve    Photo    Unit 

♦  \\  .  I'niK  li  (.ilhi-ns,  hoard  chair- 
man  of  .Siiind  Ma.ster.s.  Inc..  and 
|ircsidfMl  of  National  KHuralional 
Fihns.    Inc..    New    ^  ork.    has    liccii 


W.   French  Githens 

apijciinled.  as  of  January  1.  the  com- 
manding ollufr  of  Naval  Reserve 
.\viation  Company  3-11. 

This  company  is  composed  of  re- 
serve photogra|)hic  officers,  most  of 
whom  are  engaged  in  motion  pic- 
ture production  in  the  New  \ork 
area. 

During  World  War  II.  Com- 
mander Githens  was  officer  in 
charge  of  motion  picture  photog- 
raphy for  U.S.  Naval  Facilities 
under  the  Director  of  Photography. 
L  .S.  Navy,  and  as  division  officer, 
Writers  and  Directors  Divi.sion. 
Naval  Photography  Center  NAS. 
Anacostia.  D.C.  He  also  served  on 
ihi'   staff   of   -Achniral   Ximitz. 

The  commander  recently  has 
c  ompleted  his  second  term  as  mayor 
(if  Bernardsville.  New   Jersey. 


Joins    Howell-Rogin    Studio 

♦  J..hri  J.  S.  ,i\  h.i>  joined  Howell- 
Kogin.  Studio.  Inc..  New  York,  as 
production  supervisor.  Formerly  he 
was  with  Cecil  and  Preshrey.  and 
also  with  McManus.  John  and 
Adams  as  radio. tv  commercial  su- 
pervisor. 

Transfilm    Names    H.    H.    Rabke 

♦  Herbert  H.  Iialikc  ha^  been  ap- 
pointed secretary. treasurer  of  Trans- 
film  Incorporated.  New  \  ork.  ac- 
cording to  an  announcement  by 
W  illiam  Miesegaes.  president  of  the 
documentary    and    commercial    film 

I  producing  company.  Mr.  Kabke 
formerly  was  associated  with  the 
Harrv  B.  (iolicji  \d\iTlisiiii:  ('nm- 
pany. 

New    Recruit    ot    the    Hickmons' 

♦  A  new  member  of  tlii'  business 
him   family   was  announced   Christ- 


mas morning  at  the  home  of  Peter 
Hickman,  sales  manager  of  Fordel 
I  ilms.  Inc.  Name:  Mark  Thomas 
Hickman.  Mother  and  (  hild  are  do- 
ing hue;  falhct  is  jmnI  beginning 
to  r('cf)\rr-. 
Hugh   Gage  to  Wilding,   N.  Y. 

♦  Hugh  I-.  (,ugi-.  former!;  of  Far- 
lell  &  Gage  Films.  Inc.,  has  joineil 
ihe  New  York  office  of  W  ililing 
I'iiiurc   Productions.  Inc.  as  an  ac- 

rullnl     r\i-rii|i\e. 

Murphy    to    Telecine    Studios 

♦  1.  C.  Murphy,  formerly  of 
W  \BQ-NB(^  Chicago  engineering 
ili'partment.  has  joined  the  .staff  of 
Telecine  Studios.    Park   Ridge.   III. 

Wallace  W.  Fox,  Hollywood  Vet, 
to    Direct  Jam   Handy   Films 

♦  Wallace  \\  .  l'o\.  long  a  director 
of  Hollywood  entertainment  fea- 
tures, has  joined  The  Jam  Handy 
Organization.  Inc.  as  a  producer- 
director. 

Mr.  Fox  has  won  recognition  for 
his  ability  in  applying  Hollywood 
directorial  and  production  tech- 
niques to  the  commercial  film  field. 
More  than  25  dramatic-type  institu- 


Wallace  W.  Fox 

lional  and  public  information  films 
in  the  automotive,  farm  implement, 
food  products  and  insurance  fields 
are  credited  to  him. 

Although  Mr.  Fox  will  reside  in 
Detroit,  headquarters  of  The  Jam 
Handy  Organization,  he  will  direct 
jiictures  in  Hollywood  as  required 
bv  casting  and  location  assignments. 


Pt'mten  of  Pitfincfife  Hot-ftes: 

TYPE  TITLES 

Sinu  ^  I9i8 

W'ili  III  fRll  Iffi  t«i. 

Knight  Title  Service 
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MacDonald     MacPherson 

Two    Wolff    Appointments    Signal 
Sales,    Production    Step-up 

♦  l\apliai-l  (;.  Wolff,  pri-sidem  of 
ifip  I\a(>liael  C  Wolff  Studios.  Inc.. 
of  Hollywood,  has  announced  the 
appointment  of  MacDonald  Mac- 
Pher.son  as  vice-president  of  the 
company  and  Alfred  Vaughan  as 
director  of  public  relations  and 
sales  promotion.  The  appointments 
tee  oflf  Wolff's  new  year  program 
of  stepped-up  production  and  sales 
activities  and  will  be  followed  by 
additional  acquisitions  of  executive 
personnel. 

MacPherson.  who  has  been  with 
the  Wolff  company  for  eight  years 
as  executive  director  of  the  creative 
department,  retains  this  post  as  he 
assumes  the  vice  presidency.  For- 
merly, MacPherson  had  been  story 
director  for  the  Wall  Disney  Stu- 
dios  for  six   years. 

Vaughan,  who  checked  into  the 
Wolff  Studios  in  January,  had  been 

Alfred    Vaughan 


an  advertising  and  publicity  execu- 
tive with  various  independent  Hol- 
Ivwood  film  production  companies, 
including  Samuel  <>oldwyn  Produc- 
tions. Walter  Wanger  Productions, 
Principal  Pictures  and  Independent 
.\rtists  Pictures,   Inc. 

*  *        * 

Consolidated    Film    Industries 
Names    Fogelman    Supervisor 

♦  Ted  Fogelman  has  been  appointed 
supervisor  of  the  16mm  Division 
of  Consolidated  Film  Industries. 
Hollywood,  according  to  an  an- 
nouncement by  .Sid  Solow.  general 
manager. 

Fogelman.  heail  of  CFI's  Koda- 
chrome  department  since  its  incep- 
tion 10  years  ago.  started  as  a 
maintenance  technician  in  1937  and 
has  worked  in  virtually  every  lab 
department  during  the  past  18 
years.  In  his  new  position.  Fogel- 
man replaces  the  late  Sammy  Co- 
hen,   former    16mm    supervisor. 

*  »        » 

Mary    Mainwaring    Is    Named 
as  Research   Associate  at  EBF 

♦  Mrs.  Main  Mainwaring  has  been 
named  associate  in  research  at  En- 
cvdopaedia  Britannica  Films,  Inc., 
Wilmette.  III.  She  will  work  with  Dr. 
Warren  Everote.  director  of  re- 
search and  production,  and  the  EBF 
producers  in  helping  to  ascertain 
areas  in  which  new  teaching  films 
are  most  needed  and  in  determining 
the  age  levels  at  which  they  should 
be  aimed. 

.Mrs.  Mainwaring  will  assist  Dr. 
Everote  in  broad  curriculum  studies, 
conferring  with  specialists  across 
the  country  on  areas  of  study  where 
Britannica  Films  can  make  original 
contributions,  and  studying  film 
utilization  practices  in  schools.  She 
also  will  prepare  critiques  for  the 
company's  Plans  board  on  subjects 
proposed   for  new   films. 

The  Britannica  Film  Plans  Board 
has  as  its  principal  criterion  that 
any  film  must  make  an  original  con- 
tribution —  it  must  present  subject 
matter  that  is  not  now  adequately 
presented  in  film  form  and  that 
cannot  be  presented  as  well  either 
by  texts  or  the  teacher. 


COLOR  SUDEFILMS 

FOR  INDUSTRY 

COLOR  FILMSTRIPS 

FOR  EDUCATION 

Specialized  equipment  and  the  know-how  of  a  group  of  specialists  who 
have  producecf  over  450  color  films.  If  you  have  a  production  problem, 
contact  Henry  Clay  Gipson,  President  .  .  . 

FILMFAX  PRODUCTIONS,  10  E.  43,  N.Y.  17,  N.Y. 


COMPLETE  RENTAL 
EQUIPMENT     FOR 

•  Motion    Pictures 

•  Displays 

•  Television 

•  Conventions 

•  Special   Events 

We     deliver     anywhere     in     the     United 
States.    One    low    cost    includes    insto 
tion    and    removal. 

FREE  ESTIMATES 

WRITE  FOR  FREE  CATALOG  LISTING 
EQUIPMENT  AND  COMPLETE  INFOR- 
MATION ON   SERVICES 


^ 


JACK  A. 


DEPT.     B,     J34     PIQUETTE     AVENUE 
DETROIT   2,   MICHIGAN    •   TRINITY   3-8030 


America's  most  versatile 
sound  slidefilm  projector. 
Compare  and  you'll  buy 


SOUNDVIEW 


Only  SOUNDVIEW  offers  these  unex- 
celled features:  Removable  8"  speaker 
with  25  ft.  cable  for  best  placement  in 
front  of  large  group  audience.  Standard 
and  long  playing  records.  High  quality 
sound.  Brilliant  picture.  Fan  forced  air 
cooled.  Easy  operation.  Compact,  light 


in  weight.  Projector  is  removable,  can 
be  used  as  independent  remote  push- 
button control  projector  for  35mm  strip- 
film.  Automatic  operation  on  either  tiigh 
or  low  frequency  systems.  300  watt  and 
500  watt  models  available.  Accommo- 
date all  2x2  slides. 


AUTOMATIC  PROJEaiON  CORPORATION 

29  West  35lh  SIracI,  N«w  York  I,  N.  Y. 

Please  send  brochure  on  complete  line  of 
SOUNDVIEW  audio-visual  equipment  for 
either  automatic  or  manual  sound  slidetilm 
operation,  also  information  on  35mm  remote 
control  pushbutton  stripfilm  projectors  only. 


NAME- 
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NUMBER      1       •      VOLUME      16      •      1955 


145 


FOR 


Crt'ti/ii-c   .fttt/ittn    I'ivtiirt'   t'rtnliif/itnt.s 


hi/  4in   Kxpt'rii'it€'i'tl  S/aff 


in   €\nnplvtt'  Simlin  M'^ttrilitit'fi 


ROBERT  LAWRENCE   PRODUCTIONS 

INCOKPORATEI) 


JIS   W.  Fifty-Fourth  St..   \vtf   Ywrk   19 


A  NEW  IBram 

SYIVCHHDIVDUS 

MAGIVETIC  RLCDHDER 

BY 

KIIVEVDX 


Designed  and  Engineered 
espeeially  for  16mni  Mag- 
netie  Film.  NOT  a  eut- 
down  version  of  a  35nini 
niaeliine. 


■^ 


<  $695.00 


•  New  Design  Film  Transport 

•  Latest   Type    Lo-\'oise   lubes— DC    Heater   Supply- 
Shoe  k   Moiuited  Tube  Sockets 

•  New  Push-Pull  Low-Distortion  Bias  Supply 

•  Matching  Film  Phonographs  Available 


DESIGNED, 
MANUFACTURED 

AND 
GUARANTEED   BY 


o 


RATED 


Complete 
specificalions, 
performonce- 
dato   and   curv 
ovoiloble   on 
request. 


V. 


I     N    C    O     R    P    O 

Kinevox  Building,  114-116  So.  Hollywood  Way  •  Burbank,  Calif. 
Telephone:  Victoria  9-3291  CABLE:   Kinevox,   Burbank 

ROME        •        BOMBAY        •        NEW  YORK        •        RIO   DE   JANEIRO        •        CANADA 


NEWS     OF     INDUSTRY     DEVELOPMENT 


Lighting  of  Ford  Rotunda 
Jack  Frost  Event  in   '54 

+  Jack  A.  Frost  has  a  derided  ad- 
vantage over  his  elfin  namesake: 
he  can  "paint"  (with  light)  in  sum- 
mer or  winter.  Frost,  who  rents, 
installs  and  removes  lighting  equip- 
ment for  motion  picture  studios, 
theatrical  exhibitions  and  industrial 
displays,  remembers  warmly  his 
1954  masterpiece  —  the  illumina- 
Mon  of  the  newlv  re-opencfl  Ford 
Rotunda  at  Dearborn.  Michigan. 

As  a  monument  to  Ford  Motor 
Companv  s  Golden  .Anniversary,  the 
Rotunda,  dutifully  drab  during 
World  War  II,  blazed  more  brightly 
than  it  had  in  the  19:50"s.  The 
Ford  Motor  Company  completely 
rehabilitated  the  great  gear-shaped 
exhibition  building  and  called  in 
Jack  Frost  to  vivify  the  architecture 
with  light. 

Frost  and  his  staff,  working  fur 
months  like  molecules  in  the  mam- 
moth Rotunda,  laid  line  after  line 
of  specially  designed  installations. 
Nearly  85%  of  the  old  circuits  to 
the  outside  tier  lighting  and  other 
abandoned  services  were  traced  and 
reconnected  to  new  cables.  No  pro- 
vision had  been  made  for  the  ex- 
tensi\'e  lighting  additions  but  the 
Frost  men  succeeded  in  concealing 
the  installations. 

On  June  16.  a  radioactive  wand 
ignited  a  ground  halo  of  golden 
foodlights.  lit  50  giant  birthday 
candles,  ringing  the  Rotunda's  9.3- 
foot  rim.  Outside  and  in.  a  virtually 
trebled  electric  power  illumined  the 
splendoi'  which  arcliitects  had  de- 
vised. 

Beneath  the  gleaming  geodesic 
dome  were  housed  a  softly  glowing 
auditorium  and  backstage;  a  mod- 
ern dimmer  board  from  which  any 
intensity  of  light  could  be  beamed 
for  motion  pictures,  television,  the- 
atrical or  technical  productions;  ex- 
hibition areas  sparkled,  a  writing 
room  reposed  in  cool,  indirect  light. 


Over  5  million  people  visited  the 
Rotunda  between  1936  and  1912. 
Today,  new  throngs  see  a  surpas- 
sing sight.  R- 

Technical   Service   Steps   Up 
Production,    Sales    Activity 

♦  \\  ith  an  expanded  sales  front  and 
increased  production  facilities. 
Technical  Service,  Inc..  of  Livonia, 
Michigan  is  warming  up  for  an 
aggressive  1955. 

The  company  announces  that  a 
full-scale  production  is  under  way 
on  the  DeVrylite  16mni  projector, 
manufacturing  rights  to  which  re- 
cently were  purcha.sed  by  T.SI.  Since 
the  purchase,  all  dies.  jigs,  fixtures 
and  parts  inventory  have  been  trans- 
ferred to  Technical's  plant  and  pro- 
duction lines  set  up  in  about  a 
two-month  period.  According  to 
Robert  Nevin.  president,  approxi- 
matelv  10.000  square  feet  of  floor 
space  has  been  added  to  the  plant 
to  house  the  assembly  operation 
for  the   16mm   projectors. 

\  west  coast  office  has  been 
opened  in  Los  Angeles  under  the 
management  of  J.  E.  Norman.  Nor- 
man has  negotiated  a  1955  con- 
tract furnishing  125  model  15R 
DeVrylite  projectors  to  the  Los 
.Angeles   School   District. 

Literature  on  all  TSI  projectors 
can  be  obtained  by  writing  to  Tech- 
nical Service.  Inc..  30865  Five  Mile 
Road.   Livonia.  Michigan. 


Cinema   Research    Maps   Space 
for   Optical    Printing    Increase 

*  Meeting  tlcniands  for  incrca.^cd 
production  facilities.  Cinema  Re- 
search Corporation.  Hollywood  opti- 
cal printing  firm,  plans  to  nearly 
double  its  present  floor  space  at 
7000  W.  Romaine  .\ve.  during  the 
earlv  months  of  this  year. 

.\  portion  of  the  larger  area  is 
needed  to  house  the  new  Acme 
matte  printer  and  title  stand  which 


$tieet 


SUdett 


•^Such  as  a  selling  film 
on  self  locking  fas- 
teners for  the  NYLOK 
Corp. 
telephone  Circle  7-6797 
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for  the  first  time  will  he  a\ailalilr 
for  commercial  use.  Tlic  mu  ic|iii|i- 
ment,  designed  and  enginccri'il  hy 
Producers  Ser\ice  Corporation.  r<'])- 
resents  an  investment  of  .6511.0111) 
and  will  permit  Cinema  Reseanh 
to  provide  a  faster,  more  (le-.il>lc. 
less  expensive  matte  and  title  serv- 
ice according  to  Hal  .Schcili.  presi- 
dent. 

Alan    Gordon    Wins    Award    for 
ProtecHon    of    Photo    Equipment 

♦  Alan  Gordon,  camera  manufac- 
turer and  contractor  to  the  armed 
forces  and  the  .Atomic  Eneriry  Com- 
mission, was  presented  with  an 
award  plaque  for  fire  prevention 
measures  taken  to  protect  the  multi- 
million-dollar inventory  of  motion 
picture  cameras  and  other  photo- 
graphic equipment  at  Gordon  Enter- 
prises.  North   Hollywood. 

Captain  Marx  Scott  and  Inspec- 
tor F.  Lee  Zitko  of  the  Los  Angeles 
Fire  Department  presented  the 
award  to  Gordon  in  special  <ere- 
monies  at  the  firm's  plant. 

The  firm  which  Gordon  heads 
supplies  many  L .  S.  and  foreign 
film  makers  with  .35mm  and  16mm 
cameras  and  processing  equipment. 
A  newcomer  in  the  field  since  World 
War  11.  the  firm  has  a  large  inven- 
tory of  both  motion  picture  cam- 
eras and  the  processing  machines 
for  aerial    and  motion  picture   film. 

Viewlex  to  Ponder  &  Best 

♦  \iculi\.  Inc..  .New  ^  ork.  has 
appointed  Ponder  &  Best.  Inc.. 
as  distributors  of  Viewlex  Projec- 
tors and  accessory  equipment  in 
the  western  states  and  Hawaiian 
Islands.  Ponder  &  Best,  with  main 
olTices  in  Hollywood,  has  branch 
offices  in  Denver,  Seattle  and 
Hawaii. 


\\ 


MOVIOLA 

FILM    EDITING    EQUIPMENT 

16MM-35MM         .-v, 

I  PICTURE  n 

i  SOUND  •!« 

Photo    and  "idi~ 

Magnetic  ^ 

I  SYNCHRO- 
NIZERS 

I  REWINDERS 


One  of  the 
new  series  20 
Moviolas  for 
picture  and 
sound. 


MOVIOLA  MANUFACTURING  CO. 

1^51    Gordon    St      e     Hollywood    2B.    Calif. 


Additional   Details  Told 

on    "Scotchtrack"    Speed-up 

■K  The  last  issue  of  BisiNEss  Screen 
carried  an  article  detailing  Capital 
Film  Laboratories"  new  equipment 
utilizing  Minnesota  Mining  &  Man- 
ufacturing Company's  new  process 
for  applying  a  magnetic  sound 
track  to  either  the  base  or  the  emu!- 
■sion  side  of  motion  picture  film.  The 
new  process  is  offered  commercially 
under  the  trade  name  "SCOTCH- 
TRACK."  Capital  Film  Laboratories 
reports  that  the  description  of  the 
process  was  completely  accurate 
with  the  exception  of  one  mention 
of  a  setting  period  comprising  eight 
to  twelve  hours. 

We  are  now  informed  that  this 
setting  period  was  necessarv  in  an 
early  experimental  model.  In  the 
new  model  machine,  which  has  been 
in  daily  operation  since  ."^usust.  the 
magnetic  material  is  supplied  bv  the 
M.AI.M.  Company  in  long,  com- 
pletely uniform  rolls  temporarilv 
bonded  to  a  disposable  cellophane 
backing.  The  new  machine  applies 
this  lamination  to  any  type  of  film 
and  in  widths  i>f  30.  50  or  100 
mils,  at  the  same  lime  removing  the 
cellophane  backing,  or  "weed."  thus 
in  one  dry  operation  the  entire  proc- 
ess is  complete.  With  the  new  ma- 
chine your  film  can  be  striped  lit- 
erally "while  you  wait." 

In  any  magnetic  recording  and 
reproduction,  absoulte  uniformity  is 
necessary  to  allow  the  magnetic 
head  intimate  contact  with  the  re- 
cording medium.  Because  this  new 
process  is  a  dry  process  utilizing 
the  same  type  of  hisrh  outnut  mag- 
netic oxides  normally  used  in  pro- 
fessional broadcast  equipment,  and 
the  same  material  is  manufactured 
under  rigidly  controlled  conditions 
in  broad  widths  and  subsequenllv 
slit  to  size,  there  is  no  rounding  of 
the  edges  of  the  track  and  no  vari- 
ance in  thickness.  The  high  output 
formulation  stands  alone  in  the  field 
and  results  in  an  increase  in  effi- 
ciency of  5  to  12  db.  more  than 
conventional  coated  tracks  with  no 
increase  in  distortion.  In  magnetic 
projectors  where  hum  fields  exist 
due  to  the  proximity  of  the  drive 
motor  and  power  transformer,  this 
increase  in  output  aids  materiallv 
in  obtaining  high  quality  recorded 
tracks. 

At  this  time  three  machines  now 
are  available  commerciallv  utilizing 
the  SCOTCHTRACK  process:  They 
are  installed  at  Capital  Film  Labo- 
ratories. Inc..  Washington.  D.  C. 
Calvin  Company  in  Kansas  City  and 
the  Color  Reproductions  Compan\' 
in  Hollywood,  thus  roughly  sub- 
dividing coverage  in  the  regional 
territories.  8' 


A  REVOLUTIONARY  NEW  , 


MEANS  OF  ANIMATED 
PROJECTION  FOR 
SALES  MEETINGS 


$  IN  FIVE  MONTHS 

I       CELLOMATIC      -^^■ 

I   HAS  BEEN  USED 

$  BY  THE 

I  FOLLOWING  FIRMS; 

i 

0  FORD  MOTOR   COMPANY 

^  PAN  AMERICAN 

0  PRUDENTIAL 

0  TEXACO                          I 

^  WESTINGHOUSE                 ^ 

^  NASH-KELVINATOR             0 

#  WYETH-PHARMACEUTICAL    # 


Wl 


\Hmm 

ffrlCli 


•  -^^P 


0  HOT  POINT  p 

0  KAISER-WILLYS  ^ 

0  SYLVANIA  0 

0  DOW   CHEMICAL  0 

0  NATIONAL  ASSOCIATION  0 

0  OF   MANUFACTURERS  0 

0  NATIONAL   CASH  REGISTER  ^ 


SCHLITZ 


Now,  for  the  first  time,  your  live 
presentations  will  achieve  the 
impact,  movement  and  flexibility 
of  motion  pictures ...  all  this  on  a 
slide  presentation  budget. 
Write  for  information  today. 
Better  yet.  See  Cellomatic  in  action  at 


^K%!%%%%5««*%%?!%i%S5:5S«%^^ 


CELLOMATIC   756  seventh  ave.,  new  york  19,  n.y. 

•PATENTED    BY    HOWELL-ROGIN    STUDIO,     INC. 


Plaza   7-7895 


American  Brass  Co. 

American  Optical  Co. 

Bird  &  Son,  Inc. 

Consolidated  Cigar  Corp. 

Dewey  &  Almy  Chemical  Co. 

Electronics  Corporation 
of  America 

General  Electric  Co, 

John  Hancock  Mutual 
Life  Insurance  Co, 

Jones  &  Lamson  Machine  Co. 

Landers,  Frary  &  Clark 


New  Departure  Div., 
General  Motors  Corp, 

New  England  Confectionery  Co. 

Pratt  &  Whitney  Div,  of 
Niles-Bement-Pond  Co. 

Raybestos  Division 
Raybestos,  Manhattan.  Inc. 


IN   SPRINGFIELD,  MASS.:   BOX   129  •         REpublic   4-3164 

IN  BOSTON:  THE  UTILE  BLDG.      •      PHONE:  HAntocl<  6-8904 
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"TH^tcan  "Pcttuxe  'P'uxduciioK 


FILM  ASSOCIATES 


MICHIGAN 

I         610       NORTH       WOODWARD       AVENUE 


BIRMINGHAM,  MICHIGAN 

TELEPHONE        MIDWEST       4-3619 


ESTABLISHED    IN    PENNSYLVANIA    IN    1940 
REORGANIZED      IN     MICHIGAN      IN      1953 


/4^»ci<zttci  SttcdioA  CM 

DETROIT  —  CHICAGO  —  NEW  YORK 
BALTIMORE  —  WASHINGTON 
ST.    LOUIS  —  MEMPHIS  —  HOUSTON 
SAN    FRANCISCO  —  LOS   ANGELES 


JAMES  E.  MacLANE.  Executive  Producer 

20  YEARS   PROFESSIONAL  EXPERIENCE   IN   FILM   PRODUaiON 


CONTINUOUS    PROJECTOR. 


It  Sells- 
On  Sight 

THE  COMPLETELY 
DEPENDABLE  SALESMAN 
SELLING  YOUR  PRODUCT- 
YOUR   STORY-ENDLESSLY 
WITHOUT  SUPERVISION 

•  Self-contained  speaker 

•  800-foot    continuous   film    reel 

Direct  sales  are  easier  .  .  .  promotion  more  potent  .  .  .  training  work 
simpler  .  .  .  operating  costs  dramatically  lower  with  the  Busch  CINE- 
SALESMAN  16mm  continuous  movie  projector  on  your  staff.  Hundreds 
of  CI.\ES.\LESM.\N  projectors  are  now  selling  for  scores  of  national 
concerns  everywhere.  Look  for  the  CINES.\LESM.-\N.  it's  sure  to  catch 
your  eye  and  ear  at  conventions,  sales  presentations,  displays,  point  of 
sale  locations,  trade  shows  ...  in  fact,  anvwhere  and  e\ervwhere  that 
sound  and  tnotion  are  comljined  for  more  effective,  potent  sales  impact. 
Color  or  black  and  white,  sound  or  silent,  anv  16mni  film  works  al- 
ways in  the  CINESALESMA.N  ...  and  the  Busch  CINESALESMAN 
alwavs  works  for  vou! 


Performs  in 
ighted   room 

Self-contained   screen 
•    Pre-threaded    film 


30  50  Automatic  Sound  Slidefilm  Recording 
Technique   Standards    Published    in    New    Booklet 


OTANDARDIZ.\Tl{)-\  ot  n.ord- 
^  ing  techniques  in  aulomatie 
>ourul  slidefilm  production,  long- 
sought  objective  of  audio-\isual  in- 
dustry leaders,  came  closer  to  real- 
ity recently  with  the  publication 
of  new  recommended  standards  for 
recording  wilh  aniomalic  sound  and 
projection  equipment. 

.Available  at  no  charge  through 
the  DuKane  Corporation,  electronics 
manufacturer  of  .St.  Charles.  111., 
and  a  major  equipment  producer, 
the  new  recommended  standards  arc 
contained  in  an  11-pape  booklet  en- 
titled. "The  .30-50  Automatic  Sound 
Slidefilm  System." 

In  announcing  (he  publication. 
Alfred  F.  Hunecke.  manager  of 
DuKane's  audio-visual  division,  as- 
serted. "\^'e  consider  this  booklet 
to  be  an  indispensable  reference  for 
the  libraries  of  all  industrial  film 
users,  producers,  recording  studios, 
and   advertising  agencies.  " 

DuKane  was  host  to  an  industry- 
wide conference  of  sound  slidefilm 
engineers  in  19S]  at  which  an  ex- 
tensive range  of  standardization 
jiroblems  were  examined.  The  new 
recommended  standards  are  a  con- 
sensus of  that  meeting. 

Included  in  the  recommendations 
are  suggestions  for  standardizing 
tolerances  on  triggering  tones, 
spaces  between  bands,  length  of 
tones,  frequency  response  tones,  sil- 
houette of  recording  grooves,  radius 
of  needles,  and  minimum  playing 
times  for  10.  12.  and  16-inch  rec- 
ords. 

The  booklet  is  illustrated  by  two 
diagrams  showing  a  typical  30-50 
cycle  tone  generator,  and  a  typical 
.30-50  cycle  sound  slide  film  pro- 
jector. 

Standardize    Film    Advance 

The  new  standards  allow  for  a 
film  advance  approximately  every 
three  seconds,  allowing  ample  speed 
for  most  commercial  automatic 
sound  siripfilm  productions.  The 
minimum  lap.se  of  time  between  the 
end  of  one  .30  cycle  tone  and  the 
beginning  of  the  next  was  set  at 
1  V>  seconds.  The  duration  of  the 
film  advance  impulse  was  timed  at 


one  second  nnniriuiin  and  I'^o  sec- 
onds maximum,  wilh  1  10th  second 
maximum  lapse  of  lime  between  30 
and  50  ( ycles.  Standards  were  made 
broad  enough  to  allow  for  ellicient 
use  of  slower  or  earlier  model  ma- 
f  hilrc-. 

Standardize   Reproducing    Stylus 

-Standards  are  recrmnnended  for 
three  types  of  records  and  for  a 
universal  reproducing  stylus  which 
plavs  all  three.  The  .30-50  cycle  sys- 


tem nmst  have  a  continuous  50  cycle 
tone  throughout  the  entire  length  of 
the  groove,  except  where  .30  cycles 
are  present.  Inclusion  of  the  50 
cycle  not  only  in  the  regular  grooves 
but  also  at  the  very  start  of  the 
spiral  is  called  for.  also,  .\nolher 
recommendation  is  that  narration  or 
music  should  not  start  until  the 
spiral  turn  plus  two  full  regular 
turns  has  passed  under  the  repro- 
ducing slylus. 

Master   Standard   Record 

.Since  some  items  in  the  new 
standards  are  based  on  tolerance 
in  amplitude  and  waveform  distor- 
tion, and  need  a  realistic  form  of 
reference,  a  new,  master  standard 
record  was  prepared  by  DuKane, 
and  also  is  available  to  the  industry. 

The  33I2  r.p.m.  record  consists 
of  five  bands:  (11  50  cycle  only, 
outside  groove:  (21  .30  cycles  only; 
1 3 )  .50  and  30  cycles,  ten  tone  re- 
peals: (4t  50  cycle  plus  .30  plus 
narration   with    21    tones    repeated. 


35  mm  Slides-Film  StripsLontern  Slides 


'°'      SALES     PRESENTATIONS 

your 

and    TRAINING    PROGRAMS 


BUSCH    FILM    & 

212  South  Hamilton  Street 


EQUIPMENT    COMPANY 

*  Saginaw,   Michigan 


;a 


^cductioni 

6419  North  Colilotnio  Ave  •  (hicogo  45  •  PhonI  «M  2-4141 
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and  (51  inside  groove  to  30  cycles. 
A  su|i|)lementary  advantage  of  the 
master  standard  record  is  its  use- 
fulness in  checking  automatic  slide- 
film  machines  to  see  whether  the 
film  has  advanced  the  proper  nuni- 
her  of  times. 

Nineteen   Experts   Contributed 

Niiictciri  i\|pi  rt-  c  iintrihutcd  to 
di.'scussions  that  produced  the  new 
recommended  standards.  Film  pro- 
duiers  included  Robert  Lane  and 
(;.  Duncan  Taylor  of  Wilding  Pic- 
lure  Productions.  Inc.:  Dana  (.. 
Manning  and  Floyd  N.  Chunhill 
of  The  Jam  Handy  Organization. 
Inc.;  Donald  C.  Tracy  of  Ross  Roy. 
Inc.;  and  Robert  Throop  of  Geo. 
Colburn    Laboratory.    Inc. 

Representing  the  recording  indus- 
try were  R.  C.  Mover.  A.  Pulley. 
.A.  E.  Hindle.  and  Joseph  Wells  of 
RCA  Victor;  Mason  Coppinger  and 
James  Felix  of  Columbia  Records 
and  Roger  LeFont  of  I  nhersal  Re- 
corders. 

Projector  manufai  turers  partici- 
|ialing  in  the  project  included;  Louis 
H.  Larime  of  Electro  Engineering 
and  Mfg.  Co.  and  Howard  Turner. 
Joost  Koenig.  \^  illiam  F.  Wood. 
Robert  Larson,  and  John  Marshall 
7.\\    of   DuKane   Corporation.        {3" 

LaRue,    Inc.    Acquires   Animation 
Equipment;  Offers  New  Service 

-K  A  specially-constructed  animation 
stand  is  being  used  b\  Menin  W. 
LaRue,  Inc.,  in  the  production  of 
medical  motion  pictures  and  is 
offered    as    a    service    facilitv    for 


4-. 

_J 

r 

For    16mm.    Film  —  400'   to   2000'    Reels 

Protect  your  films 
Ship  in  FIBERBILT  CASES 

Sold  at  leading   dealers 

fA ==,1 

Only 
original 

fBERBJlj 

bear 

this 

Fiberbllt 
Cases 

1  SHIPPING 

TRADE 
MARK 

other   producers,   the   company   has 
announced. 

Built  for  the  Chicago  studio  by 
H.  A.  Schubert  of  Wilmette.  III., 
the  animation  stand  incorporates 
two  Eastiuan  Cine-Kodak  Special 
16mm  cameras  with  matched  lens 
turrets.  The  motors  and  springs  were 
remo\"ed  from  thesi*  cameras  so  that 
the  film  mechanism  could  be  driven 


Ne*  LaRue  animation  stana  aci.e  ■■as 
buiit    b',    H_    A.    Schubert.    Wi-rrene, 

directly  by  a  flexible  shaft  from  the 
motor  mechanism. 

The  two  cameras  are  immediate!) 
interchangeable.  The  camera  sup- 
port mechanism  is  moved  upward 
and  downward  either  by  motor  or 
by  hand  and  the  platen  is  con- 
structed and  mounted  on  roller 
bearings.  The  studio  hopes  to  use 
the  new  General  Electric  Photo 
Color  fluorescent  tubes  for  flat  copy 
photography.  The  platen  table  is 
designed  so  that  transparencies  can 
be  used  for  backgrounds. 

With  these  and  other  innovations, 
the  studio  expects  to  cut  operation 
cost  substantially  and  offer  an 
economical  service  to  other  motion 
picture  producers. 

In  the  production  of  motion  pic- 
tures and  other  visual  materials  in 
medicine.  Mervin  W.  LaRue.  Inc., 
has  developed  several  units  of 
equipment  and  adapted  existing 
eciuipment  which  science  photogra- 
phy requires.  The  studio  utilizes 
such  equipment  as  macroscopic  and 
microscopic  cameras,  explosion- 
proof  lighting  and  cameras  for  use 
in  the  operating  room. 
-*        *        * 

Health    Insurance   Idea   to  be 
Pushed    In    UPA   Animation    Film 

♦  \  alucs  of  health  insurance  will 
be  pointed  up  in  a  five-minute  ani- 
mated color  film  for  educational 
markets  and  television  to  be  pro- 
duced for  the  Health  Information 
Foundation  by  L'nited  Productions 
of  America. 

The  new  color  production  will  be 
released  in  March. 


fluid  p(ni 
and 

tilt  limd 


•k  Will  pan  and  tilt  in 
any  direction  with  up 
to  16"  telephoto  lenses 
without  the  slightest 
jerk. 

ir  Finger-tip  pressure 
moves  Head  smoothly 
in  any  direction. 

*  Noiseless. 


if  No  gyroscopic  effect. 

"k  Adjustable    for    speed 
range. 

ir  Mounted   with   preci- 
sion-ground ball  bearings. 


THIS  HEAD  WAS  ORIGINALLY  DEVELOPED  FOR 
PHOTOGRAPHING  TRAINS  IN  ACTION.  IT  MET 
WITH  SUCH  SUCCESS  THAT  IT  IS  NOW  BEING 
USED  ALL  OVER  THE  WORLD. 

The   Head   is   extensively   used   by   the   Disney   Sfudios. 
O'CONNOR    ENGINEERING    LABORATORIES 


520  Winona  Avenue 


Pasadena  3/  California 
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SGJID 


GENE    K.    WALKER    PRODUCTIONS 

SINCE    1936 

1954:  56  MOTION  PICTURES  PRODUCED  FOR: 

Union  Stock  Yard  &  Transit  Company  (Chicago) 
Standard  Oil  Company  of  California 
Belhleham  Pacific  Coast  Steel  Corporation 
Tide  Water  Associated  Oil  Company 

1955:  33  MOTION   PICTURES  UNDER  CONTRACT  TO: 
Standard  Oil  Company  of  California 
Union  Stock  Yard  &  Transit  Company  (Chicago) 
Tide  Water  Associated  Oil  Company 

FOR  SCREENING  SAMPLES,  WRITE  OR  WIRE: 

GENE  K.  WALKER  PRODUCTIONS 


465    CALIFORNIA     STREET 


SAN     FRANCISCO    4,    CALIFORNIA 


From  coast-to-coast,  BUSINESS  SCREEN  reaches  the  largest 
buyer    audience    of    users    of   films    and    all    a-v   equipnnent. 


Harwald  lnspect-0-Film 
Adapted  to  TV  Editing  Needs 
*  An  adaplaliun  for  fdiliiig  film 
on  the  Harualfl  InspeclO-Film  ma- 
chine makes  the  unit  especially  use- 
ful in  television  film  packaging, 
according  to  the  manufacturer. 
Editor  Model  "K"  of  the  Inspect-O- 
Kilni  automatic  film  inspecting 
machine  features  an  editor  and 
sound  reader. 

With  the  neu  unit,  commercials 
on  separate  reels  from  the  main  film 
can  be  inserted  and  removed  —  per- 
mitting tv  editors  to  add  or  delete 
commercials.  This  adjustment  of 
supplementary  reels  will  be  useful 
also  in  film  laboratories,  studio 
editing  and  distribution  centers, 
the  Chicago   firm  points  out. 

The  unit  features  an  automatic 
"'stopping"  device  on  all  splices.  A 
.switch  allows  this  feature  to  be  se- 
lected and  when  the  machine  stops 


ly"?!^ 


MOTIONPICTUREsi:dYELEVISI0N  FILMS 


J-^ 

HOLLYWOOD 

PRODUCTION 

WITH 

NEW  ENGLAND 

ECONOMY 

— 



=  '. 

SOUND  STAGE 

RECORDING 

PROCESSING 

PRINTING 


782  COMMONWEALTH  AYL,  BOSTON,  MASS. 

BEacen  2-5722 


"n  I'vcry  splice,  the  opcralor  <'an 
ca-ily  deliTmiiic  where  the  com- 
mercial starts.  If  part  of  the  film 
has    been    jiassed.    it   can    In-    slow  Iv 

Ii'\  iTSed, 

The  Mo.lel  '-K"  p,■lforMl^  ^ill  of 
llie  normal  electronic  inspection  op- 
I  r.ilions  of  ihe  standard  machine. 
In^pcclion  can  proceed  at  higher 
>pi':ci  by  ihreailing  the  film  around 
llir  cdilur  and  \ie»pr  positions  of 
Ihc  machine.  A  lever  switch  con- 
trols this  operation. 

Inspecl-()-!-'ilm  has  a  Formica 
work  surface  which  serves  as  a  base 
for  the  splicer.  The  unit  works  at 
in.spection    speed    or    sound    speed. 

Ihe  viewer  can  be  operated  al  three 
limes  the  normal  sound  speed,  from 

">6  ft.  per  minute  to  approximatelv 
llKI  fi.  per  minute.  The  standard 
inspection  speed  can  be  used  uj)  to 

100   ft.   per   minute. 

i:-  *  * 

Kinevox    16mm    Recorder    Unit 
Records,   Plays  on  Mag  Film 

*  1  lie  Kinc\o\l('nnm  S\  iirhronous 
Magnetic  Film  Recorder,  designed 
for  film  production,  has  been  an- 
nounced 1>\'  Kinevox.  Inc..  Holly- 
wood. Calif. 

The  new  unit  records  and  plays 
all  track  positions  without  track 
adjustment.  It  has  a  400  ft.  I6mm 
reel  capacity  and  no  reels  are  re- 
quired. The  self-contained  pre-am- 
plifier  operates  directly  from  a  low 
impedance   microphone. 

Other  features  include  a  12' 4" 
X  11"  X  7%"  panel;  a  Bodine 
svnchronous  salient-pole  motor  with 
filtered  drive:  illuminated  VI  -me- 
ter; DC  heater  supply,  shock  mount- 
ed tube  sockets;  special  precision 
instrument  ball  bearings  and  compo 
oil  retaining  bearings.  Push-pull  low 
distortion  bias  supply  and  a  power 
receptacle  for  the  camera  and  a 
single  unit  case  are  additional  ad- 
vantages. 

"Ears  "  for  rack  mounting  and  a 
inatchinsr  film  phonograph  are  avail- 
able. The  Kinevox  Recorder  has 
a  power  requirement  of  70  watts 
and  weighs  27  lbs..  It  retails  for 
Sf)95.00.' 

Note    of    Correction:    It's    TRaid 

*  Trai<l  (Corporation  —  spelled 
i  -IvA-l-l)  —  recentiv  consolidated 
four  companies  under  its  own  name: 
Traid.  The  four  companies  merged 
under  the  Traid  banner  were  Train- 
ing .Aids.  Inc..  J.E.S.  Corporation. 
T.A.,  Inc..  and  Traindex  Corpora- 
tion, all  specialists  in  photographic 
instrumentation  equipment. 

If  this  news  escaped  the  reader 
as  he  studied  page  28  of  BUSINESS 
Screen,  .No.  8.  Vol.  15.  it  may  be 
due  to  the  lamentable  fact  that 
Traid  appeared  as  Triad  which  is 
the  name  of  an  electronics  firm. 
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Ice   and    space   wers    real   challenges  in   lighting   of   Milwaukee  Arena 


Ice    Show   Lit   for    Color   PIx 
with    Special    Equipment 

■¥  P'ilminL'  floliilin  on  Ice.  a  big- 
|jond  ice  show  in  the  Milwaukee. 
Wisconsin  Arena.  Atlas  Film  Cor- 
jioration.  Oak  Park,  111-  faced  a 
rugged  lighting  problem.  Photo- 
graphed on  35mm  Eastman  Color, 
the  picture  will  be  released  for 
color   televising   nationally. 

The  entire  area  of  the  ice  rink  was 
to  be  lighted  to  an  intensity  of 
900  ft.  candles.  These  requirements 
were  based  on  the  use  of  an  f/4 
stop,  which  affords  a  minimum  of 
follow-focus  adjustment  —  a  neces- 
sity at  a  larger  aperture. 

With  skaters  zooming  from  in- 
finity to  15  feel,  accurate  focal 
changes  are  difficult.  W  hen  the  full 
company  of  skaters  was  in  action  on 
the  total  ice  area,  great  depth  of 
focus  was  needed.  A  49mm  lens  set 
at  the  hyperfocal  distance  —  25  feet 
—  gave  sharp  focus  from  infinity 
to  13  feet. 

To  produce  this  quantity  of  lisht. 
.^tlas  called  on  the  specialized  fa- 
cilities of  the  Studio  Lighting  Com- 
panv.  Chicago.  The  equipment  used 
to  light  the  ice  show  enabled  Studio 
Lighting's  Bob  Duggan  to  light  for 
motion    pictures    and    tv    the    1952 


Democratic  and  Republican  national 
conventions  in  Chicago's  Amphi- 
theatre. 

These  lighting  fixtures,  using  a 
5.000-watt  incandescent  globe,  had 
to  be  specially  designed,  light 
weight,  and  produce  -l  to  5  times 
the  light  output  of  a  standard  5.000- 
«att  Studio  "Senior."  For  shooting 
Holiday  on  Ice.  only  2.500  amperes 
of  this  type  of  light  were  necessary 
to  produce  the  required  900  ft. 
candles.  R' 

Ansco    Appoints    Waldenburg 
San    Francisco    District   Mgr. 

♦  .\ugustus  V.  \\  aldenburg  has 
been  apf:)ointed  manager  of  .Anscos 
San  Francisco  sales  district.  Wil- 
liam Balch.  general  sales  manager. 
Ijas  announced. 

Waldenburg  will  be  responsible 
for  the  operation  of  the  district 
oflices  and  warehouses  and  for  sales 
of  .\nsco  amateur  and  professional 
films,  cameras,  photographic  papers 
and  chemicals  in  parts  of  California. 
Nevada,  F  tab.  Wyoming.  Montana. 
Idaho.   Oregon   and    Washington. 

Waldenburg  joined  the  organiza- 
tion in  1938.  For  the  past  two  years, 
he  has  been  sales  supervisor  of  the 
company's   Chicago   district. 
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IMPRESSION -ITS 


PAN-SCREEN 


The  Wide-Screen  Panoramic  Filmstrip  Show  with 
Optiona/  Stereophonic  Sound! 

YOU     CAN     RENT    OR     BUY  !  __ 1^' 


beyond  belief! 

•Potent  Applied  For 


(l^cislcrii    C^tjects,    Jjm 

333   WEST   52ND   STREET 
NEW   YORK    19,   N.  Y. 
Circle   5-5280 


EVERY      FILM      EDITOR      NEEDS     THE 

CAMART 

TIGHTWIND   ADAPTER 

UNIVERSAL  MODEL 

HERE  ARE  8 
REASONS  WHY: 

•  JUNKS    SPLIT    REELS    &    FLANGES! 

•  Designed  to  fit  standard  rewinds. 

•  Chrome-plated  BALL  BEARING 
film  guide  roller. 

•  For  left  ond  right  side  rewinds. 

•  Core  odapter  for  16mm  and  35min 
male  and  female  plastic  cores. 

•  Saves  storage  space  and  reels. 

•  Eliminates  film  cinching  and  abrasions. 

•  Does    not    interfere    with    normol    use    of    the    rewind. 


PRICE:      $29.00 


MONEY     BACK     GUARANTEE! 


Winds  16mm  or  35mm  film  quickly  and  smoothly  on  plastic  cores. 
Now  used  by  film  libraries,  laboratories,  editing  departments, 
animators,  film  opticals  and  film  handling  rooms.  Special  models 
made  to  order  for  Little  Giant  and  Dynamic  rewinds  and  for  large 
reels  up  to  5000  feet.  Send  for  descriptive  literature. 

THE  CAMERA  •  MART,  inc. 

Phone:    Circle    6-0930 
CABLE:    CAMERAMART 


1845    Broadway   at   60th    St. 
NEW   YORK   23,   NEW   YORK 
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»» IN  CANADA! 

RAPID  GRIP  and 


LIMITED 

FILM  PRODUCERS 


MOTION     PICTURE     DIVISION 
1640    the     QUEENSWAY 

TORONTO     14,    ONTARIO 


for  those  who  want 


'films 


of  distinction 


SAM  ORLEANS  PRODUCTIONS 

— EXPERIENCE    SINCe'i9I 

311  w.  cvmbcrlond 

/       knexvllle,  tcnn. 

/    II*  n.w.  3nd  street 

"""        oklahema  clljr,  okla. 


Annual  Calvin    1 6nim   Workshop 
to   be  Held  on  March   21,   23 

^  \ri  i-stirnatrd  400  riuition  [iiclun-  jifuplc 
|)riMlii(iTs.  buxiT'-.  users-  -are  pxpfclcrl  to  al- 
ttiul  the  Niiilh  Annual  16mni  Motion  Picture 
[*ro<lu(li(in  Vi  orkshop  sponsored  1>\  The  Calvin 
CiMnpaiiv.  lo  be  held  in  Kansas  ("il\.  Missouri. 
March  21-23. 

Neal  Keehn,  Cahin  \  iri-presidinl  and  V^  ork- 
sho[)  director  states  that  there  are  no  fees  or 
oliligalions  involved,  and  that  anyone  interested 
is  welcome  to  attend.  Workshop  attendance  has 
grown  from  120  in  1947  to  over  400  at  the 
1954  meeting. 

The  purpose  of  tlie  Workshop  is  to  "consider 
basic  and   factual   material   through   the  utiliza- 


Plctured  at  the    1954  Workshop  sessions. 

lion  of  exhibits,  demonstrations,  and  discus- 
sion.' The  entire  process  of  planning,  producing 
and  printing  the  industrial  or  educational  mo- 
lion  picture  is  the  subject.  Separate  discussions 
take  up  pre-planning,  scripting,  titles,  and  ani- 
mation, photography  in  its  various  phases,  edit- 
ing, optical  effects,  music,  workprint  preparation, 
recording   and   re-recording,   and  printing. 

The  Wdrkshop  will  open  on  Monday  morn- 
ing with  a  panel  discussion  on  "Pricing  and 
Selling  Motion  Pictures."  There  will  be  three 
two-hour  showings  of  films,  outstanding  because 
of  historical  interest,  clever  production  treat- 
ment, or  effective  application.  The  sessions  are 
spread  over  three  days  and  three  nights  and 
consist  of  explanatory  talks,  a  large  quantity  of 
screen  material  and  floor  discussions. 

.\11  sessions  are  held  on  one  of  the  Calvin 
Company's  sound  stages,  but  the  meeting  in- 
cludes a  banquet,  open  house  and  buzz  sessions 
on    various    individual    technical    subjects.         5}' 

Credits  and  Acknowledgments 
■¥■  This  record-sized  Annual  Production  Review 
Issue  of  Blsiness  Screen  required  an  unusual 
effort  bv  all  members  of  our  staff,  at  Chicago 
headquarters  and  in  bureau  offices  in  New  \ork 
and  Chicago.  To  all  them,  a  much-deserved  "well 
donel"  for  those  endless  hours  of  research  and 
checking,  reams  of  correspondence  and  special 
attention  given  to  the  largest  number  of  adver- 
tisers in  any  audio-visual  publication,  anytime, 
anywhere.  Our  advertisers  hew  to  the  buyer  line'. 
The  photo  on  page  78  is  a  production  scene 
at  National  Video  Productions.  \^  ashington. 
D.  C.  The  glamour  shot  on  page  80  shows  an 
MPO  crew  at  work  on  a  Ford  Motor  picture. 
Thought  youd  like  to  know.  — OHC 
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INKING 
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PAINTING 
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Yes,  film-art  service 
renders  your  onimotion 
faithfully  and  in  any 
technique. 


For  Inking,  Painting  and 
Pre-Camera  check  call 

CIRCLE  6-2426 


Klni-art  s  f « v  i  c 

41    WEST   47TH   STREET 
NEW   YORK   36,   N.  Y. 


Acetate  renderingt  for  Animated  Carloons,  Visual  Aidt, 
Slidefilms. 


WORLD  FAMOUS 


/921   N.  Highlood    MoM,~ood38.Col,f\  t'Mulw,, 


Specialists  in 
Audio  and  Visual 
Presentations 


152 


BUSINESS      SCREEN      MAGAZINE 


FILM  PRODUCTION 


m 


FOR     MEDICINE,     EDUCATION 
AND    BUSINESS 

FOR    AUDIENCE    LEVELS    FROM 

JUNIOR    HIGH    SCHOOL 

TO    PROFESSIONAL 


EXPERT  TECHNICAL   STAFF 

SCRIPTS   AND    STORYBOARDS 
LIVE    ACTION 
ANIMATION 

COLOR,    SOUND 

AFFILIATED   DISTRIBUTION 


You  Are  Cordially  Invited  to  Discuss 
Your  Film  Program  With  Us 


STURGIS-GRANT 
PRODUCTIONS,  INC. 

322   EAST   44th   STREET 
NEW   YORK    17,   NEW   YORK 


zve  cradle 

the  quality 
you  photograph! 

WITH  OUR  PERSONALIZED  16  MM  LAB  AND 
SOUND  RECORDING  SERVICE 

What  you've  always  hoped 
for — excellent  film  processing  and 
printing  from  edge  numbered 
work  prints  to  special  effects,  by 
expert  craftsmen  at  sensible  prices. 

'xrite  today  for  detailed  description 
of  our  services  and  prices. 

FISCHER 

PHOTOGRAPHIC 
LABORATORY,  Inc. 

1 729  N.  Mobile  Ave.,  Chicago  39,  III.  ME-7-53 1 6 
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Byron    Elected   to   Edison    Pioneers 

"^  1{\  run  Kuuilabusli.  president  of  B\run.  liu.. 
\^  ashington.  D.C..  has  been  elected  a  special 
member  of  the  Edison  Pioneers  by  the  executive 
committee  of  that  organization. 

Mr.  Roudabush.  recently  was  reelected  secre- 
tary of  the  Association  of  Cinema  Laboratories 
and  is  convention  vice-president  of  the  Society 
of  Motion  Picture  and  Television  Engineers. 

The  Edison  Pioneers  group  was  founded  ini- 
tially by  persons  directly  associated  with 
Thomas  Edison  and  his  work  and  now  is  con- 
tinuing through  descendants  of  those  founders 
and  others  connected  with  activities  and  busi- 
nesses based  on  Edison  inventions  and  discov- 
eries. 

Natl.    Film    Board    Names   Duerkop 

■•f  Appointment  of  John  Duerkop  us  senior 
I  nited  States  representative  has  been  announced 
by  The  National  Film  Board  of  Canada.  Duerkop 
will  head  NFB's  New-  York  office,  replacing 
1  homas  L.  Johnston,  who  goes  to  Ottawa  as  chief 
of   the    Information   and    Promotion    Division. 

Duerkop  formerly  was  in  charge  of  the  Board's 
Chicago  oflice.  He  will  be  replaced  in  Chicago 
by  W.  Dean  Smith  from  the  ffalifax  office.  He 
worked  as  a  district  representatixe  for 
Board  in  Ontario  and  was  appointed  to 
Chicago  office  in   1952. 

Johnston  was  successively  director  of  the 
Manitoba  Government  Travel  Bureau  and  the 
Ontario  Travel  Department's  publicilv  branch. 
He  also  was  manager  of  Canadian  operations 
for  a  New  ^ork  public  relations  firm. 

In  his  new  post,  he  will  head  up  NFB's  pub- 
licity, advertising  and  promotion  replacing 
Stanley  Helleur  who  has  left  the  board  to  re- 
turn to  the  Toronto  Telegram. 


INTERNATIONAL      FILM      FESTIVALS: 

k.  (1  \  t  i  \  i  k  i)  f  r  o  .m  pace  k  i  k  t  ^  -  s  i  \  i 

Ninth  Annu.\l 

Edinburgh  Film  Festival 

Sponsored   by    the    Edinburgh    Film   Festival 
Edinburgh.  Scotland 
\ugust.  1954 
Clo.-ing   Month  for  Entries:    June 
C.4TEG0RIES:    Realist,   documentarv   and    experi- 
mental films  of  any  length  are  screened. 
Awards:   Diplomas   of  Merit   are  presented   lo 
films   most    highly   rated  by   a   selection    board. 
Certificates   are   presented   to   the   producers   of 
all  films  selected  for  exhibition. 
Entry:  \\\  American  entries  are  cleared  through 
the  Film  Council  of  .\merica.   For  information, 
write  the  FCA  at  600  Davis  St..  Evanston,  111. 


16th   International  Exhibition 
OF  Cinematographic  Art 

Venice,  Italy 

The  Lido.  Venice 

.\ugust  18,  1955 
Entry  :  For  information  on  the  1955  program 
contact  the  Film  Council  of  America.  600  Davis 
St.,  Evanston.  111.,  which  acts  as  a  clearing  house 
for  .American  entries.  The  International  Exhibi- 
tions of  Film  for  Children  and  the  Short  and 
Documentary  Film,  held  at  Venice,  will  begin 
August    18. 
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Films     for     industry     and     television 

1920     LYNDALE     AVENUE     SOUTH 

MINNEAPOLIS     5,    MINN. 


A  Trademark  For 

Technical  Excellence 

In  Motion  Pictures 
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DOCUMENTARY 
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CREATIVE 

SKILL  AND 

TECHNICAL 
PERFECTION 


•  MOTION   PICTURES 

•  FILMAGRAPHS 

•  SLIDE  FILMS 

•  SLIDES 

•  TRAINING  COURSES 

•  TRAINING  GUIDES 

•  FLANNEL   BOARDS 

•  TV  COMMERCIALS 

•  PAN   SCREEN   PROD. 

•  VU-GRAPHS 


254  WEST  54th  ST.,  N.Y.C. 
COIumbus  5-7620 


FILM    ARTS 
PRODUCTIONS,    INC. 

•  16  and  35  mm  Production 

•  Laboratory  Services 

•  Complete  Recording  Facilities 

•  Slidefilm  and  2x2  Slides 

CTeaiion  to  Completion 

1032  N.  6fh  Street        BRoadway  6-5670 
Milwaukee,  Wisconsin 


?  We  make  films 

§  that  work  hard 

c  and  get   results. 

^  .   .   .   Ask   our   clients. 


Americana  Productions,  Inc.  § 

2213  N.  Meridian  St.,  Indianapolis  4,  Ind.    ? 
424   Madison   Ave.,  New   York    17,  N.  Y.   | 


Production  Survey: 

(  lO.NTIN'lF.D    FROM   PAGE   SEVENTY-EIGHT) 

ill  iiKijiir  advfiiisinp  and  lalt-nl  icnli-rs  .-mil  a- 
\c\v   \i)rk  (]ily.   Oliirafio   and    Ifnilvuiiod. 

Pro.jk<:tion:  with  the  dcvclopnu-nt  uf  color  lidi-. 
\  i.-iion  coninierriajs.  just  liarrly  started  in  195 1. 
the  volume  of  rommereiaLs  done  by  these  larger 
rslablished  studios  is  expected  to  increase  sharply. 
Facilities,  such  as  professional  lighting,  skilled 
color  cameramen  and  lighting  experts  plus  many 
years  of  color  production  experience  would  seem 
to  best  serve  the  color  television  client's  quality 
requirements. 

The  early  experimentation  of  such  groups  as 
the  Film  Producers  .'Vssociation  of  New  York  City 
in  color  commercial  film  testing  during  1951  is 
noted  as  a  progressive  step  toward  the  color  tele- 
vision future  of  this  business. 


11.   Is    Your    Studio    Efiuipped    for   Magnetic 
Keeording  on  Film   Production? 

5H  I  .  S.  Companies  Rkforting:  in  these  first 
returns.  34  L .  S.  companies  and  6  in  Canada 
reported  that  thev  were  now  eouipoed  for  mag- 
netic film  recording.  24  other  U.  S.  companies 
and  one  in  Canada  reported  that  thev  were  not 
yet  equipped,  indicating  a  potential  sales  market. 
.Stancil-Hoffman.  Magnecord.  Magnasvnc. 
RCA.  Ranger'one.  Westrex.  Kinevox.  Fairchild. 
Reeves  and  Ampex  were  prominentlv  mentioned 
on  types  of  magnetic  studio  equipment. 


12.   Do  ^  ou  Maintain  a  Film  Laboratory? 

58  U.  S.  Companies  Reporting:  the  first  returns 
showed  that  14  of  these  companies,  a  large  major- 
ity, do  not  maintain  their  own  laboratory  facil- 
ites.  An  additional  two  companies  reported  still 
picture  facilities  only.  On  the  affirmative  side, 
some  of  the  largest  companies  maintain  all-inclu- 
sive facilities  for  complete  client  service,  but  the 
general  practice  seems  to  indicate  use  of  special- 
ized labs  and  this  practice  is  also  sometimes  fol- 
lowed by  studios  with  their  own  labs,  especiallv 
on  the  latest  color  processes. 


Questionnaire  Returns  on  Standard 
Producer  Film   Sales  Practices 


M  Several  items  were  included  on  the  annual 
questionnaire  about  internal  studio  practices 
and  operations.  Some  of  these  are  being  answered 
to  the  respondents  directly,  others  will  be  of  in- 
terest  to   sponsors. 

K.  Does  your  studio  re*(uirc  progress 
payments   on   film    production? 

Answkr:  every  one  of  the  59  I  .  S.  companies 
answering  this  query  replied  in  the  affirmative. 
The  general  average  seemed  to  call  for  one-third 
payment  on  signature  of  the  contract,  although 
I  CONTINUED      ON      THE      OPPOSITE       PACE) 


Producers  of  Theatrical.  TV  and  Spe- 
(  iai  Purpose  Films.  For  27  Years 
Specialists  in  (j*eati\i-  techni'pie-.  in- 
iluding  original  MARCH   OF   TIME. 

(  uirciil  Releases: 

MIRACLE  OF  MORNING 

Six-reel  feature  drama  for 

the  J.  (!.   I'enne\   Co. 

FARM    FAMILY   AMERICAN 

Three-reel  drama,  in  color, 
for  General  Electric  Co. 


Oxford   7-0121 
207-11  East  37th  St..  New  York  16.  N.Y. 


Cal  Dunn  Studios  CliMAkT 

ISO  eas-r  CHICAGO   AVEMuc   CHicnno     »ft        '  '     ' 


JZaBU'^'Sl 


_WJ 


AFF    L   ATED 

FILM   PRODUCERS,    INC. 

164  East  38th  Street 

NewYorkl6,  N.  Y. 
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PORT-A-STAGES 
STAGE  DEVICES 
LIGHTING 
SOUND 


CALL    C.  P.  E. 

REAR  PROJECTION 
BIG  SCREENS 
ANAMORPHIC 
CUSTOM  EQUIPMENT 


IT'S   ALL    RENTABLE 

AND . .  . 


1802  W.  Columbia  Ave.  •  Chicago  26,  III. 


TRADE  AND  TRAVEL  FILMS 
of  the 

WORLD     TODAY 

to  stimulate  understanding  and  goodwill 
among   all   peoples. 

Alfred  T.  Palmer 
Productions 

130  Bush  Street  San  Francisco  4 


BULL'S    EYE    EVERY   TIME! 


van  praag  productions 

1600  Btoadwoy,   New   York    19,   N     Y      •    PLojo   7-2687 
PRODUCERS  OF  THEATRICAL,  INDUSTRIAL  AND  TELEVISION  FILMS 


Production  Survey: 

I  C  O  N  T I  N  L'  E  D      F  R  O II      THE      FACING      I'  A  C  E  I 

a  few  itulicaled  \arving  customs  from  lO^c  to 
50'/<  as  a  down-payment.  A  second  general  av- 
erage indicated  25^ c  at  time  of  contract  signature 
so  the  conclusion  is  that  custom  requires  from 
25' f  to  SSVs'f  as  the  standard  down-payment  on 
signature  of  the  production  contract. 


B.  .\re    cash    discounts    given   on 
production  billings?    On  prints? 

'¥  60  negative  answers  were  recei\ed  from  every 
one  of  the  companies  answering  the  first  part  of 
this  question  .  .  .  "no  cash  discounts"  was  the 
standard  practice  on  production  and  only  three 
out  of  these  60  companies  gave  a  cash  discount 
on  [)rint  purchases. 

C.  How    many   labor  organizations   are 
represented  in  your  studio? 

■^  The  companies  answering  this  question  aflirni- 
ativelv  ( 33  I  indicated  that  from  one  to  as  manv 
as  17  locals  were  represented  in  studio  operations. 
The  usual  number  was  from  one  to  five,  however, 
although  one  studio  indicated  six.  another  eight, 
one  with  28  and  one  very  well-organized  opera- 
tion with  the  reported  47.  There  were  two  others 
with  10  locals  represented  among  their  skilled 
technicians.  & 


NAVA   Convention   Dates   Noted 

♦  A  final  schedule  of  dates  for  the  1955  Na- 
tional Audio-Visual  Convention  and  Trade  Show 
has  been  announced  by  Jack  E.  Lewis  of  Wich- 
ita. Kansas,  president  of  the  National  Audio- 
Visual  Association.  The  1955  convention  will 
be  held  beginning  Sunday,  July  24  and  ending 
Wednesday,  July  27.  Location  is  the  Hotel  Sher- 
man in  Chicago. 

This  year's  NAVA  Trade  Show  will  be  en- 
larged to  170  booths,  occupying  all  available 
exhibit  space  on  the  air-conditioned  Mezzanine 
Floor  of  the  Hotel  Sherman.  A  total  attendance 
of  more   than   2.500  persons  is  expected. 


A  COMPLETE  SERVICE 
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MVS 

MVSTtR  VIDKdSVSTLMS 


From  scripl 
to  screev 


ir    CLOSED  CIRCUIT  TV 

Planning.  Production 

iir    FILM  PRODUCTION 

TV   Program   Films   •   Travel   Promotion 
Product  Promotion   •  Sales  Training 
Public   Relations  Projects 

-k    SLIDE  FILM  PRODUCTION 

ir    INDUSTRIAL  REPORTING  .  .  .    inexpen- 

sive  reports  made  on  film  —  facts,  no  frills  or 
other  "gimmicks",  for  use  of  management  in 
evaluating  operations,  new  projects,  present- 
ing new  products,  for  use  in  Board,  Planning, 
and  Annual  Stockholders'  meetings. 


LAWRENCE 
CROIIUS 


Crolius-Produced  Films  For: 

Delta-CtS  Airlines  •  E.  I.  du  Pont 

Curtis-Wright  Propdler  Div. 

Otis  Elnatsf  Company  •  and  otiiers 


Film  Production  Division 

MASTER  VIDEO  SYSTEMS,  INC. 

37  WEST  53rd  STREET.  NEW  YORK  22,  N.  Y. 


African 


Journey 


A  30  ininiitc  color  sound  16mm  motion  pictine 
photographed  in  .Africa  bv  Paid  L.  Hoefler  who  is 
recognized  universally  as  a  master  producer  of 
Travelogue-Documentary  films  —  many  of  which 
have  been  awarded  European  and  American 
honors- including  FOLR  FIRST  PLACE 
AWARDS  I  Oscars)  at  the  1949I95M952  and 
1954  Cle\eland  Film  Festivals. 

AFRICAN  JOURNEY  iranchisf  for  the 
seven  Western  Slates.  Hawaii  and  Alaska 
—  pinxhased  by  Standard  Oil  Company 
of  California. 

AFRICAN  JOURNEY  frauchisc  for  the 
Eastern  Hemispliere—  .Africa.  India.  Araliia.  etc., 
purchased  bv  California  Texas 
Oil  Company  Limited. 

AFRICAN  JOURNEY  is  an  outstanding 
production  now  available  on  an  exclusive 
franchise  basis  for  forly-one  states. 
South  America  and  Europe. 


PAUL 
PROD 


HOEFLER 
U     C    T    I    O    N     S 


7934   SANTA   MONICA   BOUtEVARD 
LOS  ANGELES  46,   CALIFORNIA 
TELEPHONE:   Hollywood   9-2001 
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Harwald  Company.    Fhe   129 

Henry,    Bruce    51 

Hoefter.   Paul.  Productions   153 

Hollywood  Film  Compan\    38 

Hollywood   Film    Enleiptises    115 


Holmes,     Fiatik      110 

Hr)W(ll  Rogin  Studio,  Inc 147 

Houston-Fearless  Corp.,  The    119 


Information    Productions.    Inc.    . 
Jones.   Dallas,   Productions.  Inc. 

Kalart.  Company.   Inc..  The    . . . 

Kinevov.  Incorporated    

kling   Film    Productions    , 

Kling    Photo   Corpoiati(m    , 

Kni»kei  hotkcr   Piodiu  lions.    Inc. 

Knight  Studio.    I  he   

Knight     I  itle   Ser\itc    


f3 


.42.1.57 

...     Mfi 

.. .  Ill 

.  .  .       5(1 
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L;me.   Kent.  Films.   Ini Ill 

Langlois    Filmusic,    Int 72.  I  ")2 

La    Rue.   Mervin   W..   Inc 157 

Lawientc,  Robert.  Productions.  Inc 116 

Loucks  8:  Norling  Studios,  Inc 144 

Lowell    1.57 


Master  \'ideo  Systems.  Inc 

Mitchell   Camera   Corporation,  The 
Modern  Talking  Picture  Service.  Inc. 
Moviclab   Film    Laboratories,   Inc.    .  . 
Mo\  iola   Manufacturing  Company 
MPO   Productions,  Inc 


155 
13 


117 
35 


Murphy.  Owen,  Productions.  Inc 62 

National    Audio-Visual    Association    133 

0'(.onnor  Engineering  Laboratories  149 

Orleans.  Sam,  Productions    152 

Oti.  John.  Pictures.  Inc 121 

Palmer,  Alfred  T.,  Productions  155 

Pathe  Laboratories   Second  Cover 

Pearson  &:  Luce  Productions    153 

Peerless  Film  Processing  Corporation  99 

Pelican   Films,  Inc 30 

Pilot  Productions.  Inc 148 

Polaris   Pictures.   Inc 70 

Precision  Film  Laboratories.  Inc 6 

Radiant  Mfg.   Corp L52 

Radio  Corporation  of  America    55 

Rapid  Film  7  echnique.  Inc Ill 

Rapid  Grip  &  Batten,  Ltd 1.52 

Ray.  Reid  H.,  Film  Industries 137 

Richie,  Robert  Yarnall.  Productions.  Inc....  37 

R.K.O.   Pathe,   Inc 65 

Rocket   Pictures,  Inc 139 

Rockett.  Frederick  K.,  Company   130 

Roush,  Leslie  Productions.  Inc 10 

Sarra.   Inc 25 

Schuessler.  Wra 132 

Science  Pictures,  Inc Third  Cover 

Smith,  Fletcher.  Studios.   Inc 69 

S-O.S.   Cinema   Supply   Corporation 127 

Sound   Masters.   Inc II 

Spindler  &  Sauppe 110 

Stancil-Hoffman     1 52 

Strauss,  Henry,  &  Company,  Inc 57 

Studio  Lighting  Co..  The   15 

Sturgis-Grant  Productions,  Inc 153 

Sutherland.  John,  Productions.  Inc 15 

Sylvania  Electric  Products.  Inc Ill 

Technical  Service,  Incorporated    4 

Technicolor  Motion  Picture  Corporation...  22 

Training  Films.  Inc. 1  ")2 

Tri-.Art  Color  Corporation    1 ! 

Trident  Films,  Inc (il 


I'nited   World   Films. 
L'niversal   Recorders 


Inc. 


39 

I  1 


Vacuumate    Corporatictn    Ill 

\"an  Praag  Productions 155 

\'ictor  Animalograph  Corporation    136 

\ideart.    Inc 72 

\'iewlex.  Inc 81 

\'ogue- Wright  Studios  59 

AX'adc.  Roger.  Prcxluclions 

Walker.  Gene  K..  Productions   

Wilding  Picture  Productions.  Inc 

Willard   Pictures.  Int 

Wollf,  Raphael   (.  .  Studios.  Inc 
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"The  Magazine  Buyers  Read  and  Sellos   Prefer' 


A    BUSINESS    SCRfFN    CASE    HISTORY 

•*The   Direct   Mail   Story"   Shows 
EfFective  Use  of  This  Medium 

Sponsor:  The  Kcubi-n  \i.  hoinitllry  Corporation. 

Tit le :    The   Direct    Mat!   Slury.    1 6    min,    color, 
proHurcr — John   Sutln'rlarxl    Productions.   Inc. 

+  For  many  year>.  dirccl  mail  ha^  been  the 
second  largest  advertising  medium  in  point  of 
total  expenditures.  Since  the  war,  the  growth 
of  direct  mail  has  been  great  as  it  was  found 
to  be  a  necessary  link  between  an  advertiser's 
national  program  and  the  neighborhood  of  his 
local   outlet. 

To  explain  the  purpo-t^  atid  methods  of  this 
major  advertising  medium,  the  Reuben  H.  Don- 
nelley Corporation,  one  of  the  largest  firms  in 
the  direct  mail  advertising  business,  i-i  using  a 
new  animated  cartoon,  primarilv  as  a  selling  tool, 
but  also  as  an  informational  film  for  both  those 
who  use  and  produce  direct  mail  advertising. 

Link  Between  Local  and  National  Ads 
The  Direct  Mad  Story  explains  how  the  link 
between  local  and  national  advertising  works 
and  also  shows  how  nationally  compiled  con- 
sumer lists  can  be  efficiently  refined  for  local 
mailings.  Donnelley  s  lists  are  in  literally  hun- 
dreds of  categories — 30  million  car  owners.  20 
million  home  owners,  truck  owners,  neighbor- 
hoods— block  by  block,  telephone  subscribers, 
and  many  others.  Just  keeping  the  automobile 
owner  list,  alone,  up  to  date  entails  an  expendi- 
ture of  S3,000.000  per  year. 

The  Direct  Mad  Story  shows  how  direct  mail 
advertising  is  created  and  campaigns  planned. 
It  explains  the  technical  aspects  of  production 
and  mailing  in  the  plant  of  a  central  producer. 

Sets    Up   Typical    Promotional    Program 

Specificallv.  it  demonstrates  how  direct  mail 
fits  into  the  media  schedule  of  the  "7"  Corp.,"  a 
mvthical  petroleum  products  concern.  The  cen- 
ral  character  is  John  K.  Jones,  local  dealer  for 
the  Z  Corp.  The  promotional  program  for  the 
corporation  is  pinpointed  in  the  immediate 
trading  area  of  Jones"  station. 

The  point  is  also  made  that  the  same  tech- 
niques are  applicable  to  many  other  businesses 
besides  petroleum  products,  including  tires, 
paints,  building  supplies,  home  appliances,  farm 
equipment,  furniture,  and  clothing. 

The  film  is  available  on  request  for  showing 
to  advertising  clubs  and  organizations.  Requests 
should  be  addresi^ed  to  the  Direct  Mail  .\dver- 
tisers  Association.  381  Fourth  Ave..  New  ^ork 
16.  or  to  the  Reuben  H.  Donnelley  Corp..  350 
East  22nd  St..  Chicago  16.  ^ 


A  Major  Educational  Research 
Project  to  Aid  School  Planners 

-^  Electronics  atid  thr-  DuKane  (Corporation  (if 
St.  Charles.  III.,  entered  into  the  field  of  edu- 
cational research  recently  with  the  announce- 
ment bv  Herman  B.  >X  ells,  president  of  Indiana 
I  niversitv.  that  a  quarter  million  dollar,  indus- 
try-sponsored school  planning  institute  and  lab- 
oratorv  will  be  established  in  Bloomingtoti.  Ind. 
The  institute  was  planned  by  Dr.  Darell  Royd 
Harmon,  consulting  educationist   and   DuKane  s 
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American  Car  &  Foundry  Co. 

American   Cranberry  Exchange 

American  Zinc  Institute 

Corning  Glass  Works 

Channel  Master  Corporation 

Drop  Forging  Association 

General   Foods   Corporation 

Kasco  Mills  inc. 

National  Cranberry  Association 

Roses,  Inc. 

Steuben   Glass,  Inc. 

The   New  Jersey  Zinc  Company 

United   States   Navy 

Cu'.UkI   TUeticH    Pictute    CIukIs   sj 

PHUL  HHnCE  PRODUCTIOnS 

five 

1776  BROADWAY     •     NEW  YORK  19,  N.  Y. 


\  SI  PERB  COLLECTION  OF 
MOOD  AND  BRIDGE  MUSIC 

For  Details  Write: 

AUDID-MASTER  Corp. 

17  East  45lh  St.  •  New  York  17.  N.  Y. 


SOUND  RECORDING 

at  a  reasonable  cost 

High    fidelity    16    or    35.     Quality 

guaranteed.    Complete   studio  and 

laboratory  services.    Color  printing 

and  lacquer  coating. 

ESCAR 

MOTION  PICTURE  SERVICE. 

7315  Carnegie  Ave., 
Cleveland   3,  Ohio 


I  C  O  .\  T 1  .N  L  E  U    FROM    THE    U  1"  F  O  S 1  T  E    FACE) 

technical  consultant,  to  find  better  ways  of  build- 
ing and  equipping  the  820.000  classrooms  esti- 
mated as  needed  by  1960. 

The  completely  equipped  center,  which  will 
lest  such  environmental  factors  as  sound,  deco- 
ration, daylight,  heating  and  ventilation,  artifi- 
cial light  and  seating  which  affect  the  mental 
and  phvsical  development  of  elementary,  scc- 
ondarv  and  college  students,  will  be  housed 
in  a  new  building,  construction  of  which  is  to 
start  in  1955.  Results  of  the  tests  and  research 
will  be  available  to  school  administrators  and 
superintendents  through  publications,  demonstra- 
tions and  lectures. 

Of  international  scope,  the  institute  will  co- 
operate in  the  exchange  of  intormalion  with 
other  university-centered  educational  research 
laboratories  in  this  country,  such  as  Stanford 
I  niversity  school  planning  laboratory,  and  edu- 
cational centers  abroad. 

Paul  W.  Seagers.  school  building  consultant 
and  professor  of  education  at  Indiana  I  niversity. 
will  direct  the  institute,  established  on  a  phil- 
anthropic, non-profit  foundation.  Trustees  of  the 
institute  fund  include:  J.  Mc\\  illiams  Stone, 
president  of  the  DuKane  (Corporation  and  rep- 
resentatives of  the  National  Chemical  &  Mfg.  Co.. 
Chicago;  Minneapolis-Honeywell  Corp..  Min- 
neapolis: .American  Seating  Cempany.  Grand 
Rapids.  Mich.:  Owens-Illinois  Glass  Co..  Toledo; 
Pittsburgh  Corning  Corp..  Pittsburgh:  Weber- 
Costello  Co..  Chicago  Heights.  III..  E.  F.  Hauser- 
man  Company.  Cleveland,  and  the  university 
president.  Herman  B.  'Sells. 

Faculty  representatives  from  the  departments 
of  education,  physiology,  pediatrics  and  optom- 
etry and  members  of  Dr.  Harmons  staff  devel- 
oped the  plans,  the  overall  design  and  the  gen- 
eral laboratorv  program.  They  will  function  as 
a  permanent  committee  and  advisory  staff  to 
direct  various  phases  of  the  institute  research. 

For  demonstration  purposes,  a  model  class- 
room in  the  institute  building  has  been  designed 
so  that  floors,  wall  and  window  sections  can 
be  changed  at  will.  A  demonstration  of  audio- 
visual aids  will  show  the  effects  of  sound  and 
light  on  the  student  and  the  room.  Each  demon- 
stration area  will  be  equipped  with  appropriate 
measuring  devices  and  each  center  will  be  con- 
structed to  exact  scale  so  that  all  principles  in- 
\olved  can  be  graphically  shown. 

The  institute  will  help  prospective  school  ad- 
ministrators meet  licensing  requirements  in  var- 
ious states  and  prepare  school  administrators 
and  school  plant  superintendents  for  their  careers 
in  plant  planning  and  operation.  Conferences 
will  be  conducted  on  general  aspects  as  well  as 
the  specifics  of  school  planning.  A  field  service 
and  an  extensive  lecture  program  will  bring  lab- 
oratorv information  directly  into  communities 
planning  additions  to  established  buildings  or 
new  schools.  W 


COLOR  DUPLICATING 


VIEW  MASTEB  STEREO  REELS  FBOM  ORIGINAL  PERSONAL 
VIEW  MASTER  REELS  OR  FROM  ANY  35  MM  STEREO  SLIDES. 
ALSO,  COMPLETE  35  MM 
COLOR  DUPLICATING  SERVICE. 

Write    (or    fiice    Lnl   and    InfOFmohon 


This    registered    trade    mark 
on   a    medical   or 
scientific   film 
identifies   it  as 
o    product   of   .   .   . 


/^UUnyn   /K  \Q- 


MEDICAL^MOTION    PICTURES 
""AND    ILLUSTRATION 

EXCLUSIVELY 

Winner  of  Se^en  Awards  in  the  Medical  field 

Especially  equipped  for  macroscopic,  microscopic, 

surgical,  clinical  and  onimotion  techniques. 

159   EAST  CHICAGO   AVE.   •   CHICAGO    11,    ILLINOIS 

Telephone  SUperior  7-8656 


IMMEDIATE  CASH 

FOR 

CAMERA  EQUIPMENT 

NEED  EYEMOS  (SINGLE  LENS  AND  TURRET), 
MITCHELLS,  ARRIFLEX.  DE  BRIES.  B4H  STAND- 
ARDS AND  HI-SPEEDS.  WALLS.  AKELEYS,  CINE 
SPECIALS,  AURICONS,  MAURERS,  FILMOS. 
ALSO  BALTARS,  COOKES  AND  OTHER  LENSES. 
SOUND  STAGE,  LABORATORY  AND  EDITING 
EQUIPMENT  OF  ALL  TYPES  REQUIRED.  PLEASE 
SHIP  INSURED  OR  FORWARD  DESCRIPTIONS 
AIRMAIL     IMMEDIATE   PAYMENT. 

GORDON    ENTERPRISES 

53i2  N.  CAHUENGA  •  N.  HOLLYWOOD.  CAL. 


FOR 


SPLICES  THAT 
STICK  USE 
CRAIG 


^> 


Formula  #7 
Film   Cement 

1    OZ.  BOTTLE  40c 
AT  PHOTO  STORES 
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A  NATIONAL  DIRECTORY  OF  VISUAL  EDUCATION  DEALERS 


EASTERN   STATES 

•  COMVECTICUT  • 

Rockwell  Film   &   Projection 
Service,  182  High  St..  Hartford  5. 


•   MARYLAND   • 

Howard  E.  ThompBon,  Box  204, 

Mt.  Airy. 


•  MASSACHUSETTS  • 

Cinema,  Inc.,  234  Clarendon  St., 
Boston  16. 


•   NEW  JERSEY   • 

Slidecraft  Co.,  142  Morris  Ave., 
Mountain  Lakes,  N.  J. 

Association  Films,  Inc.,  Broad  ai 
Elm,  Ridgefield,  N.  J. 


•   NEW   YORK   • 

Association   Films,   Inc.,  347 

Madison.  New  York  17. 

Buchan  Pictures,  122  W.  Chip- 
pewa St.,  Buffalo. 

Charles  J.  Giegerich,  42-20  Kis- 
sena  Blvd.,   Flushing. 

Comprehensive  Service  Co.,  245 

W.  55th  St.,  New  York  19. 

Crawford,  Inimij;  and  Landis, 
Inc.,  265  We.st  14th  Street, 
New  Y'ork  11,  New  York 

The  Jam  Handy  Organization, 

1775  Broadway,  New  York. 

Ken  KiUian  Co.  Sd.  &  Vis.  Pdts. 

17    New    York    Ave..    Westburv. 

N.Y. 
MoguU,  Film  and  Camera  Com- 
pany, 112-114  W.  4Sth  St.,  New 
York  19. 

S.  O.  S.  Cinema  Supply  Corp., 

602  W.  52nd  St.,  New  York  19. 

Specialized  Sound  Products  Co., 

551  Fifth  Ave.,  New  York  17. 

Training  Films,  Inc.,  150  West 
54th  St.,  New  York  19. 

United  World  Films,  Inc.,  1445 

Park  Ave.,  New  York  29. 

Visual  Sciences,  599BS  SuSern. 


•   PENNSYLVANIA   • 

The  Jam  Handy  Organization, 

Gateway  Center.  Pittsburgh  22. 

J.  P.  Lilley  &  Son,  928  N.  3rd 

St.,  Harrisburg. 

Lippincott   Pictures.   Inc..   4729 
Ludlow  St.,  Philadelphia  39. 


•   WEST  VIRGIMA   • 

Pavis,  Inc..  427  W.  Washington  St., 
Phone  2-5311,  Box  6095,  Station 
A,  Charleston  2. 

B.  S.  Simpson.  818  Virginia  St., 
W.,  Charleston  2,  PH  6-6731. 


SOUTHERN   STATES 


•  ALABAMA  • 

Lewis  M.  Stone,  Projector  Serv- 
ice. "Specialized  in  Service." 
1409  Ford  Ave..  Tarrant  City  7, 
Ala. 


•  FLORIDA   • 

Norman  Laboratories  &  Studio, 

Arlington  Suburb,  Jacksonville. 

United  World  Films,  Inc.,  1311 

N.  E.  Bayshore  Drive.  Miami. 

•  GEORGIA  • 

Colonial  Films,  7 1    Walton    St., 
N.W.,  AT  wood  7588,  Atlanta. 

Stevens  Pictures,  Inc.,  101  Wahon 
St.,  N.  W.,  Atlanta  3. 

United  World  Films,  Inc.,  287 

Techwood  Drive.  N.  W.  Atlanta. 


•  LOUISIANA  • 

Stanley     Projection     Company, 

211%  Murray  St.,  Alexandria. 

Stevens  Pictures,  Inc.,  1307  Tu- 
lane  Ave.,  New  Orleans. 

Delta  Visual  Service,  Inc.,  815 

Povdras  St.,  New  Orleans  13. 


•  MISSISSIPPI   • 

Herschel   Smith   Company,   119 

Roach  St.,  Jackson  110. 

Jasper  Ewing  &  Sons,  227  S.  State 
St.,  Jackson  2. 


•  TENNESSEE   • 

Southern    Visual    Films,    687 

Shrine  Bldg.,  Memphis. 

Tennessee  Visual  Education 
Service,  416  A.  Broad  St.,  Nash- 
ville. 


•   VIRGIMA   • 

Tidewater  Audio-Visual  Center, 

617  W.  35th  St..  Norfolk  8,  Phone 
51371. 


•   ARKANSAS   • 

Grimra-Williams  Co.,   115  W. 

Sixth  Street,  Little  Rock. 


MIDWESTERN   STATES 


•  ILUNOIS  • 

American  Film  Registry,  24  E. 

Eighth  Street,  Chicago  5. 

Association  Films,  Inc.,  79  East 
Adams  St.,  Chicago  3. 

Atlas    Film    Corporation,    1111 
South  Boulevard,  Oak  Park. 

The  Jam  Handy  Organization, 

230  N.  Michigan  Ave.,  Chicago  1. 

Midwest  Visual  Equipment  Co., 

3518  Devon  Ave.,  Chicago  45. 

Swank  Motion  Pictures,  614  N. 

Skinker  Blvd.,  St.  Louis  5,  Mo. 

United  World  Films,  Inc.,  542 

.South  Dearborn  St.,  Chicago. 

•  IOWA   • 

Pratt  Sound  Films,  Inc.,  720  3rd 

Ave.,  S.E.,  Cedar  Rapids,  Iowa. 

•  KANSAS-mSSOURI  • 

Erker   Bros.   Optical    Co.,   908 

Olive  St.,  St.  Louis  1. 

Swank  Motion  Pictures,  614  N. 

Skinker  Blvd.,  St.  Louis  5. 


•  MICHIGAN  • 

Engleman    Visual    Education 

Service,  4754-56  Woodward  Ave., 
Detroit  1. 

The  Jam  Handy  Organization, 

2821  E.  Grand  Blvd.,  Detroit  11. 

Capital  Film  Service,  224  Abbott 
Road,  East  Lansing,  Michigan. 


•   OHIO   • 

Ralph   V.    Haile   &   Associates, 

215  Walnut  St.,  Cincinnati. 
Academy    Film     Ser\ice     Inc., 

2110   Pavne   Ave.,  Cleveland 

14. 
Frvan  Film  Service,  1810  E.  12th 

Sl,  Cleveland  14. 

Sunray  Films,  Inc.,  2108  Payne 
Ave..  Cleveland  14. 

The  Jam  Handy  Organization, 

310  Talbott  Building,  Dayton  2. 

Twyman    Films   Inc.,   400    West 
First  Street,  Dayton. 

M.   H.  Martin   Company,    1118 
Lincoln  Way  E.,  Massillon. 


WESTERN    STATES 

•  CALIFORNIA  • 

LO.';  ANGELES  AREA 

Donald  J.  Clausonthue  Co.,  1829 

N.   Craig  Ave.,  Altadena 

Coast  Visual  Education  Co.,  5620 
Hollywood  Blvd..  Hollywood  28. 

Hollvwood    Camera    Exchange, 

1600  N.  Cahuenga  Blvd.,  Holly- 
wood 28. 

The  Jam  Handy  Organization, 

5746   Sunset    Boulevard,    Holly- 
wood 28. 

Ralke  Company,  829  S.  Flower  St., 
Los  Angeles  17. 

Spindler  &  Sauppe,  2201  Beverly 
Blvd.,  Los  Angeles  4. 

United  World  Films,  Inc.,  6608- 
10  Melrose  Ave.,  Los  Angeles  36. 

SAN  FRANCISCO  AREA 

Association  Films,  Inc.,  351  Turk 

St.,  San  Francisco  2. 

Westcoast  Films,  350  Battery  St., 

San  Francisco  11. 


•  COLORADO   • 

Dale  Deane's  Home  Movie  Sales 
Agency,  28  E.  Ninth  Ave.,  Den- 
ver 3. 

•  OKLAHOMA   • 

Cory  Motion  Picture  Equip- 
ment, 522  N  .Broadway,  Okla- 
homa City  2. 

•  OREGON  • 

Moore's  Motion  Picture  Service, 

S3  N.  W.  9th  Ave.,  Portland 
9,  Oregon. 

United  World  Films,  Inc.,  5023 

N.  E.  Sandy  Blvd..  Portland. 

•   TEXAS   • 

Capitol  Photo  Supplies,  2428 
Guadalupe  St.,  Phone  8-5717, 
Austin. 

Association    Films,   Inc..    1108 

Jack-i^on  Street,  Dalla.s  2. 

George  H.  Mitchell  Co.,  712  N. 

Haskell.  Dallas  1. 

United  World  Films,  Inc.,  2227 
Brvan  Street,  Dallas. 

•   UTAH   • 

Deseret  Book  Company,  44  E.  So. 

Temple  St.,  Sah  Lake  City  10. 


USE  THIS  DIRECTORY  TO  LOCATE  THE  BEST  IN  EQUIPMENT,  FILMS  AND  PROJECTION  SERVICE 
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The  Index  of  Sponsored  Films 

As  an  annual  service  to  Business  Screen  subscribers,  we  provifle 
this  coniprebensive  index  to  case  liislories  of  sponsored  motion 
pictures  and  sound  slidefilni  |»rograms  wbicb  bave  appeared  in 
these  pajies  during  tbe  past  year.  Is!-ue  numbers  and  pa^es  are 
provided  onlv  for  priniarv  articles:  tbe  numerous  brief  listings 
of  otber  film^  are  not   included  in  tbis  Index  feature. 


SPONSOR 

ACF  Industries,  Inc. 
Admiral    Corp. 
Aetna  Casualty  &  Surely  Co. 
Aetna  Life  Affiliated  Co's. 

Air  Reduction  Sales  Co. 
Aluminum  Co.  of  .\raerica 
Aluminum    Co.    of    .-Vmerica 
American  Airlines,  Inc. 

American  Bakers  Assn. 
The  American   Bible  Society 
American  Gas   Assn. 
American    Heart   Assn., 
E.  R.  Squibb  &  Sons 
American  Hereford  Assn. 
American  Inst.  Accountants 
The  American  Lava  Co. 
American  Optometry  Assn. 
American  Petroleum  Inst. 
Ameriran    Petroleum    Insl. 
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American  Zinc  Insl. 

Anheuser-Busch,  Inc. 
Anthracite  Information   Bur. 
Armour  and  Co. 

-Assn.   of  National   Advertisers 
Atlantic  Refining  Co. 
Automobile  Mfg's  Assn. 

Baldwin-Lima-Hamilton  Corp. 
Bank  of  Canada 
Berger  Mfg.  Div. 
Bethlehem  Pacific  Coast 

Steel  Corp. 
Better  \'ision  Inst. 
Boeing  Airplane  Co. 
Boston  Chamber  of  Commerce 
British  Information  Services 
BucvTus-Erie  Co. 
California  Texas  Oil  Co. 
Calvert  Distillers  Corp. 
Canadian  Pacific  Co. 
Canadian  Pacific  Rwy. 
Carolyn  Fashion  Group 
Caterpillar  Tractor  Co. 
Certain-teed  Products  Corp. 
Chamber  of  Commerce  of  U.S. 
Channel  Master  Corp. 
Chase  Brass  &  Copper  Co. 

Chevrolet  Div. 
Chr>'sler    Corp. 

Ciga  Hotels  of  Italy 
Cincinnati  f'nnimunitv  Chest 
Cincinnati  Milling  Machine  Co. 
Comfy  Mfg.  Co. 
Commercial  Solvents  Corp. 
Curtis  Publishing  Co. 


Davey  Tree  Expert  Co. 
Delaware  River  Port  Auth. 
The  Do.All  Co. 
Doepke  Mfg.  Co. 
DuMont  Laboratories 
Dun  &  Bradstreet.  Inc. 

Eagle  Clothes.  Inc. 
Edo  Corp. 

RR.  Div..  Fairbanks,  Mor^e  &  Co. 
Firestone  Tire  &  Rubber  Co. 
Firestone  Tire  &  Rubber  t  o. 
Ford  Motor  Co. 


The  French  Line 


FILM  TITLES 

The  Mailed  Fist 

Automation    or    Automatic    Production 

Paddle  a  Safe   Canoe 

Look   Who's  Driving 

Toward  a  Generation  of  Siije  Drivers 

Whatever   fTe  Do 

Public  Relations  —  Its  Story 

Public  Relations  —  its  Story 

Invitation  to  Mew  York 

Wings  Over  Dexter 

Keep    Your  Balance 

Our  Bible:  How  It  Came  to  is 

A    Word  to  the   ITiies 

The   Valiant  Heart 

The  Hereford  Heritage 

Accounting:  The  Languuge  ol  Business 

AlSi.Mag 

More   Than   Meets  the  Eye 

It  .\eier  Rains  Oil 

The  Story  of  Colonel  Drake 

The   Transistor 

Die   Casting — How   Else 

Would    You    Make    It? 
Let's   Train   With  the  Cardinals 
Black  Diamonds 
Fresh  Frosted  Meats 

for   the  Food  Service  Industry 
The  Future  of  America 
Premium  on  Parade 
Mr.   O'Flynns  Fifty   Million    Wheels 

The  Big  Lift 
Monev  in    1  our  Pocket 
Young  Mother  Hubbard 
Men.  Steel  and  Earthquakes 

The  Magic  Pathivay 

Basic   Aircraft  Riveting 

Boston:  City  of  Yesterday  and  Today 

This  Jet  Age 

These  Cser's   lieivs 

Minjak  Tanah 

Powered  for  Progress 

Riding  High 

Canada's  East   Coast   Playground 

Fashion  in  the  .\ews 

The  Perfect  Crime 

A  Case  of  Protection 

It's  Everybody's  Business 

The   Vital  Link 

Doun  the  Drain 

Story  of  Radiant  Heat 

Tomorroics  Drivers 

The  Fonvard  Look 

Open   Circuit   TV  Film 

Holiday  in  Italy  with  Ciga 

Where  There's  Life 

If  i  I  Ham   Johnson   and  the  JJruggin' 

CustoMagic 

)  our  .Moving  Targets 

Story  of  Magazines  in  Auto.  Industry 

The  World's  Greatest  Salesman 

The  First  Job  —  Conversation 

A   Bridge  Is  Born 

Techniques  of  Surface  Grinding 
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A  Story  of  Television 

Of  Time  and  Salesmen 

Suited  for  Today 
.Arctic  Flying 

Opposed  Piston  Horsepower 
The  F.F.A.'s  Silver,  .Anniversary 
Goggles  and  Gauntlets 
The  American  Farmer 
Highway  by  the  Sea 
1/an  of  the  }  ear 
One  out  of  Seven 
France  Afloat 


Issue 

No. 

Page 

4 

40 

6 

50 

4 

18 

1 

128 

1 

128 

5 

35 

2 

48 

7 

50 

2 

43 

1 

126 

3 

55 

4 

43 

6 

34 

8 

38 

8 

48 

1 

124 

3 

44 

5 

48 

1 

124 

7 

43 

^ 

44 

6 

60 

5 

34 

3 

44 

8 

46 

o 

3". 

o 

48 

il 

40 

6 

40 

7 

56 

1 

131 

■ 

42 

4 

43 

4 

2'i 

•1 

45 

4 

26 

4 

61 

4 

59 

7 

54 

o 

54 

5 

48 

4 

55 

7 

22 

4 

40 

4 

31 

3 

56 

3 

42 

3 

42 

3 

10 

7 

23 

7 

38 

4 

52 

1 

58 

8 

39 

2 

48 

6 

38 

2 

48 

0 

42 

4 

58 

2 

54 

1 

131 

3 

34 

7 

48 

4 

40 

4 

58 

8 

52 

6 

39 

2 

49 

S 

38 

4 

40 

1 

115 

2 

41 

3 

56 

1 

129 

SPONSOR 

Gardener-Denver    Co. 
Gallagher  &  Burton   Div. 
General     Adjustment     Bureau 
General   Electric  Co. 

General  Electric  Co. 

General  Electric  Co. 
General    Electric   Co. 
General  Electric  Co. 
General   .Motors   Corp. 


General  Mills.  Inr. 
General  Petroleum  Corp. 
Georgia  State  Chamber  of 

Commerce 
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Girl  Scouts  of  the  L".S..\. 

Handmacher-\  ogel   Co. 
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National  Automatic 
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Lighted   Windows 
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Take  a  Look  at  Tomorrow 
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A    Woman's  Story 

The  Animal  Fair  Series 

Peter  and  the  Whiffle  Hound 

The    Changing    American    .Market 

The  Eager  Minds 

Equip  for  New  Profits 
Martin  Luther 

Horizon    I  nlimited 

Powered  Industrial  Trucks 

Man  to  Man 

Opportunity  on    Wheels 

Seven  Keys  to  Power 

Destination    Hawaii 

The  Lonely  Mght 

John   Wesley 

Mighty  Miniatures 

Canada  From  Sea  to  Sea 

To  Conserve  Our  Heritage 

The  Lure  of  A  eic  England 

Old    1  irgin  ia 

Progress  for  Plenty 

Mr.  Peebles   Gets  the  Paint 

Decision   for  Chemistry 

This  Thing  Called  Salesmanship 

Hit  and  Run  Investigation 
Signals  and  Gestures 
The  Traffic  Officer  in   Court 
Fishing  I  .S.A. 
Water  Ski  Antics 
Good   Place   to    Work 
Opportunities  Lnlimited 
At  the  Drop  of  a  Coin 

Crusaders  Against  Fire 
The  Wind  and  the  Fury 
Before  They  Happen 
The  Year  of  Big  Decision 

Career:  Medical  Technologist 

Freedom  to  Learn 
When  You  Choose  }>ursing 
All  Out   for  Safety 
.Achievement  in  Steel 
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a  two-year  opler 

Ariiiiuil    I'liiilijc- 

lion    Kexiews:   onlv  85,00.    Send   vour    ri-si-rvalion   urdir   loday! 


♦   ^ou"^t■  inviled  to  join  our  subscriber  family: 
imiudi's    16    lomplete    issues,    itujudiiig     IWO 


Craig    Projeclo-Edifor    Adds 
Mileage    to    Sponsored    Films 

♦  \s  a  ri<-»  "lliialn-iii-the-onice," 
tin-  Oaif;  Proji-etor-Kililor  is  help- 
ing sponsors  lo  fret  nioie  mileafie 
with   their   industrial   lilnis. 

The  portable  iiiiil  is  a  rondiiiia- 
lion  labli'  lop  motion  picture  viewer 
and  ediliiif!  device  which  the  man- 
ufacturer says  can  be  set  up  iti 
less  than  60  seconds.  It  has  a  built- 
in  SVj"  X  ''4"  screen  —  large 
enough  for  mo\  ie  showings  to  small 
groups.  Its  screen  image  can  be 
seen  without  darkening  the  room. 

These  features  offer  the  salesman 
an  opportunity  to  use  his  motion 
picture  sales  story  quickly  and  in 
an  informal  atmosphere.  He  is  able 
to  sit  with  his  client  and  maintain 
personal  contact  during  the  show- 
ing. 

Films  can  be  edited  to  4-  or  6- 
niinute  presentations  suited  to  the 
individual  prospect's  situation  or 
interests.  The  film  can  be  stopped 
instanflv  with  a  selected  frame  in 
sight  —  allowing  the  salesman  to 
elaborate  u|>on  a  point  or  to  answer 
questions.  If  the  prospect  wishes  to 
look  at  certain  .sections  singly,  it 
is  only  necessary  to  slop  the  film, 
rewind  to  the  desired  scene  and  run 
it  through  again. 

Firms  with  ])ublic  relations  films, 
personnel  training  fihns.  time  and 
motion  study  and  other  engineering 
films  are  using  the  Projecto-Editor 
lo  aid  discussion  among  technicians. 
Clinics  and  hospitals  use  it  for 
showings  of  medical  films  to  staff 
members.  .An  advertising  agency 
uses  the  machine  to  show  tv  com- 
mercials to  elieitts. 

The  Craig-Projecto-Editor  is  made 
bv  the  Kalart  Company.  Plainville. 
Connecticut.  It  sells  for  $79.,50.  com- 
plete with  carrying  case.  The  unit 
weighs  101.1  pounds,  including  spli- 
cer and  film  cement. 
»        *        « 

Camart    Tightwind    Adapter 
Saves  Rewind   and   Coring   Time 

♦  The  new  "I'liiversar"  model  of 
the  Camart  Tightwind  adapter  has 
features  that  enable  the  film  editor 
to  rewind  16mm  or  35mm  film 
smoothly  and  evenly  on  plastic  cores 
without  using  split  reels  or  flanges. 

The  roller  has  ball-bearings  for 
easier  operation.  The  chrome  plated 
step  roller  guides  the  film  at  the 
edges  only  and  never  conies  in  con- 
tact with  the  picture  area.  Rewind- 
ing and  coring  time  is  saved  and 
the  film  is  protected  against  scratch- 
ing, rubs,  cinch  marks  and  abra- 
sions. The  unit  is  useful  for 
dark-room  loading  of  bulk  lilin  to 
day -light   spools. 

The  I'niyersal  model  will  fit 
standard     Neumade     and     Moviola 


rewinds  and  is  available  for  both 
left  and  right  sides.  Special  miKlels 
ran  be  made  to  order  for  tin-  Little 
(Jiant  and  the  Dynamic  model  re- 
winds. The  I  niversal  is  suggesti-d 
for  use  in  laboratories,  film  libra- 
ries, editing  departments,  tv  film 
departmenl.s,  industrial  audio-visual 
departments. 

For  illustrated  descriptive  litera- 
ture, write  lo  The  (Camera  Mart. 
Inc..    1!M5   Rroadwav.   New   ^'ork. 


Movie,    Sfill    Shots    Steadied 
with   S.O.S.    Camera   Pod 

Pictured  here  is  the  S.O.S.  Body- 
Brace  Camera  Pod.  which  is  said  lo 
assure  greater  accuracy  by  firm 
body  support. 

Manufactured  by  the  S,0,S. 
Cinema  Supply  Corp.,  the  pods  sup- 
port combines  a  body  brace  and 
a  shoulder  brace  for  extra  steadiness 
and  comfort.  It  aids  hand-held  shots 
vsith  movie  and  still  cameras — par- 
ticularly in  limited  spaces. 

Made  of  lightweight  cast  alu- 
minum, the  unit  weighs  31/2  lbs.. 
is  priced  at  S24.95.  Descriptive 
literature  may  be  obtained  from  the 

company  at  602  W,  52nd  St„  N,Y, 

«        »        » 

FilMagic    Cloth   Rebuffs   Dust 
with    High    Silicone    Content 

♦  "Cleaning  up"  in  the  equipment 
area  is  "FilMagic,"  a  12  \  18-inch 
cleaning  cloth,  said  by  the  manu- 
facturer to  contain  more  .Silicone 
than  any  other  maker  has  yet  been 
able  to  put  into  a  cloth. 

Silicone  is  a  release  material 
which  applies  an  invisible  film 
which  repels  dust  and  dirt.  Audio- 
\  isual  users  are  encouraged  to  apply 
the  cloth  to  films,  records,  camera 
and  projector  parts  and  other  sur- 
faces. 

FilMagic  is  available  in  its  stand- 
ard size  for  $2.00.  in  a  deluxe  sizi- 
1 18  X  24  inches  I  for  S3.50.  Th.- 
cleaning  cloth  is  manufactured  by 
The  Distributor's  Group,  Inc.,  756 
West  Peachtree  St„  N.  W,   .Atlanta. 
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or  o\cM'  thirtv  vcars 
it  has  been  the  pri\  ik^ge  of 
The  Jam  Handv  Organization 
to  assist  Americas  bnsiness  leaders 
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motion  picture 
interpretations 


of  their  ideas,  presented 
to  audiences 
small  and  larire 


JAM  HANDY 
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230  North  Michigan  Ave. 
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■5746  Sunset  Blvd. 

BUSINESS 


TV  CRITICS  ACCLAIM 


^^like  color 


i( 


The  New  York  Times 

by 

JACK  GOULD 


in  every  scene 


.  .  ."Norby"  is  sponsored  by 
the  Eastman  Kodak  Company , 
which  made  the  color  film  used 
in  shooting  the  series.  The 
quality  of  color  was  very  good. 
The  picture  on  black-and- 
white  TV  sets  also  was  gener- 
ally superior  to  that  received 
when  monochrome  film  is  used. 
This  situation  is  just  the  re- 
verse of  that  existing  with  live 
color  TV,  which  often  degrades 
the  black-and-white  picture. 
Color  TV  could  be  one  more 
argument  for  "going  film." 


one  more  argument  for 


GOING.FILM 


>> 
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New  York  Daily  News 
by 

BEX  OROSS 


First   Weekly   Color    Film 

Series  . . .  the  first  weekly  dra- 
matic TV  series  to  be  filmed 
entirely  in  color,  "Norby," 
made  its  bow  on  Channel  4  at 

7  last  evening The  beauties 

of  color  do  enhance  the  appeal 
of  this  small  town  situation 
comedy  series. 


New  York  Journal- American 


JACK  O'BRIAN 


. . .  He  is  a  young-man-on-his- 
way  at  the  bank  in  Pearl  River, 
N.  Y.,  where  parenthetically 
the  TV  action  literally  was 
filmed  —  in  very  attractive 
color. 


January  5th  marked  the  premiere 
NBC  telecast  for  both  Eastman 
Kodak  and  "Norby."  Pathe  feels 
very  honored  that  Eastman  Kodak, 
the  leader  in  film  manufacturing, 
selected  Pathecolor,  the  quality- 
leader  in  color  film  processing. 


CALL  OR  WRITE: 


Laboratories,  Inc. 


HOLLYWOOD 

6823  Santa  Monica  Blvd.  •  Hollywood  9-3961 


NEW  YORK 

105  East  106th  Street  •  TRafalgar  6-1120 


GREAT  MOTION  PICTURES  ARE  PROCESSED  BY 

^Z^jr^i/Laboraforiesjncls  a  subsidiary  of  CHESAPEAKE  INDUSTRIES,  INC. 
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How  to  make  a 
Sales 'Training  Film  that  actually 

INCREASES  SALES 

Why  does  one  motion  picture  or  slide  film  used  to  train  salesmen  markedly 
improve  their  performance,  while  another  has  Httle  effect? 

Caravel's  years  of  experience  in  this  field  shows  that  for  consistent  high- 
level  results  with  sales-training  films,  four  major  factors  of  production 
need  to  be  stressed. 


These  factors  of  production . . . 


Results  like  these . . . 


FIRST-HAND  CONTACT  WITH  SALESMEN 

gives  the  creative  producing  staff  tlie  "feel,   as  well  as  the 
facts,  of  the  client  s  selling  problem. 


AN  IMAGINATIVE  SCRIPT  that  entertains  while 
it  instructs  is  the  basic  step  toward  a  picture  that  sales- 
men leant  to  look  at. 

ABSOLUTE  REALISM  in  the  portrayal  of  salesmen 
and  their  customers  takes  top-notch  direction  and  acting, 
and  scrupulous  attention  to  detail. 


A   NO-PUNCHES-PULLED   ANALYSIS  of  the 

salesman  s  real  and  difficult  problems  is  essential  in  mak- 
ing a  film  that  he  respects  and  responds  to. 


"...  appreciated  very  much  the  intelligent  interest  you 
people  showed  in  grasping  our  problem  and  interpreting 
the  story  we  wanted  to  tell." 

Fuller  Brush  Company 

"\\'e  believe  the  Kenwood  picture  is  one  of  the  best,  if 
not  the  best  product-sales-training  film  ever  made." 

Associated  Merchandising  Corp. 

"The  reaction  of  the  real-life  salesman  who  sees  the  film 
seems  to  be,  "He  does  a  terrific  job  of  selling.  I'm  going 
to  use  that  approach  myself.  " 

Clinton  Foods,  Inc. 

"\Ianv  \erbal  comments  from  salesmen  and  dealers  as- 
sure us  of  another  hit." 

Socony-Vacuum  Oil  Company 


BEFORE  YOU  MAKE  YOUR  NEXT  SALES-TRAINING  FILM,  READ  CARAVEL'S  BROCHURE, 
THE  MOTION  PICTURE  AS  A  SALES  TOOL.  WRITE  FOR  IT  TODAY.  NO  OBLIGATION. 


CARAVEL 

730  FIFTH  AVENUE 


FILMS,  INC. 

NEW  YORK   19,   N.  Y. 


Byron  Roudabush 

of  Washington,  D.  C. 

Pioneer  in  color  print 

production. 


^with 

successful 
color 

lob 

management. 


Ansco  Type  238  Duplicating  Film  is  tops! 


Not  even  some  close  friends  of  Byron  Roudabush.  dvnamo  of 
Byron,  the  fast-growing  Washington,  D.  C.  laboratory,  know 
his  last  name.  That  goes  for  many  of  his  numerous  clients, 
too.  They  know  him  as  Byron  of  Byron,  where  rhev  can  de- 
pend on  getting  excellent  service  and  highest  quality. 

For  here  is  a  man  whose  name  itself  means  tine  technical 
know-how  based  on  long  experience. 

With  a  background  of  theatrical  and  electronic  work,  Byron 
pioneered  in  the  production  of  tine  color  motion  picture  prints. 


His  organization  now  has  grown  to  encompass  practically 
every  phase  of  production  and  laboratory  services  in  the 
movie  field. 

Naturally,  when  Ansco  introduced  Type  2.^8  Color  Dupli- 
cating film.  Byron  was  quick  to  try  it  .  .  .  and  to  recognize  its 
outstanding  qualities,  .•\nsco  is  proud  to  include  Byron  among 
the  many  laboratories  olFering  service  on  this  stock. 

Why  n<it  take  profit  by  experience.'  Order  your  next  color 
prints  made  on  Ansco  Color  Duplicating  V\\m.  Type  US. 


Ansco 


Binghamton,  New    York.    A    Division    of   Ceneral    .Aniline    &:    Film    Corporation.  "From    Research    to    Reality. 
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United  Air  Lines'  sound  movie  puts 
ground  crews  on  the  sales  force 


United's  management  realized  that  men  who  handle  fuel,  food 
and  freight  do  a  job  of  selling  service  to  passengers,  too. 

To  compare  ground  crew  methods  and  achieve  efhciency  at 
all  terminals,  the  airline  put  on  its  movie-producing  hat. 

Result  — United's  own  sound  production,  "From  the  Ground 
Up."  Credit  for  photography  goes  to  United  employees  — but 
for  addition  of  sound,  it  goes  to  the  Filmosound  202  projector. 

The  narrator  followed  action  while  picture  was  projected, 
spoke  into  microphone.  Fihnosound's  foolproof  controls  make 
magnetic  recording  on  film  easy  as  tape  recording. 

United  premiered  the  movie  for  station  managers.  Ground 
crews  later  saw  the  same  movie  with  sound  track  changed. 

Up  in  the  air  on  how  to  reach  people?  You're  on  firm  ground 
with  this  adaptable,  low-cost  medium  of  communication. 

Sales  meetings,  employee  training,  public  relations  pro- 
grams-there are  so  many  ways  you  could  use  the  Filmosound 
202.  ITrile  for  free  booklet,  "New  Voices  for  Your  Movies." 


HOMIUnACADtMV  AWARD  I95< 
To  Btll  &  Huwcll  tor 
47  Years  of  Pioneering 
Contributions  to  the 
Motion  Picture  In(luslr>'. 


YOUR    MOVIE    SALESMAN.    The 

202  projects  sound  or  silent  16mm 
61m.  plays  magnetic  or  optical  sound. 
Reverse  switch,  still  picture  clutch.  Its 
wide  use  by  business  is  proof  that 
experience  leads  to  Bell  &  Howell. 


Bell  &  Howell 


7108  Mccormick  road 

CHICAGO  45.  lt.l-lNOIS 
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BUSINESS  SCREEN 


16  mm.  PROJECTORS 


CONSIDER 

SERVICE 
When  Buying 


The  DeVrylite  is  the  finest  16mm,  projector 
on  the  market.  Your  selection  of  the  DeVrylite 
is  justified  by  every  comparison  of  quality- 
built  features.  It  is  designed  and  built  for 
long  trouble-free  service. 

And  speaking  of  service,  you'll  need  a 
minimum  of  it  with  a  DeVrylite  projector.  If 
you  ever  do  need  service,  though,  you'll  find 
that  Technical  Service,  Inc.,  has  the  finest 
service  organization  available.  Prompt  de- 
livery of  parts  and  immediate  service  by 
highly  skilled  technicians  ore  always  assured. 

DeVrylite  projectors  ore  designed  so  that 
owners  can  make  most  of  the  service  adjust- 
ments—  if  and  when  required.  Lamps,  ampli- 
fier and  oil  mechanical  parts  are  conveniently 
located  for  easy  service  without  any  special 
fools. 

So,  when  buying  a  16mm.  projector,  consider 
service.  Select  one  that  requires  a  minimum  of 
service,  that  is  easy  for  the  user  to  adjust  and 
that  has  a  fine  nationwide  service  organiza- 
tion. By  all  standards  of  performance  and 
service,  DeVrylite  will  continue  to  be  your 
best  buy — now  and  in  the  future.  A  new 
brochure  offers  you  complete  details.  Write 
for  your  copy  today.  It's  free. 

Technical 
'fe^l  Service 
Incorporaffed 

Dept.  C 
30865  Five  Mile  Road 
PLYMOUTH,  MICHIGAN,  U.S.A. 
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d  good  production 

DBSSRVeS 

s  good  package  ] 


A     good     production 
needn't  suffer  because  of 
reel    failure    that    causes 
distracting,    annoying      i 
noises.    And    it    can't 
happen    when    films 
are    mounted    on 
Compco  reels  and 
protected  in  Comp- 
co film  cans. 


^< 


The  reels  ore  mode  of  the  hardest,  spring-type 
steel.  They  just  can't  bend  out  of  shope.  The 
cons  ore  die-formed,  rigid,  and  dent-resistant. 
Together,  they  moke  the  perfect  comblnotion  for 
film  production  packaging. 


Reels  and  carts  available 
in  all  16  mm  sizes 


^^ombCo 


CORPORATION 


J25I   W.  Si.  Paul  Ave  ,  Chitoso  47.   III. 


SYMBOL    OF 

PROFESSIONAL 

QUALITY 


EMPIRE  Pi 


INCORPORATED 
Fi/mi     for     industry     and     le/evttion 

1920     LYNDALE     AVENUE    SOUTH 
MINNEAPOLIS     5,    MINN. 
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•  Color-Correct*  duplicate  prints  — 
highest  standard  in  the  industry  — 
now  yours  witli  the  best  in 
magnetic  striping. 

•  Magnetic  sound  tracks  for 
black  &  white  or  color  film, 
single  or  double  perforated. 

•  Sound  tracking  new  or  old  16iuni  film 
on  the  Soundcraft  Magna-Striper*, 
similar  in  every  detail  to  the 
Academy  Award  Magna-Striper*. 

•  Magnetic  oxide  sound  tracking 
in  3  widths  —  each  with  balancing 
stripe  —  for  3  purposes. 

•  Special  one-day  ser\'ice 
for  "rush"  orders. 


'Reg.  U.S.  Patent  Office 


For  full  information  write,  wire  or  phone 


byron 


Studios  and  Laboratory 


1  226  Wisconsin  Ave.,  N.W.,  Washington  7,  D.C.    DUpont  7-1800 


PRACTICALLY    EVERY    16MM    FILM    PRODUCER   IN   THE  WESTERN   HEMISPHERE  IS  A  CLIENT  OF  BYRON 
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Projects 
Anything. . . 


r^ 


AMERICAN  OPTICAL 
OPAQUE    PROUECTOR 

Here's  a  simple,  dramatic  wa\'  to  make  a  point.  Project  speech  ma- 
terial directly  on  a  screen.  An  AO  Opaque  Projector,  with  the  large 
10"  X  10"  aperture,  projects  practically  anything  that's  opaque, 
and  not  more  than  S'o"  thick.  Blows  it  up  on  a  screen,  large 
enough  for  whole  audiences  to  see.  People  understand  quicker,  re- 
member longer  when  they  can  see  what  you  are  talking  about. 


In  Schools,  Churches.  Project  lest 
papers  for  comparison,  news  clip- 
pings, coins,  gears.  Show  Bible 
Stories,  pictures  from  books  and 
other  teaching  materials. 

In     Business,     Industry.      Magnify 

products,  papers,  objects  on 
screen  so  customers,  salespeople, 
audiences  of  all  kinds  can  see 
better,  learn  better,  compare  and 
inspect. 


AOt  Educator-500 


Your  brightest  buy.  For  ^  a.  ^ 
slides  and  film  strips.  .iOO  watt  — 
blower  cooled  —  3 J 2".  5"  or  7'  pro- 
jection lens. 


Costs  little  to  Run.  With  an  AO 
Opaque  Projector  there  is  no  film 
to  buy  —  no  rentals  to  pay  —  no 
slides  to  make  —  the  whole  world 
provides  your  material. 

Simple  to  Operate.  Just  flip  a 
switch  and  insert  copy.  The  AO 
Opaque  focuses  easily  —  keeps 
projected  object  cool  with  quiet 
motor  driven  fan.  Readily  port- 
able. 1000  watt  lamp  gives  un- 
matched screen  brilliance. 


merican 


CHELSEA,  MASSACHUSETTS 


NEWS-TRENDS 

New  York  Film  Producers  Name 
Officers;  Approve  TV  Contract 
"♦^  1  he  lilm  Pr<.»ducers  Association 
of  New  York  has  elected  \Salter 
Lowendahl  jiresideiit  of  (he  organi- 
zation. Mr.  Lowendahl.  who  is 
executive  vice-president  of  Trans- 
film  Incorporated,  succeeds  David 
Pincus,  president  of  Caravel  Films. 
Inc. 

Other  elected  officers  are  Harold 
Wondsel.  vice-president  I  Sound 
Masters.  Inc.)  ;  Herbert  Kerkow. 
secretary  (Herbert  Kerkow,  Inc.); 
Edward  Lamm,  treasurer  (The 
Pathescope  Company  I . 

Elected  to  the  board  of  directors 
are  Henry  Strauss  (Henry  Strauss 
&  Co.  I  ;  Peter  Mooney  ( .\udio  Pro- 
ductions, Inc.);  Jack  Henderson 
(Sarra,  Inc.)  ;  David  Pincus  (Cara- 
vel Films,  Inc.)  ;  and  Robert  Law- 
rence (Robert  Lawrence  Produc- 
tions. Inc.  I. 

At  the  election  meeting,  the  group 
approved  the  Producer-Screen  .Ac- 
tors Guild  19.5.5  Codified  Contract 
for  fibned  commercials.  It  had  al- 
ready been  approved  by  the  negoti- 
ating committee  of  the  Screen  .Ac- 
tors Guild  and  is  now  in  the  process 
of  being  signed.  John  \^'heeler,  gen- 
eral counsel  for  the  FP.A.  negotiated 
the  contract  on  behalf  of  his  group. 
«        *        * 

Screen  Guild  Approves  Contract 
for  TV  Commercial  Film  Artists 

♦.Approval  n{  the  new  collective 
bargaining  contract  covering  actors, 
singers,  announcers  and  puppeteers 
in  filmed  television  conunercials  has 
been  voted  60-to-l  in  a  mail  refer- 
endum by  the  general  membership 
of  the  Screen  .Actors  Guild. 

The  revised  contract  terms  pro- 
vide for  restrictions  on  the  produc- 
er's editing  rights — which  the  Guild 
expects  w  ill  increase  the  re-use  pav  - 
ments  and  encourage  the  making  of 
new  conmiercials.  It  also  provides 
for  a  10  per  cent  increase  in  all 
guaranteed  use  payments  for  group 
singers  in  Class  A  program  com- 
mercials. 

Keimeth  Thomson,  director  of 
the  Guild's  television  department, 
said  that  tabulation  of  the  ballots 
showed  2.600  members  voting  in 
favor  of  the  contract  and  43  in  op- 
position. 

•  »  4 

Assn.  of  Cinema  Laboratories 
Elects  Officers,  Board  Members 

*  Three  top  oHicials  were  reelected 
liv  the  Association  of  (Cinema  Labo- 
ratories at  an  annual  meeting  held 
recently  in  the  Hotel  Sheraton.  New 
York.  Neal  Keehn  (  The  Calvin  Com- 
pany I,  remained   president.   Russell 


C  Holslag  (Precision  Film  Labora- 
tories! continued  as  vice  president, 
livron  Roudabush  (Bvron,  Inc.1 
and  (George  \\  .  Colburn  (George  W. 
f.olliurn  Laboratory.  Inc.)  were  re- 
elected secretary  and  treasurer. 

Board  members  elected  during 
the  session  were:  Don  .M.  .Alexander 
I  Alexander  Film  Companv  1 .  Robert 
V.  Burns  (Houston  Color  Film  Lab- 
oratories!. George  W.  Colburn. 
Louis  Feldman  (DuArt  Film  Labo- 
ratories!.  Saul  Jeflee  (Movielab 
Film  Laboratories!.  {;barles  E.  La- 
ger (  Atlas  Film  Corporation  I  and 
Byron   Roudabush. 

The  organization's  standardiza- 
tion committee  made  recommenda- 
tions on  marking  of  work  prints  to 
indicate  effects  and  on  preparation 
of  16mm  printing  leaders.  Recom- 
mendations for  standardizing  prac- 
tices with  regard  to  charging  for 
short  ends  in  printing,  rush  service 
and  other  problems  involving  rela- 
tions with  customers  were  made  bv 
the  laboratory  practices  committee. 
The  nomenclature  committee  re- 
ported progress  in  developing  defi- 
nitions to  clarify  customers  orders 
to  laboratories  and  items  and  pro- 
cedures not  now  covered  in  the 
nomenclature  adopted  by  the  Ameri- 
can Standards  Association  and 
sponsored  by  the  Society  of  Motion 
Picture  and  Television  Engineers. 

Attendance  at   Ford   Showings 
Hit  All-Tlme  High  in   1954 

♦  An  alllime  high  attendance  rec- 
ord was  achieved  by  Ford  Motor 
Company  motion  pictures  during 
1954.  More  than  22,500,000  persons 
in  the  United  States  and  abroad 
viewed  29  Ford  films  last  year  ac- 
cording to  a  report  released  to  Busi- 
ness Screen  in  March. 

Ford  films  were  screened  for 
300.372  audiences  totaling  18..300.- 
000  persons  in  this  country  and 
4.330.000  persons  in  foreign  coun- 
tries. In  addition  to  the  live  film 
audiences,  company  pictures  were 
shown  on  4,759  television  pro- 
grams. During  1953.  tlie  Ford  films 
were  seen  by  approximately  18.747.- 
000  persons  and  were  televised  on 
2.684  programs. 

The  films,  which  have  won  17 
first  place  or  grand  awards  in  docu- 
mentary motion  picture  competition 
in  the  past  five  years,  were  pro- 
duced for  free  distribution  to 
schools,  churches,  civic  groups  and 
other  similar  organizations.  Most  of 
the  16nnn  films  are  in  color  and  run 
for  approximately  30  minutes. 

Ford  films  may  be  obtained  by 
writing  Ford  Motor  Company  fibn 
libraries  at  164(X)  Michigan  .Ave.. 
Dearborn.  Michigan:  15  East  53rd 
St.,  New  York  City,  or  1500  S.  26th 
St..  Richmond.  (California.  ^' 
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CHANGE  . . .  for  the  better 


"/  guess  I'm  pretttj  much  of  a  wreck  now,  but  you  should  have 
seen  me  when  I  was  a  sparkling  new  bcautij  and  a  happij,  proud 
family  drove  me  home  from  the  dealer's  showroom.  A  year 
later  I  was  tradcd-in  on  a  new  model,  but  to  my  next  owrjers 
I  was  new  all  over  again.  So  it  went,  over  the  years,  serving 
one  family,  then  another  .  .  .  faithfully  carrying  on.  But  I'm  not 
through  yet.  Soon  I'll  go  into  scrap  and  start  all  over." 

This  "auto"  biography  is  the  unusual  approach  used  in  the  new 
General  Motors  picture,  "CHANGE  . . .  for  the  better"  to 
dramatically  explain  the  economics  of  obsolesence  and  its 
great  importance  in  our  thriving  economy.  It  is  typical  of  the 
creative  ingenuity  which  helps  to  make  this  Studio's  pictures 
dynamic,  effective,  and  influential. 


STUDIOS,    INC.  ^^ 


HOLLYWOOD 


NEW    YORK 


CHICAGO 


DETROIT 
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SHOW  MOTION  PICTURES 
THIS  NEW  TABLE-TOP  WAY 

with  New  CRAIG  Projecto-Editor 


CASE   HISTORIES   OF   THREE   CURRENT   SPONSORED   FILMS 


Table  Viewer 

with  large 

3a  "x4i"  screen 

shows  movies 
large  enough  for 

small  groups 


THE  new  Craig  Projecto-Editor 
can  be  set  up  on  a  table  top  in 
60  seconds  to  show  movies  in  bril- 
liant action — without  darkening  the 
room. 

Educators  use  the  Craig  Pro- 
jecto-Editor for  previewing  films 
before  showing  to  larger  groups. 
For  editing  films  before  showing  to 
different  groups.  For  film  mainte- 
nance and  repair. 

Businessmen  use  it  as  a  selling 
tool  to  present  a  sales  story  to  key 
prospects.  For  analyzing  time  and 
motion  study,  job  training  and  en- 
gineering films.  For  film  editing  and 
maintenance. 

With  a  Craig  Projecto-Editor 
you  can  show  movies  in  any  place 
— at  any  hour.  Picture  shows  bright 
and  clear  on  its  3  '/4  "  X  4  Vi  "  ground 
glass  screen.  You  can  create  fast  or 
slow  motion  effects,  re-run  certain 
scenes  repeatedly  without  waiting 
until  you  get  to  the  end  of  the  reel. 
You  can  even  stop  the  film  for 
frame  by  frame  examination  with- 
out harm  to  film. 

WRITE    FOR    ILLUSTRATED    CATALO 
DIVISION     OF     THE     KALART    COM 


EASY 


CARRY 


Complete  unit  folds  into  Carrying  Case 
no  larger  than  table  model  radio.  Weighs 
only  IOI2  pounds.  UL  approved. 
Models  for  8mm  or  16mm  f400'  reel  ca- 
pacity) complete  with  Carrying  Case — 
S  79.50. 


Craig  Professional  Unit  for  reels  to  2000' 
capacity.  Price  complete,  as  shown, 
S  79.50.  Viewer  only,  S49.50. 

£  1954.  The  Kalart  Co. 


AT&T  "Pictures"  Sound 
in  "Music  in  Motion" 

Sponsor:    .Ainoriran    Telephone   & 

lelf^Tapli  ('ijni|iaiiv. 
Tilh-:  Miisii-  In  Molinn.  20  iiiiij. 
color,  produced  liv  Audio  Pro- 
ductions. Inc. 
*  A.T.&  T.  and  the  Bell  .System 
Companies  are  probalilv  the  biggest 
users  of  film  i]i  the  business  world. 
Although  the  bulk  of  the  companies" 
film  product  is  100^/  informational 
— how  to  dial  properly,  how  to 
speak  correctly,  how  to  install  a  new- 
station  courteously  —  occasionally 
the  Telephone  Companies  come  up 
with  institutional  films  having  con- 
siderable entertainment  features. 

One  of  these  is  A.T.&T.s  new  film 
for  19.5.5  —  Music  in  Motion.  Fea- 
turing Donald  \  oorhees  and  the  big 
Telephone  Hour  Orchestra,  and  top 
violinist  Zino  Francescatti.  the  pic- 
ture shows,  by  demonstration,  what 
music  and  speech  "looks  like"  on 
the  elaborate  oscilloscope  devices 
Bell  Laboratories  engineers  use  to 
study  sound  in  their  quest  of  ever 
more  perfect  telephone  equipment 
and  service. 

As  narrated  in  a  restrained  man- 
ner by  announcer  Tom  Shirley. 
Music  in  Motion  is  largely  non- 
commercial in  nature  and  will  be 
a  tuneful  and  colorful  addition  to 
the  Bell  S\  stein"s  extensive  collection 
of  films.  It  will  be  loaned  free  to 
clubs,  schools,  etc..  and  made  avail- 
able   to    theatres    and    tv    stations. 


Pabst  Shows  Nationwide 
Scope  of  Model  Facilities 


G   NO.    BS-3.   ADDRESS   CRAIG,   INC. 
PANY,    INC.    •     PLAINVILLE,    CONN. 


Sponsor:  Pabst  Brewing  Com- 
pany. Inc. 
Title:  From  the  .Atlantic  to  the 
Pacific,  25  min.,  color,  produced 
by  Peter  Elgar  Productions. 
"^^  This  handsome  film  serves  to 
prove  that  glamor  need  not  be  con- 
fined to  pretty  girls  or  ultra-luxuri- 
ous products.  The  makers  of  one  of 
the  largest  beers.  Pabst  Blue  Rib- 
bon, are  showing  the  film  to  demon- 
strate that  the  insides  of  their  coast- 
to-coast  brewing  and  bottling  plants 
are  as  delectable  as  the  contents  of 
their  cans  and  bottles. 

Pointed  out  are  the  Pabst  chain 
of  breweries  and  distribution  cen- 
ters covering  the  nation — in  Mil- 
waukee. Peoria.  Newark  and  Los 
Angeles.  Here  are  shining  copper 
X  ats.  streams  of  clear  water  and  the 
other  ingredients  of  good  beer — 
barley.  hoj)s  and  yeast.  .A  good  pic- 
ture for  a  warm  spring  day. 

Modern  Talking  Picture  Service, 
Inc.  is  the  distributor.  1^ 


Behind  the  Sports  Scene 
in  "The  Spalding  Story" 

Sponsor:  A.  G.  .Spalding  &  Bros.. 
In<. 

'I'illc:  The  Spaldinf;  Story,  30  min. 
color,  produced  by  Sound  Mast- 
ters.  Inc. 

■♦^  In  a  12-acre  factory  at  Chicopee, 
Mass..  A.  G.  Spalding  &  Bros.,  Inc., 
makes  equipment  for  almost  every 
game  played  in  America.  Balls,  bats 
and  clubs  of  many  sizes  and  shapes 
are  made  here  to  supply  the  stead- 
ily increasing  demands  of  the  sports- 
conscious  nation.  Since  the  incep- 
tion of  the  major  baseball  leagues, 
every  ball  used  has  been  made  by 
Spalding.  And  the  company  has  con- 
sistently been  the  leading  supplier 
of  equipment  for  golf,  tennis,  bas- 
ketball, football  and  other  popular 
sports. 

^  bile  this  film,  designed  to  stress 
the  quality  of  the  company's  prod- 
uct, is  in  the  traditional  genre  of  a 
"trip  around  the  factory,"  audiences 
will  find  in  it  something  speciaL  The 
machines  in  this  factory  are  quite 
out  of  the  ordinary. 

One  scene  shows  Spalding's  sys- 
tem of  shaping  golf  club  heads,  ac- 
cording to  popular  standard  specifi- 
cations in  matched  sets,  or  directly 
to  order  in  any  preference  a  custo- 
mer may  have. 

Interestingly.  Spalding  has  de- 
signed and  built  almost  every  ma- 
chine in  the  factory,  including  hot 
presses  and  \ulcanizers  for  rubber 
balls,  winders  for  golf  and  baseballs, 
shapers.  test  equipment,  drills,  etc. 
But  the  machines  are  not  the 
heart  and  soul  of  the  factory,  and 
the  film  introduces,  by  name,  some 
of  the  Spalding  men  who  do  much 
of  the  critical  manufacturing  proc- 
esses by  hand. 

The  Spalding  Story  will  be  made 
available  to  clubs,  schools  and  other 
interested  groups  on  free  loan.  Addi- 
tional uses  will  be  made  of  the  film 
in  the  sporting  goods  industry  for 
sales  promotion.  f^ 


OPPORTUNITY 

For  inrnmerrial  film  contact 
man  to  represent  major  New 
York  and  Hollywood  motion 
picture  producer  and  distribu- 
tor in  Chicago  area.  Please 
reply  stating  experience,  refer- 
ence and  salarv   expiited. 

Write  Box  55-3B 

BUSINESS   SCREEN 

7064SheridanRd.,Chicago26 
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The  Screen  you  asked  for. . . 
the  new  radiant  SCWUM/KlTCt 

Here  is  the  Projection  Screen  that  incorporates  alt  the  features  requested  by 

leading  business,  sales  and  industrial  users  of  motion  pictures  and  slides.  The     •    •    •    •    i 

Screenmaster  offers  a  brilliant  reflective  surface,  amazing  ease  of  setting-up  and 


dismantling,  rugged  trouble-free  consti 
that  enhances  every  showing. 

New  "FRICTION   CLUTCH" 
CARRYING   HANDLE 


New  grip  fit  handle  for  easier  <.arr>ing  .  .  .  in- 
corporates friction  clutch  with  gliding  action 
for  instant  adjustment  of  screen  to  any  height. 
Illustration  also  shows,  just  below  the  handle 
the  Screen  LeNeller  for  horizontal  levelling  of 
screen  when  floor  is  une\en. 


The  World's  Most  Complete 
Line    of   Projection    Screens 

There  is  a  Radiant  screen  for  every  need — Por- 
table tripod  models.  Wall  Screens,  Ceiling  Screens, 
Table  Models,  Lace  and  Grommet  Screens  —  and 
the  ne^  ^ide  screens  in  siies  from 

30  inches  to  30  feet!  .  .  . 


uction,  plus  colorful  streamlined  design 


New 


"ATOM-ACTION' 

M 


LEG  OPENING 


The  Screenmaster  offers  a  new  sensitive  trigger- 
type  leg  opening  device.  One  touch  of  your  toe — 
and  PO^'! — all  three  legs  spring  into  proper 
position.  No  stooping,  no  lifting,  no  sticking. 


IMPROVED '  Vyna-Flect* 

SCREEN    FABRIC 


The  Screenmaster  utilizes 
the  newest  de\elopment  in 
beaded  screen  fabric.  It's 
washable  and  mildew - 
proof — and  gives  you  bril- 
liant, contrast^'  pictures. 


...Plus 


MANY    OTHER    FEATURES 


Including  added  ruggedness,  new  leg  lifl-up 
tab,  stronger  cases,  new  finish  and  colors. 
Write  for  illustrated  catalog  and  complete  prices. 


I^ -ZL  ID  I J5. 3SC  T 

RADIANT  MANUFACTURING  CORP. 


1225  SOUTH  TAIMAN  AVENUE 


CHICAGO  8.  IlllNOIS 


Films  Follow  the  GM  Flag 

to   Serve  Overseas  Operations 

■¥  .\Muin{;  thr  iiKilioii  |)i<  lure  ^|Jon• 
sors  who  are  "driving  ahead"  on  ex- 
port highways  is  General  Motors 
Corporation.  Progressively,  in  some 
20  territories  around  the  globe. 
General  Motors  Overseas  Operations 
Division  and  its  affiliates  have  been 
using  motion  pictures  and  slidefilms 
in  several  phases  of  operation.  The 
audiovisual  petrol  that  helps  make 
GM  go  in  the  United  States  is  doing 
a  duplicate  job  in  foreign  climes. 

'I  he  overseas  subjects  cover  sales 
training  and  promotion,  advertis- 
ing, new  and  used  car  and  truck 
merchandising,  driver  training, 
safety,  highways,  traffic  control,  me- 
chanics training,  caravans,  automo- 
bile designing,  research,  proving 
grounds  and  other  corporate  activi- 
ties. 

Language  adaptations  of  English 
voice  films  have  been  made  in  Span- 
ish. French.  German,  Portuguese, 
and  Dutch.  In  some  instances,  com- 
plete motion  picture  productions 
have  originated  in  foreign  opera- 
tions. Overseas  plants  are  equipped 
with  audience  accommodations  in 
varying  sizes,  some  of  them  seat- 
ing as  many  as  400  people. 

Audio-visual  presentations  are 
common  practice  in  dealer  conven- 
tions held  in  most  territories.  Tape 
recording  now  is  being  utilized  to 
make  local  language  adaptations  of 
English  voice  films.  Magnetic  track 
application  to  English  voice  films 
has  permitted  GM"s  overseas  plants 
to  make  local  language  versions  us- 
ing tape  recording  for  preparation 
of  voice  and  sound  effects. 

The  principal  territories  where 
GM  films  have  been  used  extensively 
are  Venezuela,  Peru.  Puerto  Rico, 
Cuba.  Hawaii.  Belgium.  France, 
Sweden.  Denmark,  South  Africa. 
India,  Australia,  New  Zealand. 
Mexico.  Germany  and  England. 
*        *        * 

Caterpillar  Translates  Titles 

♦  ' '|,tii  almagiietic  sound  transla- 
tions of  service  and  training  films 
are  performing  yeoman  dutv  over- 
seas for  distributors  of  Caterpillar 
Tractors,  according  to  companv 
representatives. 


Pmten  of  Pisfinel'me  Hot-pfess 

TYPE  TITLES 


Si'f  \B\  I9i8 


wiiu  III  nil  tffi  «<«i. 
Knight  Title  Service 

Ullfim:  UAtHil  4 -ass 

524  Wait  2Sth  St.  N«w  Yo->  1    N  V 
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IT'S  EVERYBODY'S  BUSINESS 


Freedoms  Foundation  announced  on  February  22,  1955,  that  the  animated  Technicolor  motion  picture  IT'S  EVERYBODY'S  BUSINESS  was  the 
best  film  developed  in  the  United  States  during  1954  to  further  better  understanding  of  the  American  way  of  life. 

Written  and  produced  by  John  Sutherland  for  the  E.  I.  du  Pont  de  Nemours  &  Co.,  the  film  is  being  distributed  nationally  by  the  Chamber  of 
Commerce  of  the  United  States. 

Since  June  1954  IT'S  EVERYBODY'S  BUSINESS  has  been  shown  more  than  9,000  times,  including  266  showings  by  television  stations.  It  has 
been  screened  for  Junior  High  School  classes,  adult  education  groups  and  employee  groups  of  hundreds  of  businesses. 

This  is  the  eighth  time  a  John  Sutherland  Production  has  won  the  Freedoms  Foundation  award.  The  others  were: 

A  IS  FOR  ATOM  produced  for  General  Electric 

MAIN  STREET  MERCHANT  produced  for  the  J.  C.  Penny  Co. 

WHAT  MAKES  US  TICK  produced  for  the  New  York  Stock  Exchange 

MAKE  MINE  FREEDOM         N 

WHY  PLAY  LEAPFROG  I  ^      ^  .     ..^..     , 

MEET  KING  JOE  >     Produced  for  MGM  release 

ALBERT  IN  BLUNOERLANO  J 


404    FOURTH    AVE.,  NEW    YORK    16,  NEW    YORK 


201     NO    OCCIDENTAL    BLVD  ,  LOS    ANGELES    26,   CALIFORNIA 
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here's  where 
EXTRA  QUALITY 

16mni  color  prints 

makes  a  BIG 

DIFFERENCE! 


Color  Reprofhiction  Company's  16 
years  of  16min  color  print  specializa- 
tion has  develo|)e«l  a  teclini<pie  for 
guaranteed  film  quality  which  is  the 
Standard  of  the  16mm  Motion  Pic- 
ture Industry. 

The  production  cost  of  your  16mm 
color  motion  picture  warrants  care- 
ful consideration  of  extra  quality  in 
your  release  prints. 

When  you  send  your  duplicating 
print  orders  to  Color  Reproduction 
Company,  only  experienced  crafts- 
men with  years  of  specializing  exclus- 
ively in  16mm  color  prints,  handle 
your  order. 

Specialization  makes  a  BIG  DIFFER- 
ENCE in  screen  quality !  Why  not  see 
what  Color  Reproduction  Company's 
vears  of  specialization  in  16nim  color 
printing  can  do  for  your  release 
prints ! 


'!^S;^!g<S)DlJ[?CiritON  COMPANY 

7936  Santa  Monita  Blvd,,  Hollywood  46,  California 

Telephone:  Hollywood  4-8225 


Aword  plaque  for  winning  slidefilms  is  i 
traction  for  Norma  Barts,  Film  Council  of 
America  and  R.  L.  Shoemaker,  DuKone  Corp. 
executive    and    conference    choirmon. 

81  Sliderilms  Competing  at 
National  Slidefilm  Conference 
■♦f  Kight) -one  slidefilms  «ill  be 
judged  in  a  competition  held  as 
part  of  the  first  Sound  Slidefilm 
Conference  during  the  second  an- 
nual American  Film  Assembly. 
April  4-8  at  the  Waldorf  Astoria. 
New  York. 

The  slidefilms  are  entered  in 
three  categories — religious,  educa- 
tional and  industrial.  They  will  be 
judged  bv  juries  consisting  of  at 
least  five  persons.  These  judges 
have  been  recommended  by  the  con- 
ference committee  which  is  com- 
posed of  producers,  educators, 
clergvmen  and  sales  training  officers 
from  industry.  The  slidefilms  were 
entered  in  categories  selected  bv  the 
sponsoring  contestants  and  entries 
will  be  judged  according  to  the  con- 
testant s  purpose. 

A  formal  prescreening  of  the  81 
entries  was  precluded  when  mem- 
bers of  the  conferences  executive 
committee  looked  over  the  list  of 
slidefilms  and  decided  the\  all  «ere 
entitled  to  consideration  in  the  final 
judgment.  .\  plaque  will  be  awarded 
to  the  winning  film  in  each  category 
and  two  certificates  of  merit  will  go 
to  runners-up  in  each  category. 

Robert  L.  Shoemaker,  of  the  Du- 
Kane  Corporation  and  conference 
chairman,  pointed  out  that  the  con- 
test was  not  conceived  as  the  "last 
word"  in  slidefilm  excellence  but  set 
up  to  call  attention  to  slidefilm  use 
and    to    raise   questions    about    the 

quality  and  use  of  this  medium. 

•        •        • 

Stockholder  Report  to  Kellman 

♦  I  lir  Suburban  W  atrr  Company  of 
Br\n  Mawr.  Pennsvlvania.  has  as- 
signed Louis  \^ .  Kellman  Produc- 
tions of  I'hilatlelphia  to  produce  a 
combination  stin-kholder  report  and 
public  informational  film. 

To  be  made  in  color,  the  film  will 
document  the  sponsor's  expansion 
of  water  facilities  for  suburban 
Philadelphia.  Production  will  be 
projected    over   a    two-year    period. 
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PROUDLY      CHEAT 


mm^. 


/ 


1  HE  matchless  technical  pertictiuii  which  a  Mitchell  camera  brings 
a  film  can  insure  the  investment  as  can  no  other  single  element  of  production. 

For  over  25  years  constant  research  ;mcl  engineering  by  Mitchell  has 

continued  to  produce,  year  after  year,  the  most  advanced  and  only  truly 

"^fc    professional  motion  pic-hire  camera.  It  is  traditional  of  Mitcliell  cameras  that 

in  addition  to  filming  the  world's  greatest  films,  tliey  are  to  be  found  wherever 

new  and  exacting  techniques  of  filming  are  being  successfully  used. 

Mitchell  cameras  are  today  dependably  serving  such  varied  fields  as 
Television,  Business  and  Industry,  Education,  Government,  the  Armed  Services,  and 

major  Motion  Picture  Studios. 


Mircheli  cameroi  ore  created,  nor  maji  produced  —  the  some  supreme  custom 
woritmanship  and  smoolti,  posiflve  operation  is  found  in  each  Mitchell  camero, 
16  mm  or  35  mm.  Avoilable  to  give  Mitchell  Comeros  almost  limitless  capabil- 
ities, ore  the  iinest  of  professional  accessories. 


mitMlOmem 


CORPORATION  hww 


666  WEST  HARVARD  STREET-GLENDALE  4,  CALIFORNIA-CABLE  ADDRESS:  (MITCAMCO) 
'// J    85%  of  the  motion  pictures  siiown  in  theatres  throughout  the  world  ore  filmed  with  a  Mitchell 
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lotion   Picture  &  TV  Film  Pioduction 

EQUIPMENT 


'P&S 


Presenting 
THE    FASTEST    CINE    LENS    IN    THE    WORLD 

F  6l  B    NOMINAR    1"    F/0.95 

IN      16MM     "C"     MOUNT 


1-1   3   STOPS   FASTER 
THAN   F  1.4! 

SHOOT  TRI-X  WITH  ONLY 

3  FC  OF  LIGHT 

SHOOT    KODACHROME   WITH 

150   FC   OF   LIGHT 

GET     BEAUTIFUL     NIGHT     EXTERIORS     IN 
MOONLIGHT  OR  BY  STREET  LIGHTS, 

SHOOT    HUGE    INDUSTRIAL    INTERIORS 
WITH    NO    ADDED    LIGHT. 

SHARPNESS  .  .  .  RESOLUTION  ,  .  .  DEFINI- 
TION .  .  .  CONTRAST  .  .  .  QUALITY  PROVEN 
EQUAL  OR  SUPERIOR  TO  ANY  LENS  BY 
ACTUAL  80X  MICROSCOPIC  COMPARISON 
AND    OPTICAL   BENCH   TESTS. 


LIST  PRICE  $165.00 

FEDERAL  EXCISE  TAX   $9.90 

including    series    VI    adopter    and    sunshade, 
and    beautiful    leather    carrying    cose. 


IF  THE  FAB  NOMINAR  l"  f  0  95  lens  is 
I  not  everything  claimed  in  this  od,  your 
I  money    will    be    gladly    refunded. 


NOTE.  Our  jtock  of  Nommor  lenses  is  ewtfcmely 
limited  ot  preseni.  You  ate  u'ged  fo  ploce  your 
order  now  for  earliesi  del. very  Ai  olwoys  .  , 
First    come    .    .    ,    fi'sr    served. 


WRITE   FOR   NEW   F&B   CATALOG   &   RENTAL   LIST 


— FOR    ALL 

CAMERAS 


A    BRAND-NEW,    MODERN    TRIPOD    .    .    .    precision 

engineered      and      designed,      ruggedly      conslrwcled 

for    lonq    and    satisfactory    service. 
QUOTES     FROM     PRO-CINE     USERS — 

"...    Finest     precision     workmanship" 

■■    ,    .    .    Best    in     its    doss"'       "     .     .     .     Creol" 

"...    Beautiful     smooth     movement" 

"...    Perfect    with    Auricon    camero." 
—    SPECIAL    FEATURES    — 

ie  SUPER-SMOOTH,  I'luid  fr.ction  pan  ond  Tilf 
head. 

if  TELESCOPING,  two  position,  offset  panhandle, 
for  odjustabilJry  to  your  length  requnemenls. 
lefi  or  right  hand  use:  offset  for  greatest  com- 
fort   and    convenience. 

-tr  KNURLED  comero- tightening  knob,  externally 
opefoted  by  angle  gears  for  fumble-free,  maxi- 
mum   tightening. 

ie  PRECISION  ENGINEERED  positive  pan  &  liii 
locks    for    utmost    in    rigidity   and    sofely. 

ie  SUPERB,  SEASONED,  solid  hardwood  legs,  fin 
ished  for  smooth,  non-sticking  Telescoping  oc 
tion. 

ie  REMOVABLE  Fnction  head  for  eosy  mounimg 
of^    boby    t'lood    or   hi-hol. 

ie  SPRING-BALANCED  HEAD,  adjusted  To  your 
camefo,    ovailoble    ot    extro    cost. 


HEIGHT:  41"  to  75"  ,  .  360*  pan,  90'  ti 
FINEST  WORKMANSHIP  AND  MATERIALS 
S    YEAR   UNCONDITIONAL    GUARANTEE    .    .    . 


I4lb.  TRIPOD 


STANDARD     MODEL     FOR     ALL     CAMERAS 

NARROW    PLATE    MODEL    fOR    EK    SPECIAL 

WIDE     PLATE     MODEL     FOB     MAURER 

i:::::^.  $135.00 

From     Your     Dealer  Mode    in 

or   Wrilo  USA. 


f5&i 


FLORMAN  &  BABB 

70  West  45th  Street,  New  York  19,  N.  Y. 

Phone:  Murray  Hill  2-2928 

Cable  Address -FLORBABB,  N.Y. 


Sight  &  Sound 

Stamford   Festival  Boosts  Film 
at  Communify-Citiien  Level 

-K  An  evrni  iiiiiiliu-  among  the  liig 
name  Unnin  nidlion  picture  cDin- 
|iilitiiins.  the  annual  SlanifonI  I'ilni 
Festival,  spoiisoietl  hy  the  Starnfuifl 
Film  Couneil,  will  be  held  for  the 
sixth  time  on  April  lr>.  F.ntries  for 
this  contest  were  dosed  February 
1.5  and  the  preview  committee  has 
selected  the  films  which  they  believe 
qualify  for  popular  judgiTient  in 
eight  categories. 

A  -'First  Award"  will  be  given 
to  the  film  chosen  as  outstanding 
by  the  audience  in  each  of  the  cate- 
gories. Other  films  chosen  to  be 
shown  will  receive  awards  of  merit. 
The  Festival  will  be  opened  by  a 
talk  bv  Herman  Hickman. 

Conducted  as  a  local  small  com- 
munity event,  the  Stamford  Film 
Festival,  held  at  Walter  Dolan 
Junior  High  School.  8  p.m..  has 
national  prestige.  Sponsors,  pro- 
ducers, distributors  and  educators 
across  the  I  nited  States  submit 
films  to  Stamford.  Its  modest,  pa- 
rochial structure  makes  the  Stam- 
ford Festival  a  modern  American 
neighborhood  pilot -test  for  new 
films.  Local  citizens  form  the  audi- 
ence jury  for  a  program  that  empha- 
sizes the  educational  qualities  of 
entries. 

a  1;  « 

4-H  Club  Rescues  a  Small  Town 
in   Ford  Company  Loan   Film 

♦  An  American  town  was  dying. 
Neighbors  seldom  spoke.  Young 
folk  couldn't  wait  to  leave  town 
when  they  got  their  high  school 
diplomas. 

How  new  life  was  breathed  into 
this  failing  community  is  the  story 
of  The  Town  That  Came  Back,  a 
new  addition  to  the  Americans  At 
Home  film  series  sponsored  by  Ford 
Motor  Company. 

For  28  minutes,  the  color  film 
dramatizes  the  idea  that  "it  always 
takes  people  to  make  anything  hap- 
pen." The  people  who  make  things 
happen  in  this  true  civic  tale  are 
the  citizens  who  plunge  into  an 
experiment  in  community  living  by 
revitalizing  a  moribund  4-H  club. 
Surmounting  disinterest  and  de- 
feats, the  4-H-ers  meet  a  final  emer- 
gency and  dramatize  what  a  com- 
munity can  do  to  regain  its  vigor. 

The  Town  That  Came  Back  is 
a\ailablc  on  free  loan  from  Ford 
FilrTi  Libraries  :  1.5  E.  53  St..  New 
\„ik  22:  IMOO  Michigan  Ave.. 
Dearborn.  Mich.,  or  151)0  S.  26th 
St..  Richniiind.  ("alif.  Local  Ford 
dealers  will  relay   requests  to  these 


libraries.  The  film  has  bi'iTi  cleared 
for  television. 

legislative    Action    Shown 
in  "A  Bill  Becomes  A  Law" 

♦I  Hill  Becomes  t  l.uii .  the  first 
educational  film  on  the  Massachu- 
setts State  Legislature,  has  been  an- 
nounced by  Dephourc  Studios,  Bos- 
ton, producers  of  the  film  for  the 
Massachusetts  Board  of  Educational 
Television. 

Llsing  lighting  techniques  similar 
to  those  used  in  The  Adams  Papers, 
shown  on  tv's  Omnibus,  the  15- 
minute  film  eyes  the  passage  of  a 
bill  through  the  legislature.  All 
principal  actors  in  the  production 
are  actual  members  of  the  Massa-  ' 
chusetts  House  or  Senate. 

Distribution    is    planned    by    the 
Board  of  Educational  Television  to  j 
make    the    film    available    to    com-  ] 
mercial    and   educational   television 
outlets  and  to  schools  and  civic  or- 
ganizations. 

»        «        * 

"Showman  Shooter"  Available 
from  Modern  Talking  Pictures 

♦  Showman  Shooter,  a  25-minute 
color  film  reviewed  in  the  1955  Pro- 
duction Review  Issue  of  Business 
Screen,  is  now  available  on  free 
loan  to  clubs  and  appropriate  groups 
through  Modern  Talking  Picture 
Service.  Inc..  45  Rockefeller  Plaza, 
New  York  20. 

Produced  for  Olin  Mathieson 
Chemical  Corporation  I  Western- 
Winchester  I.  by  Sound  Masters, 
Inc..  New  York,  the  film  stars  Herb 
Parsons,  world  famous  exhibition 
shooter.  Parsons  demonstrates  his 
expert  marksmanship  in  a  show^  for 
gun  enthusiasts.  The  film  also  fea- 
tures hunting  pointers  and  safe 
handling  of  firearms. 


DUPLICATING 

FRANK    HOLMES    LABORATORIES 

7619   SUNSET    BOULEVARD 
LOS   ANGELES   46    CALIFORNIA 

WRITE   FOR   PRICE  LISTS   D.F.&S 
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Photograph  made  during  the  recent  filming  b\  Sound  Masters,  Inc. 
of  a  motion  picture  for  American  Telephone  and  Telegraph  Company. 

INGENUITY 


Ingenuity  is  a  composite  of  many  other  vir- 
tues, all  co-ordinated  to  bring  about  a  desired 
result,  often  under  strange  and  difificult  circumstances. 
During    18    years    of    extremely    active    film    production 


Sound  Masters  has  frequently  faced  many  unusual 
situations.  The  resulting  experience  and  judgement  have 
contributed  to  a  composite  ingenuity  of  personnel,  which 
is  a  valuable  asset  appreciated  by  many  clients. 


ESTABLISHED  1937 


SOUND  MASTERS,  INC. 

165  WEST  46TH  STREET,  NEW  YORK  36,  N.Y. 


MOTION  PiaURES 

SLIDE  FILMS 

TV  SHORTS 

COMMERCIALS 
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SLIDE-FILM 
PRODUCERS 


WE  BEGIN  WITH  YOUR 

•  sound 

DONE  IN  OUR  STUDIOS  OR  TOURS) 

AND  END  BY  PROVIDING  YOU  WITH  THE 

•  finest 

•  slide -film  pressing 

•  in  the  industry 


we 

MUSIC 

sup  phi 

SOUND  EFFECTS 

nil 

SIGNALING  *  (ESI) 

\, 

MASTERING 

y 

UT 

PROCESSING 

any 

PRESSING** 

pari 

PACKING  &  SHIPPING 

*ELECTRONIC  SIGNAL  INSERTER  AN 
EXCLUSIVE  DEVICE  DEVELOPED  BY  US 
FOR  PERFECT  SIGNAL  PLACEMENT. 

■*PURE   RED   VINYLITE   RECORDS 


DISC  recording  ■  masters 
processing  ■  pressing 

TAPE  recording  •  editing 
assembly 

FILM  recording  •  re-recording 
transferring  •  interlocking 


write  or  -phone  for 
Special  Producers  Price  List 

UNIVERSAL  RECORDERS 

6757     HOLLYWOOD     BLVD. 
HOLLYWOOD  28,  CALIF..  Hollywood  9-8282 


The  Golden  Reel  Awards 

IT  WAS  THE  VERDICT  of  some  400  persons  who 
served  us  judges  of  the  329  motion  pic- 
tures and  81  sound  slidefilms  which  com- 
peted in  27  calepories  that  these  were  the  winners 
of  the  2 1  Colden  Keel  awards,  the  three  sound 
slidefilm  plaques  and  various  certificates  of  merit 
given  at  the  recently  concluded  American  Film 
Assembly  held  in  the  Waldorf-Astoria  Hotel  in 
New  York  City  on  April  -1-8: 

Category    1:    Citizenship    and   Government 

Golden  Keel  Award:  The  Stranger,  entered 
and  produced  by  FiliTi  Productions  fnterna- 
tional:  distributed  and  owned  by  The  Ford 
Foundation:  sponsored  by  Government  of  India. 
Recognition  of  Merit  Certificates  to:  Farewell 
to  Oak  Street,  entered  and  produced  by  the  Na- 
tional Film  Board  of  Canada :  (T  hat  Makes  a 
City  Great,  entered  and  produced  by  Transfilm. 
Inc. :  and  }  ou  Can  !f  in  Elections,  entered  and 
distributed  by  Roosevelt  University;  produced 
by  Emerson  Films. 

Category   2:    Ecoiioniics    ami   Business 

Golden  Reel  Award:  Titenly-Fvur  Hours,  en- 
tered and  sponsored  by  the  Amalgamated  Meat 
Cutters  &  Butcher  Workmen  of  North  -\merica: 
produced,  distributed  by  New  World  Prod. 
Recognition  of  Merit  Certificates  to:  The 
Changini;  American  Market,  entered,  sponsored 
and  distributed  by  TIME.  INC.:  produced  by 
Transfilm.  Inc.  Delaware  River  Port  of  Oppor- 
tunity, entered  and  produced  by  Louis  W.  Kell- 
man  Productions:  sponsored  and  distributed  by 
Delaware  River  Port  .\uthority.  There's  Color 
in  Your  Life,  entered  and  produced  by  Campus 
Film  Productions:  sponsored  and  distributed  by 
Benjamin  ^loore  &  Co. 

Category  3:  Education 

Golden  Reel  Av»'ard:  The  Wisconsin  Clejl  Pal- 
ate Story,  entered,  produced  and  distributed  by 
University  of  Wisconsin  Photographic  Labora- 
tory; sponsored  by  Wisconsin  State  Department 
of  Public  Instruction.  Bureau  for  Handicapped 
Children. 

Recognition  of  Merit  Certificates  to:  Freedom 
to  Learn,  entered  by  Division  of  Press  &  Radio 
Relations.  National  Education  Association:  pro- 
duced by  J.  P.  Nicholson,  .\grafilms.  Inc.;  spon- 
sored and  distributed  by  National  Education 
Association,  .i  Long  Time  to  Grow.  Part  11: 
Four  and  Five  Year  Olds  in  School,  entered 
and  produced  by  L.  Joseph  Stone,  acting  chair- 
man. Department  of  Child  Study.  Vassar  Col- 
lege. Distributed  by  New  York  University  Film 
Library.  The  St.  John's  Story,  entered  and  pro- 
duced bv  Fordel  Films.  Inc.;  sponsored  and 
distributed  by  St.  John's  College. 

Category  4:  Health  and  Hygiene  (Lay  Films  I 

Golden  Reel  .A. ward:  Horizons  oj  Hope,  en- 
tered and  sponsored  by  .Alfred  L.  Sloan  Founda- 
tion: produced  by  John  Sutherland  Productions: 
distributed  by  Movies.  U.S..\. 
Recognition  of  Merit  Certificates  to:  Johnny's 
.\eu-  If  orld.  entered  and  produced  by  Films  for 
Public  .Service:  sponsored  and  distributed  by 
National  Society  for  the  Prevention  of  Blind- 
I     ness.   .Mrs.   Dobson's  Miracle,  entered    and   dis- 


Iiibiih-.l  l.\  llii-  Eye  Hank  for  Sight  Koluratiun. 
Inc.;  produced  bv  Times  .Stpiare  Productions. 
Inc.;  Three  to  Make  Heady,  entered  and  dis- 
tributed by  Institute  for  the  (!rippli-d  and  Dis- 
abled; produced  by  Campus  Film  Productifins. 
The  Valiant  Heart,  entered  and  distributed  liv 
American  Heart  Association;  produced  by  Ml'd 
Productions.   Inc. 

Category  t>:   History  and  Biography 

Golden  Reel  Award:  Saugus  Ironii'orks  Res- 
toration, entered  and  produced  by  Eilmfax  Pro- 
dui'lions;  sponsored  by  American  Iron  and 
Steel  Institute  anil  First  Ironworks  Association. 
Recognition  of  Merit  Certificates  to:  Rosary 
oj  the  Missions,  entered  by  L.  S.  Information 
.Agency;  produced  by  Cascade  Pictures  of  Cali- 
fornia. Inc.  Distributed  by  United  World  Films. 

Category    6:    Human    Relations 

Golden  Reel  Award:  .ind  Sow  Miguel,  en- 
tered and  distributed  by  L'nited  World  Films. 
Inc.:  produced  by  Joseph  Krumgold;  sponsored 
by  I .  S.  Information  .Agency. 
Recognition  of  Merit  Certificates  to:  Hard 
Brought  I  p.  entered  and  produced  by  Potomac 
Film  Producers.  Inc.;  sponsored  bv  Mississippi 
State  Department  of  Public  Welfare;  distributed 
by  Filinbuilders.  Ltd.  Three  .Steps  to  Start,  en- 
tered and  produced  by  International  Film  Foun- 
dation ;  sponsored  by  .American  Community 
Project.   New  York   I  niversiti.'. 

Category    7:    Industrial   Processes 
Golden  Reel  Award:     Gla.is  and  You.  entered 
by    Corning    Glass   Works;    produced    by    Paul 
Hance  Productions.  Inc.;  distributed  by  .Associa- 
tion Films. 

Recognition  of  Merit  Certificates  to:  Facts 
-ibout  Selj-Opening  Die  Heads  and  Self-Collaps- 
ing Taps,  entered  and  produced  by  The  Jam 
Handy  Organization.  Inc.:  distributed  and  spon- 
sored by  Geometric  Tool  Company.  Productive 
Maintenance,  entered,  distributed  and  sponsored 
bv  the  General  Electric  Company;  produced  by 
W  ilding    Picture    Productions.    Inc. 

Category  10:  Medical  Sciences  I  Professional  I 

Golden  Reel  .Award:  Fractures  of  the  Femur 
.About  the  Hip.  entered,  produced  and  distrib- 
uted bv  ('hurchill-W  exler  Film  Productions. 
Recognition  of  Merit  Certificates  to:  Ether 
Analgesis  for  Cardiac  Surgery,  entered,  spon- 
sored and  distributed  by  E.  R.  Squibb  &  Sons; 
produced  by  Audio  Productions.  Inc.  i  Medical 
Di\-. )  Hazards  of  Dental  Radiography,  entered 
bv  National  Bureau  of  Standards:  co-produced 
by  National  Bureau  of  Standards  and  .Ameri- 
can Dental  Association.  Lung  Cancer  —  the 
Problem  of  Early  Diagnosis,  entered  and  pro- 
duced by  .Audio  Productions.  Inc.:  sponsored 
and  distributed  by  American  Cancer  Society. 

Category   12:    Natural    Resources 
Golden  Keel  Awaril:    The  .Imerican  Flamingo, 
entered,    produced    and    distributed    by    Carlin 
Films.   Inc. 

Recognition  of  Merit  Certificates  to:  Clean 
U  aters.  entered,  distributed  and  sponsored  by 
Gineral  Electric  Company;  produced  by  Raphael 
(",.  W'ollT  Studios.  Inc.  Cloud  Over  Ohio,  entered, 
sponsored  and  distributed  by  the  Standard  Oil 
t  r  O  N  T  I  N  I"  E  D      ON       PACE      S  I  X  T  Y  -  O  \  T    1 
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TO    PRESENT    THE    1955    LINE    OF    APPLIANCES 

*  •  *  *  ♦  * 

NEW    TECHNIQUES    PUT    EXCITEMENT    INTO    SHOW 
AUDIENCE  CHEERS   DRAMATIC  PRODUCT  PARADE 


1 


m  1  '2  hours  seven  lines  of  products  including  nearly 
100  different  units  were  presented  on  stage  and  film. 
Judd  Sayre,  Norge  president,  climaxed  convention 
with  fiery  speech  to  700  distributors  and  their  salesmen. 


Norge  executives,  profes- 
sional actors,  a  singing 
quintet  and  a  14-piece  or- 
chestra kept  the  crowd 
tingling  while  product  and 
advertising  were  brought 
to  life  on  wide  screen  or 
on  radar-controlled  stages 
moving  out  into  audience. 


^BlnDFI^  ^^H^^^^m 

One  of  many  innovations  that  brought  cheen 
was  a  Wilding  wide  screen  visual  in  whict 
sparkling  Norge  units — there  were  18  range: 
in  view  at  one  time — were  combined  with  ful 
color  stills,  motion  pictures  and  spirited  songs 


Initial  orders  for  the  1955  line  were  doubk 
last  year's.  Your  new  product  deserves  new 
ways  of  presenting  it  if  salesmen  are  to  come 
out  of  the  show  singing.  When  Wildinc 
writes  and  produces  a  convention,  sellinc 
enthusiasm  mounts. 


vy  I  L  D  I  N  c 


CHICAGO  NEW  YORK  CINCINNATI  ST.  LOUIS 


DETROIT 


CLEVELAND  PITTSBURGH  HOLLYWOOD 


£ib  mrj^ 


\  >(  I'KKH  COLLECTION  (il 
MOOD  AM)  BRIDGE  Ml  SIC 

For  Details  Write: 

AliniO-MASTER  Corp. 

17  East  45lli  Si.  •  New  York  17.  N.  V. 


FOR   SPLICES   THAT 
STICK  USE 
CRAIG 

Formula  #7 
Film   Cement 


1    OZ     BOTTLE 
'2    PT. 
1    PT. 


S;  60 
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BUSINESS    SCREEN    EDITORIAL 

You  Didn't  Win  a  Golden  Reel? 
Why  Kick?  Wasn't  It  Great  Fun? 

I  UK  Asm  AL  Ah  ahds  Fk\  f;R  was  again 
ii|>i>ii  the  land  tins  Spring  season  and 
\iiurrs  who  attendi'd  the  first  liig  puli- 
lit-  f\ctil  at  \ew  fork's  Waldorf  Astoria  in 
early  April  «i  rr  Inaliil  to  a  bewildering  array 
of  16inin  sound  motion  pictures  in  some  25  cate- 
gories, ranging  from  "Citizenship  and  Govern- 
ment" to  ""Cultural  Value  Shorts  and  Features." 
Al  this  American  Film  Assembly  hopeful  en- 
Irnnts  p'aci-il  .'^29  indi\idiial  tit'cs  for  judgment. 

Which   Is    Better?   Apples    or    Oranges? 

Oh\  iousI\'  there  were  some  \er\  line  j>icture- 
among  the  entries.  Bv  di\ine  guidance  and  ex- 
treme fortitude  plus  a  little  luck,  good  pictures 
would  lie  noticed.  But  others,  just  as  good  and 
perhaps  e\en  more  useful  in  their  special  field, 
more  rrsiilljiil  in  achie\ing  their  purpose,  were 
bound  to  lie  overlooked.  For  there  was  only  one 
(iolden  Reel  to  a  category,  only  25  of  the  gilded 
mementos  to  be  shared  among  i^29  films.  The 
losers  could  take  consolation  in  the  fact  that 
no  picture  was  a  true  match  for  the  other,  few 
had  e\en  similiar  objectives  or  content.  This  was 
simply  a  difference  of  color  v.s.  black  and  white; 
of  "'story"  interest  v.s.   technical   content.   Bisi- 


NESS  ScRKKN  observers  found  few  judges  real 
iiitllioritir.t  in  their  respective  categories.  Obvi- 
ously then  no  one  could  lake  their  wins  or  losses 
loo   seriousK'. 

Why  does  this  kind  of  all-inclusive  circus 
laki-  place?  The  liest  answer  was  given  by  a 
lilm  Coun<il  of  .America  I  sponsoring  organiza- 
tion I    lop  I'vi'cutive: 

This  Helps  Explain  the  Purpose 
""It  s  good  puiilii  ity  for  the  entire  16mm  lilni 
medium."  he  explained.  ""We're  after  a  big  na- 
tional press  for  the  nonlhealrical  film.  The  only 
way  we  can  make  a  real  impression  is  to  show 
these  people  the  tremendous  scope  of  ^ubjeci  mat- 
ter embraced  by  films  these  days."" 

Actually  the  American  Film  .Assembly  leaned 
to  the  field  of  "cultural  relations."  There  was 
bea\\  emphasis  in  dinner  speeches  and  at  gen- 
eral sessions  on  topics  like  ""The  Role  of  Six- 
teen Millimeter  Film  in  .American  Society""  and 
"The  Role  of  Sixteen  Millimeler  Film  in  Inter- 
national  I  nderslanding." 

Schools    Send    Largest     Representation 

Total  atten<lanci'  at  ibc  A^^emlily  was  esti- 
mated at  2-000  persons,  a  large  number  of  whom 
were  school  and  film  people  from  nearby  areas 
and  metropolitan  -New  York.  With  .S29  prints 
tied  up  since  January  of  this  year,  the  best,  if 
not  the  fairest,  question  of  the  whole  affair  was 
the  one  asked  by  a  professional  film  distributor: 
I  C  O  N  T  I  M"  E  D    ON     PACE    S  E  \  E  \  T  Y  -  O  \  E  I 


FILMS   THAT 


S.{( 


wen 


DISTINGUISHED 
MOTION    PICTURES 
FOR  INDUSTRY 
AND  TELEVISION 


^u  rphy 

'Troductions .  Inc. 


723    SEVENTH    AVENUE      .      NEW    YORK    19,    N.   Y.     .      PLAZA    7-8144 
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The  direction—  of  any  film 
portant  part  in  obtaining  thea^esti' 


^ocedure  ivhere  experience  plays  an  im- 
^is  in  the  film  processing  laboratory. 

At  Precision,  expert  guidance  tta'oSigh  each  phase  of  J  the  processing  operation  assures 
prodxicers,  cameramen  and  directms  the  finest  possible  results. 


All  of  which  leads  to  another  fom  of  direction :  West  of  5th  Avenue  on  JfSth  Street  in  New 
York  to  Precision.  That's  the  riglitdir^ectign  for  you  wherever  you  are  and  ivhatever  your 
film  processing  problem.  xvP^' 

In  everyt]\ing  there  is  one  best...'\filmSprodessing,  it's  Precision 
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'set'  your  own  display  type 

■  ■•■ilf9lf«l999Blllt|ffe« 

PHOTO-COMPOSE  TYPE  BY  SIMPLY  DIALING! 

•    lll9llff9lff9f99ffBIIII«Sf9 


AUTOMATICALLY  DEVELOPS,   FIXES  AND  DELIVERS  FINISHED  PRINTS 

The  new  Coxhead-Liner  is  an  ingenious  photo-lettering  machine  that  delivers 
finished  type-proofs,  ready  for  poste-up  in  ninety  seconds.  It  produces  copy 
in  oil  popular  styles  and  sizes-ranging  from  14  pt.  to  72  pt.  No  dark  room-no 
troys  — no  negotives  — no  waiting.  The  operation  is  so  simple  fhot  any  office 
girl   con   produce  your  type   composition   at  her  desk. 


COXHEAD-LINER 

is  made  by  the  manufacturer  of 

the  world-famous 


Yariis 

and 

yards  oj 

beautiful 

typography 

at  a 

savings 

beyond 

compare! 


Body  copy    by    VARI-TYPER 
Heods  by  COXHEAD-LINER 


ead-liner 


HUNDREDS  OF  CHANGEABLE  TYPE  MASTERS 
Coxhead-Liner  type-masters  ore  changed  like 
phonograph  records.  The  permanent  plastic 
discs  are  dropped  into  place  on  the  spindle 
and  the  font  is  ready  for  action.  Letter 
spacing  and  justifying  is  automatic.  Simply 
diol  the  copy-Coxhead-Liner  does  the  rest. 


RALPH  C.  COXHEAD  CORPORATION 
720   Frelinghuysen  Ave.,    Newark  5,    N.J. 

P/eose  send  COXHEAO-L(N£R   Booklet    H-70 


NAME 

COMPANY. 
ADDRESS.. 
CITY 


-ZONE. ..ST  A  TE. 


PICTURE   PARADE 

FUNCTIONAL  FILMS  IN  THE   NEWS 

Location  Know-How  Evinced 

in  "Every  Thousand  for  Sofety" 

M  Vriioti;:  liliiiinii  ti-i  liniipit-  >tU(lif< 
cimtluilt'd  during  the  S()ciet\  of 
Miilidn  Picture  and  Tclcvisifm  Engi- 
neers e»ni\enti<)ii.  helil  .April  18-22 
at  the  Drake  Hotel.  Chicago,  will  be 
a  discussion  of  the  16mm  sound- 
color  motion  picture.  Every  Thou- 
sanil  for  Safety. 

This  film  dramatizes  many  safety 
factors  involved  in  automobile 
maintenance.  It  was  shot  entirely  on 
location  with  direct  recording.  It 
has  been  chosen  for  screening  at 
the  SMPTE  convention  as  an  out- 
standing example  of  how  the  haz- 
ards of  direct  recording  on  location 
can  be  conquered  in  a  variety  of  in- 
terior and  e.xterior  situations. 

Sponsored  by  Sinclair  Refining 
Company,  Every  Thousand  for 
Safely  was  produced  b\  ,\tlas  Film 
Corporation.  Oak  Park.  111.  Lou 
Marlowe  directed  an  original  screen- 
play by  Hal  Secor.  ."Vtlas  staff  scrip- 
ter.  Photography  was  by  Harrv 
Peterson  and  Ralph  Saunders  was 
recording  engineer.  Lou  Wilder 
served  as  assistant  director. 

This  same  team  collaborated  on 
the  Sinclair  Refining  Companv  s 
award-winning  500.000  lo  1.  a  color 
documentary  of  man  s  endless  battle 
with  bugs.  The  film  captured  a 
Cleveland  Film  Festival  ""Oscar"  in 
19.54. 

Heading  the  cast  of  Every  Thou- 
sand for  Safely  is  Roland  Morris  of 
Hollywood.  Supporting  plavers  are 
Richard  S.  Davies.  Robin  .Short. 
Ingeborg  King.  Alma  DuBus  and 
Mina  Kolb. 

Commercial  Credit  Films  Help 
Train  Auto  Dealers'  Salesmen 

♦  The  Cunnneicial  Credit  Corpora- 
tion is  now  using  two  new  films 
designed  for  training  of  retail  auto- 
mobile  salesmen. 

The  two  color  films.  26  min.  each, 
feature,    separately,    cars    of    the 


(!in\,>ler  and  Ford  lines.  The\  are 
meant  lo  assist  in  training  auto- 
jnobiie  dealers  and  their  salesmen  in 
a  more  intensive  use  of  time  pa>- 
ttient  selling  as  a  means  of  penetra- 
ting their  a\ailablc  market  potential. 

Connnercial  Credit  representa- 
tives are  showing  the  films  to  auto- 
mobile dealers  throughout  the 
country. 

Robert  Lawrence  Production-.. 
Inc.  produced  the  films,  through 
Van  Sant.  Uugdale  Co..  Inc..  of 
Baltimore. 

Nine-Version    Six-Minute   Film 
to  Sell  Nylon  Tubeless  Tires 

♦  .A  six-minute  color  film  has  been 
produced  in  nine  versions  for  the 
I  nited  States  Rubber  Company  b\ 
Sound  Masters.  Inc..  New  \ork. 
The  multi-version  film  is  designed 
t(j  promote  the  sponsor's  new  \\lon 
Tubeless  L  .S.  Roval  Master  tire. 

In  the  opening  sequence  each  ver- 
sion features  the  cars  of  a  different 
manufacturer.  This  makes  it  easv 
for  different  dealers  to  use  the  film 
with  their  own  salesmen  and  car 
buyers  and  results  in  an  extensive 
overall  presentation  of  the  new  tire 
in  relation  ti>  nian\   different  makes 

of  cars. 

^j        «        » 

Film   to  Carry   Progress  Report 
to   14  Scott  Paper  Co.  Plants 

♦  For  the  past  11  years.  Harrison 
Dunning,  vice-president  in  charge  of 
manufacturing  at  Scott  Paper  Com- 
pany, has  made  a  personal  visit  to 
each  of  the  company's  plants  to 
make  a  progress  report  to  Scott  s 
growing  team. 

This  year  expansion  had  reached 
a  point  that  spelled  too  much  space 
to  be  covered  by  the  report  circuit- 
ride  and  too  little  time  for  Dun- 
ning's  customary  junket. 

Bringing  Scott's  annual  review 
and  projected  plans  report  to  14 
plants  across  the  nation  this  year 
will  be  Hon-  If  ere  Doing,  a  411- 
minute  color  and  sound  film  recent- 
1\  completed  by  Louis  \V.  Kellman 
Productions.  Philadelphia. 


FOR  THAT^ 


S/ff 


IMPRESSION -IT'S 


PAn-sCREEN 


.J  > 


The  Wide-Screen  Panoramic  Filmstrip  Show  with 
Optional  Stereophonic  Sound! 

YOU     CAN     RC  NT    OR     BUY! 


A 


S  PORTABLE! 


beyond  belief! 

Potent  Applied  For 
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PROUDLY    SERVING    THE    INDUSTRIAL    LEADERS    OF   THE    NATION 


American- Radiator 

&  Standard  Sanitary  Corp. 
American  Telephone 

&  Telegraph  Co. 
American  Tobacco  Co. 
Andrew  Jergens  Co. 
Broun  &  Williamson 

Tobacco  Corp. 
Burlington  Mills  Corp. 


Church  World  Service 

Colgate-Palmolive  Co. 

Cudahy  Packing  Co. 

Gulf  Oil  Corp. 

Lever  Bros.  Co. 

Liggett  &  Myers  Tobacco  Co. 

Manchester  Oil  Ref.  Ltd..  England 


N  ash- Kel  Vina  tor  Corp. 
Pahst  Brewing  Company 
Phillips  Petroleum  Co. 
Protestant  Radio  Commission 
Remington  Rand.  Inc. 
R.  J.  Reynolds  Tobacco  Co. 
F  &  M  Schaefer  Brcicmg  Co. 


Sterling  Drug.  Inc. 
United  Coffee  Growers  of  Brazil 
United  States  Air  Force 
United  States  Army 
United  States  Brewers 

Foundation.' Inc. 
United  States 

Department  of  State 
Wallerstein  Company.  Inc. 


MOTION    PICTURES    FOR    INDUSTRY 
EDUCATION    AND    TELEVISION 


PETER    ELGAR    PRODUCTIONS,   INC. 

18  East  53rd.  New  York  22.  N.  Y.,  MU  8-5626 
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SEA  OF  FACES... 


Problems  and  Techniques  for  16mm  Production 
Are  Program  Features  at  SMPTE  Meeting  in  Chicago 


A  variety  of  people  .  .  .  Each 
with  his  own  personality,  char- 
acteristics, habits,  way  of  doing 
things. 

They  are  your  prospects  —  with 
wants  ancJ  needs  for  a  variety 
of  products  and  services. 

But .  .  .  when  it  comes  to  selling 
them — be  they  tough,  timid,  ob- 
stinate or  know-it-all  —  they 
have  one  thing  in  common  —  a 
desire  for  gain! 

Show  your  salesman  how  they 
con  turn  this  desire  into  in- 
creased sales. 

Show  them  with: 

"ARE  PROSPECTS 
DIFFERENT?" 

part  of  the  outstandingly  suc- 
cessful sound  slide  program  . . . 
AGGRESSIVE   SELLING 

You  may  obtain  a  preview 

wifhout  obligation. 

Write  for  details. 


INC. 


6108  SANTA  MONICA   BLVD. 
HOLLYWOOD   38,  CALIFORNIA 


•K  Problems  and  cost-cautious  tech- 
niques involved  in  planning,  pro- 
durinp  and  distributinj;  Ifunni  non- 
tliealrical  pictures  uill  cniss  tlie 
authoritative  spotlight  April  lfj-22 
when  members  of  the  Society  of 
Motion  Picture  and  Television  En- 
gineers meet  in  the  Drake  Hotel. 
Chicago,  for  their  77th  Semi-annual 
(Convention.  More  than  a  dozen  pa- 
pers for  edurational  and  industrial 
producers,  particularly  those  of  mi- 
nor facility,  have  been  arranged  by 
the  Xontheatrical  Subcommittee  for 
presentation  at  this  meeting. 

.Among  session  subjects  scheduled 
are:  "Dollars  and  Cents  of  Business 
Films";  small  studio  industrial  film 
production  methods:  two-camera  in- 
dustrial film  productions;  practical 
elements  of  16mm  motion  picture 
sound  recording. 

A  Wide  Range  of  Subjects 

At  Dther  sessions  experts  will  dis- 
cuss film  distribution  methods:  spe- 
cial editing  techniques:  indexing 
stock  shots:  new  16mm  t\"  mag- 
netic optical  sound  projection  for 
the  limited  budget;  use  of  16mm  in 
CinemaScope  production:  nature 
film  shooting. 

\lso  under  the  critical  glare  will 
be  such  topics  as  set  construction 
techniques  for  small  producers; 
filming  educational  tv  series;  audi- 
ence reaction  measurements  using 
infrared  motion  picture  photog- 
raphy; animation  and  copy  stand 
problems  as  related  to  the  small 
producer.  New  developments  in  high 
speed  photography,  magnetic  re- 
cording and  color  use  in  films  and 
tv  will  be  examined.  Vista-Vision 
and  progress  in  screen  brightness 
will  be  evaluated. 

On  Set  Construction  Technique 

Aiding  those  engaged  in  the  pro- 
duction of  commercial  and  educa- 
tional motion  pictures  who  do  not 
ha\e  access  to  the  kno\>-how  and  ex- 
tensive fabricating  facilities  avail- 
able on  major  studio  lots  for  the 
creation  of  sets,  props  and  special 


effects,  Herbert  Meyer  of  the  Motion 
Picture  Research  Council  in  Holly- 
wood will  discuss  "Selected  Set 
Construction  Techniques." 

In  a  pa|)er  entitled  '■16mm  Away 
From  HiilK wood."  Rudy  Swanson 
of  Swansdii  Productions.  Appleton. 
Wisconsin  will  explain  how  the 
smaller  producer  can  skillfully  take 
advantage  of  outstanding  advances 
ill  16mm  eipiipment  and  techniques 
to  become  a  "do-it-yourself"  expert 
in  his  field. 

16mm  Cinemascope  Problems 

Productiiiii  problems  involved  in 
filming  Uimiii  CinemaScope  for  in- 
dustrial and  educational  use  will  be 
covered  in  a  paper  by  Jerry  Fair- 
banks of  Jerry  Fairbanks  Produc- 
tions. Hollywood.  Reid  H.  Ray  of 
Reid  H.  Ray  Film  Industries,  St. 
Paul,  will  discuss  techniques  used  in 
filming  39  half-hour  educational- 
type  television  shows.  Rays  paper 
outlines  studio  set  design,  pre- 
production  conferences,  lighting, 
camera  procedures,  props  and  spe- 
cial effects  peculiar   to  these  films. 

The  problem  of  distribution  will 
be  discussed  by  Herbert  E.  Farmer 
of  the  Department  of  Cinema.  Lni- 
versity  of  Southern  California. 
Farmer  s  paper  re\iews  the  history 
of  film  distribution,  analyzes  the 
channels  and  procedures  used  today 
by  film  distribution  agencies.  It  sur- 
veys representative  distributors,  li- 
braries and  user  groups  that  corre- 
late the  business  and  fiscal  policies 
under  which  their  subjects  are  ac- 
quired and  circulated. 

Percy  Address  Keynotes  Luncheon 

Lew  is  H.  Humphrey  of  the  Mood\ 
Institute  of  Science.  Los  Angeles, 
will  explain  the  Institute's  s\steni 
of  classifying  and  cataloging  an  ex- 
tensive film  library,  so  that  mate- 
rials will  be  readily  available  with 
a  minimum  effort. 

An  address  by  Charles  H.  Percy, 
president  of  Bell  &  Howell  Com- 
pany. Chicago,  will  kevnote  the  con- 
vention at  the  opening  "get-together 
luncheon"  on  Mondav.  April  18. 


I^ac^  Pcctu%e^         now: 


Write  for 
information  on  thesf 
and  other  TSC 
Anricon    modifi- 
cations to  Dcpt.    1^,^  y 


with 

AURICON-PRO 

WITHOUT  RELOADING! 

TSC  external  magazine  modification 
provides  11  min.  (400').  and  33  min. 
( 1200* )  of  recorditur  without  reload- 
inK-  Does  not  affect  normal  camera 
operation.  Installed  in  seconds.  Your 
.■\uricon-Pro  can  also  make  kinescope 
recunlinES  with  TSC  shutter  modifi- 
c.'itinn.    Completely    Guaranteed. 


TELEVISION  SPECIALTY  CO.,  Inc.    oso  w  31  s.. 

"The  Cenlnl  Source  for  All  of  rour  Motion  Picture  Needs" 


HOW  IS  THE 
MANAGEMENT 
UNDER  YOU? 


How  well  ore  your  policies  and 
orders  carried  out  by  your  sub- 
ordinates? 

Thie  answer  to  that  question  de- 
pends upon  how  well  your  super- 
visors represent  management  to 
your  employees. 

Make  sure  that  the  management 
under  you  Is  what  you  wont  It  to 
be.  Show  your  supervisors  how  to 
represent  management  with: 

"THE  SUPERVISOR 

AS  A  REPRESENTATIVE 

OF  MANAGEMENT" 

part  of  on  outstanding  sound  slide 
program  SUPERVISOR  TRAINING 
ON  HUMAN  RELATIONS,  which 
includes: 

•  "THE  SUPERVISOR'S  JOB" 

•  "INDUCTION  AND 

JOB  INSTRUCTION" 

•  "HANDLING 

GRIEVANCES" 

•  "MAINTAINING 

DISCIPLINE" 

•  "PROMOTIONS, 

TRANSFERS  AND 
TRAINING  FOR 
RESPONSIBILITY" 

•  "PROMOTING 

COOPERATION" 

•  "INTERPRETING 

COMPANY  POLICIES" 

You  may  obtain  a  preview 

without  obligation. 
Write  Dept.  S  for  details. 


INC. 

6108  SANTA  MONICA  BLVD. 
HOLLYWOOD   38,   CALIFORNIA 
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wmm 


Plays  All  Records  —  3  Speeds  —  33V3   —45  —  78  rpm 

For   Use  With  All  Viewlex  Projectors   150  to  500  Watts. 

Sound   System  Or  Projector  May  Be  Used  Independently. 


Brilliant  pictures  and  clear  "bell-tone"  sound 
in  one  compact  economical  unit  that  has 
delighted  every  educator  and  sales-manager 
who  has  ever  heard  it. 

Two  permanent  needles  •  Separate  tone  and 
volume    controls    •    Uses    filmstrip,    slide,    or 


combination  slide  and  filmstrip  Viewlex  pro- 
jectors •  "Light  Multiplier"  optical  system  — 
2",  3",  S",  7".  9",  11"  lenses  available  with- 
out change  of  condenser  system.  Priced  from 
$124.25  up. 
Write  Dept.  234  for  literature. 


Y/J^ 


All    VIEWLEX    projectors    are    guaranteed   for   a    lifetime! 


35-01     QUEENS    BOULEVARD,    LONG    ISLAND    CITY    1,    N.    Y 
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QUALITY 

IS  OUR  BUSINESS 


For  COMPLETE 
FILM  PROCESSING 


MOVIELAB  FILM  LABORATORIES,  INC. 

619  West  54th  Street,  New  York  19,  N.  Y.        JUdson  6-0360 


J.    Arthur    Rank    Group    Sets 
Screen  Ad  Service  in  Canada 

■tf  Scrt't'ii  ndviTtisin^  \\\\\  cniiii-  !<» 
Canadian  iiiotii)n  picUire  theatres 
next  fall  ihrou^ii  llie  eflorts  of  a 
^peeial  producliun-dislrihution  or- 
ganization set  np  l)\  llie  J.  Arthur 
Rank  Group. 

The  announcemenl  of  the  forma- 
tion of  J.  Arthur  Rank  Screen  Ad- 
vertising Services  of  Canada  l^iniited 
made  by  Leonard  V^  .  Brockinglon. 
head  of  the  JARO  interests  in  Can- 
ada and  president  of  the  new  com- 
pany, emphasizes  that  production 
will  be  "maintained  at  a  high  le\el. 
hitherto  unknown  for  advertising 
fihns  in  this  countr\." 

All  Films  in  Eastman  Color 
Production  resources  of  the  J.  Ar- 
thur Rank  Organization  in  the 
United  Kingdom  and  elsew  here,  are 
at  the  disposal  of  the  new  Canadian 
company.  All  films  will  be  shot  in 
35mm  liastman  color.  Advertisers 
using  the  new  medium  will  receive 
"certificates  of  exhibition."  backed 
by  a  detailed  system  of  checking  in 
theatres  and  accurate  data  on  at- 
tendance figures,  it  was  said. 

John  D.  Ralph,  widely  experi- 
enced in  films,  advertising  and  busi- 
ness administration,  has  returned  to 
Canada  from  London  to  become 
vice-president.  Robert  \^  allace  and 
Neil  Sneyd  have  been  named  joint 
general  managers.  They  formerly 
operated  Publicity  Film  Distributors 
Ltd..  in  Toronto  which  has  been  ab- 
sorbed in  the  new  company.  The 
Toronto  firm  of  John  Belknap  Lim- 
ited also  is  associated  w  ith  the  un- 
dertaking. 

Magazine  Format  Is  Planned 
"The  first  of  our  new  productions 
will  be  a  magazine-type  of  film  ser- 
ies, scheduled  for  regular  release. 
called  Tips,'  Mr.  Ralph  disclosed. 
"This  style  of  film  has  been  most 
successful  in  other  territories.  We 
estimate  that  the  audience  for  each 
issue  will  total  more  than  two  mil- 
lion moviegoers.  Three  ad\ertisers 
will  be  featured  in  each  edition."  he 
added. 

A  well-known  film  personality  will 
head  the  Tips  cast  with  Canadian  ac- 
tors in  support.  In  connection  with 
theatre  presentations  t)f  the  series, 
a  prize  contest  will  be  staged  to  stim- 
ulate audience  interest.  While  the 
initial  advertising  films  in  this  new 
st\le  are  bing  prepared,  arrange- 
ments will  be  made  to  provide  ad- 
vertisers w  ith  screen  lime  for  one 
and  two-minute  films  of  suitable 
types.  Lists  of  theatre  outlets  and 
other  information  will  be  available 
shortly. 

Mr.  Ralph  pre\iuu?K  has  been  as- 
sociated with  ('ii(kfirlil  Brown  ^ 
Co..    \l.„,lr.al    and    will,    H.^ll    T.^l,- 


phone  (^onipan\.  He  has  ser\ed  as 
production  secretary  and  dislribu. 
lion  director  of  the  National  Film 
l!..ard. 

Robert  W  allace's  background  in- 
cludes publicilv  management  for  the 
J.  Arthur  Rank  Organization  and 
I  niversal  International  Pictures  of 
America.  Inc.  He  organized  film 
advertising  distribution  in  Western 
('anada  for  Audio  Pictures  and  be- 
came general  sales  manager  of  that 
company.  In  19.54  he  became  co- 
founder  with  Neil  Sneyd  of  Public- 
ity Film  Distributors  Limited.  Snevd 
pre\  iousl\  was  associated  with  J. 
Walter  I  hompson  Company.  Ltd.. 
and  with  James  Fisher  Co..  Ltd. 

John  Belknap,  president  of  John 
Belknap  Limited,  formed  in  1952  to 
provide  an  independent  creative  ad- 
vertising and  consulting  service, 
previously  spent  some  17  years  with 
Cockfield  Brown  &  Co..  Ltd..  as  ac- 
count executive  and  in  creative 
work. 

Faulkes  Is  Canadian  Director 
of  National  Audio-Visual  Assn. 
*  \\  .  H.  Faulkes.  head  of  Assticiated 
\  isual  Service.  Ltd..  \  ancouer  9. 
B.C..  has  been  elected  Canadian  re- 
gional director  of  the  National 
Audio-\  isual  Association,  following 
the  resignation  of  Mar\in  Mehnk  of 
W  innipeg.  Manitoba.  Faulkes  was 
elected  by  mail  vote  of  the  N.AV.A 
board  of  directors. 


MOTION   PICTURE 

PRODUCER-DIRECTOR 

Available  Soon 

Reser\e  Officer  ser>ing  on 
active  duty  as  a  Project  Super- 
visor at  the  U.S.  Naval  Photo- 
graphic Center  at  the  present 
time.  Korean  tour  of  obligated 
dut\   completed. 

Ten  years  civilian  and  mili- 
tary experience  in  contracting, 
production,  script,  directing, 
editing,  scoring  and  recording 
of  industrial,  sales  training, 
educational,  television  and  non- 
theatrical  motion  pictures. 

.As  a  representative  of  the 
Navy  and  industrial  firms.  I 
have  worked  with  many  of 
the  outstanding  motion  picture 
producers  on  the  East  Coast. 
W  ith  broad  past  experience  in 
directing  high-quality  produc- 
tions at  reasonable  budgets  for 
industry,  it  is  my  desire  to 
work  as  a  motion  picture 
specialist  in  industry. 

Available  at  any  time  prior 
to  July.  1955  for  personal 
inter\  lew. 

Write  Box   55-3C 

BUSINESS   SCREEN 

7064  Sheridan  Road,  Chicago  26 
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For  your  next 
business  film . . . 


Find  out  now  how  the  creative  wiz- 
ardry, the  skilled  technology  and 
the  ne  plus  ultra  in  equipment  that 
have  made  Hollywood  the  prime 
source  of  entertainment  for  an  en- 
tire world,  can  make  your  next  busi- 
ness film  the  best  you've  ever  made! 


The  Iteys  of  a  city 
devoted  entirely  to  picture-making! 


© 

6 


DID  YOU  KNOW  that  now  you  can  put  all 
the  picture-making  know-how  of  forty  years 
experience  plus  the  complete  facilities  of  a 
major  Hollywood  studio  into  your  next  busi- 
ness film  at  a  surprising  low  cost? 

Get  the  full  facts  today  on  how  United  World 
can  make  your  film  at  fabulous  Universal  City, 
the  unique  city  devoted  entirely  to  motion  pic- 
tures. No  matter  what  kind  of  a  film  you  are 
planning    .    .    .    Sales    Training.    Promotional. 


Public  Relations  or  Television  Commercial  .  .  . 
you'll  be  amazed  and  pleased  when  our  expert 
consultants  show  you  how  to  make  a  better 
business  film  ...  at  a  lower  proportionate  cost  I 

For  full  particulars  and  free  consultation 
call,  write,  or  phone  TODAY 

Business  Films  Department 

United  World  Films.  Inc. 

1445  Park  Avenue.  New  York  29.  N.  Y. 


UNITED  WORLD  FILMS,  INC. 

(a  wholly-owned  subsidiary  of  l"ni\ersal  Pictures  Co..  Inc.) 
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FOR  LESS  THAN  YOU 
THINK...  AND 


1802  W.  Columbia  Ave.  •  Chicago  26,  III. 


WORLD  rAMOUS 


Press  luncheon  hosts  at  release  of  theatre  od  study  were  these  ofFiciols  of 
Association  of  Motion  Picture  Theatre  Screen  Adv.  Companies:  (I.  to  r.)  W.  H. 
Hendren,  Jr.,  United  Film  Service  Co.;  Carl  J.  Mabry,  Motion  Picture  Adv. 
Service  Co.;  Don  Alexander,  Jr.,  Alexander  Film  Co.;  researcher  Albert  E. 
Sindlinger;  Claude  F.  Lee,  Motion  Picture  Adv.  Service  Co.;  Ted  Cauger,  A.  V. 
Couger;   R.  Jeffries,   Reid   Ray   Film   Ind.;   K.  Clarke,  Alexander   Film. 

A  Look  into  Screen  Advertising 

FIRST  COMPREHENSIVE  STUDY  OF  POTENT  MEDIUM  COMPLETED  BY  SINDLINGER  &  CO. 


A  STUDY  RECENTLY  RELEASED  by  the  Associa- 
tion of  Theatre  .Screen  Advertising  Compa- 
nies shows  that  only  11.7%  of  moviegoers  do 
not  see  screen  advertising  during  the  year.  The 
study  also  turned  up  an  interesting  finding  in 
that  television  viewers,  pre-conditioned  to  visual 
advertising  on  their  small  TV  screens  at  home, 
had  a  higher  recall  of  the  advertising  sponsors 
and   products  than   non-television   owners. 

This  evaluation  of  the  medium  is  contained  in 
the  first  comprehensive  study  of  theatre  screen 
advertising  which  has  been  completed  bv  Sind- 
linger &  Co.  for  the  Association  of  Theatre  Screen 
Ad\ertising  Companies,  composed  of  the  follou- 
ing  firms: 

.Alexander  Film  Company  of  Colorado  Springs. 


Movie   Attendance    and    Television 

■K  An    item    in   TiMi:    this    month    liuil    this 
to  say: 

"In   Buffalo.   Researcher   Albert  Sind- 
linger   rubbed    salt     in     Hollywood's 
wounds  by  announcing  that  every  2% 
increase  of  TV  owTiership  in  a  com- 
munity causes  a  1%   drop  in  receipts 
at  the  local  movie  theatres." 
Where  Tl\ie  flubbed  its  dub  was  in  miss- 
ing the  most  important  part  of  what  Mr. 
Sindlinger    had    to    say.    The    f^f     movie 
decrease  for  20'   TV  increase  statistic  was 
the  Sindlinger  Company's  report  to  clients 
of  1949.  But  in  further  studies,  in  19.51  and 
1953.  Sindlinger  surveys  showed  that  local 
movie  attendance  would  begin  to  increase 
at    the    point    where    local    set    ownership 
reached  08'7  saturation.  And.  in  fact,  this 
has  been   borne  out   in  city  after  cil\.   In 
April.  19.54.  when  national  TV   ownership 
saturation  reached  6}>'/ .  total  national  at- 
tendance at  motion  picture  theatres  began 
to  Increase  for  the  first  time  in  nine  years. 
And  during  19.54.  as  TV  set  saturation  con- 
stantU     increased,    theatre    attendance    in- 
creased as  well. 

1  he  point  is.  as  \!r.  Sijidlinger  has  shown 
in  SI  test  cities,  the  more  TV  sets  in  68'~f 
and  up  saturated  areas,  the  more  movie- 
goers llicrc  arc  in  those  areas.  1^ 


Colorado:  A.  V.  Cauger  Service.  Inc.,  of  Inde- 
pendence. Mo.:  Motion  Picture  .Advertising  Ser- 
vice Co.,  Inc.,  of  New  Orleans.  La. :  Reid  H.  Ray 
Filiu  Industries  of  St.  Paul.  Minn.;  Tnited  Film 
Service.  Inc..  of  Kansas  City.  Mo. 

The  Sindlinger  study  covers  the  circulation, 
knowledge  and  impact  of  Theatre  Screen  .Adver- 
tising in  five  L .  S.  cities  as  w  ell  as  the  character- 
istics of  the  audiences.  The  cities  selected  had 
var\  ing  degrees  of  per  capita  movie  expenditures, 
television  ownership,  number  and  tvpes  of 
theatn>. 
Recorded    Depth    Interview    Technique    Used 

Sindlinger  it  Co.  uses  a  recorded  depth  inter- 
viewing technique  in  its  studies  for  qualitative 
evaluation  of  attention,  opinion  and  behavior. 
This  system  also  insures  that  interviewers  remain 
objective.  Responses  are  not  prompted  by  "lead- 
ing questions '  common  in  non-recorded  inter- 
view techniques.  The  extent  of  the  interview 
material  in  this  study  is  such  that  to  listen  to  all 
of  it  would  take  one  man  65  days  of  continuous 
listening. 

Findings  of  the  studv  have  been  released  in 
the  form  of  a  01  page  conde;isation  of  the  basic 
report  which  was  in  two  volumes  of  274  pages. 

Some  of  the  interesting  findings  which  the 
I  CONTINIIED  ON  THE  FOLLOWING  PACE  28  I 
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SALES  •  SERVICE  •  RENTALS 


THE     WORLD'S    MOST     COMPLETE    ASSORTMENT 
OF     PHOTOGRAPHIC     EQUIPMENT     FOR 

T  \l.  mL  Mefofo  ric&A€/  SWi^ 


MICROPHONE    BOOMS 

FOR  ALL   PURPOSES 
SMALL,  MEDIUM,  LARGE 

1 


M-R  Microphone  Boom 
with  Perambulator,  Quiet 
in   operation. 

Lightweight  model  Booms 
—  Model  C-12  and  C-17 
and  Century  Portable 
Mike  Boom.  Beautifully 
engineered  for  TV  and 
motion    pictures. 


MOVIOLA    FILM 
EDITING    EQUIPMENT 


Robot  Automatic  Splicer 

No  heat  required.  Assures  exception- 
ally strong  positive  splice.  Simple  op- 
eration.    Portable. 


AURICON 

CAMERAS 

Illustrated:  Cinevoice  with  3- 
lens  turret.  Zoom  Finder  and 
400   ft.    magazine. 


PRECISION 
SOUND    READER 

(16-35    COMBINATION) 

Simple  threodinq.  Polished  Stabilizer 
drum  wirh  i^eedle  bearings.  Surf  a -.e 
cannot  domage  film.  Precision  ground 
shofts.  Dimensions — 6  x  6  «  7Vi- 
AMPIIFIER-  117  volt,  60  cycle,  AC. 
Power  DutDut  4  watts.  Heavy  duty 
AInico    V,    Speoker.    Safety    fused. 


LIGHTWEIGHT  ALUMINUM  SHOULDER  BRACES 

.  .  .  for  16mm  and  35mm 
cameras.  Sturdy,  yet  light 
enough  not  to  tire  user. 
Easy  panning  and  tilting. 
For  all  hand-held  cameras. 


CHANGING  BAG 

—  a  portable  darkroom.  Large 
enough  to  take  1000  ft.  35mm 
magazines.  Double  zipper.  Com- 
pletely  light-proof. 


'9.5mm  Lenses  in  16mm  C  mount.  18.5mm  (extreme  wide  angle-flat 
field]  Lenses  available  in  mounts  for  all  35mm  Motion  Picture  Cameras. 
"PHOTO  RESEARCH  Color  Temperature  Meters.  'Electric  Footage  Timers. 
'Neumade  and  Hollywood  Film  Company  cutting  room  equipment.  *Gris- 
wold  &  B.&H.  Hot  Splicers.  'DOLLIES  'Bardwell-McAllister,  Mole  Rich- 
ardson, Century  and  Colortran  Lighting  Equipment.  Complete  line  of 
l.^mm    nnH    ■15mm    Cnrnprn. 


FRANK  C.  ZUCKER 


(7flni€Rfl  CouipmenT  (p. 


THE  NEW 

OXBERRY 

STAND  AND  COMPOUND 

Saves  countless  hours  of  labor. . .  with  amazing 

flexihility  and  ineredihle  accnraoy! 

Enf;ir>eere(l  to  meet  the  exaotinn  requirements  of 

the  Animation  Industry.  Compact,  rugged  construction 

with  a  score  of  exclusive  features,  including 

follow  focus,  roll  away  platen  and  floating  pegs, 

stop  motion  motor  with  five  speeds.  Many  new 

techniques,  such  as  tri-motion,  are  feasible. 

Prices  start  at  S2500.  Terms  arranged. 


MODEL   lUUSTRATED  • 

Height  11'6"  •  Width  5'  •  Depth  «'4" 


iir"/ 
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OXBERRY 

OPTICAL  PRINTER 

INew  all-purpose  unit 
for  special  effects 

Every  type  of  projection  print- 
ing .  .  .  blow-ups  or  reductions, 
skip  framing,  push-offs,  travel- 
ing mats  (hard  and  soft)  and  all 
other  optical  effects  . . .  with  lui- 
excelled  brilliance  and  clarity — 
in   black   and   white   or   color 

OXBERRY 

—  means  animation  equipment  specialists.  Our  entire 
research,  design  and  production  are  devoted  exclu- 
sively to  animation  equipment,  including  registration 
devices,  pegs  antl  punches.  Quick  delivery  of  all 
equipment. 

Send  today  for  costs  and  brochure 

l^rurio:   The  ANIMATION    EQUIPMENT    Corp.    ;<8  Hudson  St.,Dept.HSl,  New  Ro.helle.New  York 
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SIndlinger  study  turned  up  am 

1  I  Tlic  13  week  average  cumula- 
live  audience  (i.e.  possible  expos- 
ures to  screen  advertising!  was 
75.7%  of  the  total  movie  potential. 
88.39;  ill  52  weeks. 

2 1  Duplicate  audieiiir  exposure 
(11  llic-  iiiediuiii  was  liigli.  At  the  end 


.  .  .  presenting    new    fads    on 
screen  ads  was  Albert  E.  Sindlinger. 

of  52  weeks,  10.6"^  of  the  average 
cumulative  audience  would  be  ex- 
posed once:  l/.S*^  two  to  five 
times:  17.4%  six  to  thirteen  times: 
and  42.9%  would  be  exposed  over 
thirteen  times. 

In  a  year,  only  11.7%  of  the  total 
movie  potential  would  not  be  ex- 
posed. 

3  I  Recall  averaged  73%  of  those 
who  remembered  seeing  theatre 
screen  advertising  on  their  last  visit 
to  a  theatre. 

4 1  Recall  was  almost  in  direct 
proportion  to  the  length  of  time 
since  last  exposed. 

5 1  The  15-24  year  old  group  had 
the  highest  recall  based  on  the  total 
in  the  group. 

6 1  Based  on  those  that  remem- 
bered seeing  theatre  screen  adver- 
tising, the  25-34  year  old  group  had 
the  highest  recall. 

7 1  Females  had  a  slightly  higher 
(CO.NCLLDED     ON     PACE    30l 


fREEt 

CATALOG 


ALL  Film  Process 
iriE      Equipment 
in   U-  S.  —  in  one 
cataloR!      Com- 
plete,   up-to-the- 
minute,  accurate 
information  ,  .  . 
Descriptive  Dat 
Illustrations 
Specs  •   Prices 

Write  NOW  to 
Dept.  ss-9 


©TELEVISION  SPECIALTY  CO.,  Inc. 
350    W.    31    St..    N>w    York    1,    N.    Y. 
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Mr.  McWayne  (right)  "tallcing 
shop"  with  John  B.  Phy, 
Du  Pont  Technical  Representa- 
tive. "John  keeps  us  up  to  date 
on  the  latest  developments... 
his  advice  and  quick  service 
have  helped  us  mony  a   time  " 


Another  fast,  comfortable  trip 
via  United  —  McWayne,  {ex- 
treme left)  grinding  out  pub- 
licity footage  on  931  A.  "We've 
found  its  exceptional  latitude 
meets  an  unusuolly  wide  range 
of  lighting  conditions." 


"With  Du  Pont  931  A,  we  can  handle 
the  toughest  jobs-expected  or  not" 

Reports  James  E.  McWayne,  Supervisor,  United  Air  Lines'  Photo  Laboratory,  Chicago,  lliinois 


"In  shooting  TV  newsreel  footage  and 
publicity  jobs,  we  often  run  into  fickle 
lighting  and  weather.  Then,  every- 
thing depends  on  the  film.  It  has  to 
dehver — even  when  there's  no  chance 
for  retakes.  That's  whv  we  use 
Du  Pont  931A  for  all  black-and-white 
work.  It  enables  us  to  handle  the 
toughest  jobs — expected  or  not. 

"Like  that  one  last  winter,  when  a 
VIP  was  due  in  on  the  7  P.M.  flight. 
Pitch  dark  ...  so  we  set  up  a  battery 
of  photofloods  to  cover  the  story.  The 
flight  was  on  time  and  all  went  well 
until  our  celebrity  appeared  in  the 
doorway.  Then — a  fuse  blew!  Out 
went  the  floods,  leaving  us  only  three 
500-watt  bulbs — and  they  were  90 
feet  away! 

"Really  tough  . . .  but  there  was  noth- 
ing to  do  but  keep  shooting.  I  opened 
the  lens  to  F.  1.4,  slowed  down  from 
24  to  16  frames  and  completed  the 


'take.'  In  rushing  the  film  to  WGN- 
TV  for  processing  and  presentation,  I 
warned  'em  that  it  was  underexposed: 
'Better  overdevelop  it!'  Certainly 
felt  good  when  they  phoned  'oack  and 
said  it  was  perfect,  completely  usable. 
Seemed  almost  impossible. 

"That's  why,  when  conditions  are 
tough,  we  leave  it  up  to  the  film.  If 
931A  can't  handle  the  job,  we  know 
it  can't  be  handled!" 

So  test  Du  Pont  931A  Rapid  Re- 
versal Pan  on  your  next  assignment. 
Check  its  speed.  Note  how  its  rugged 
emulsion  resists  reticulation  and  stain- 
ing. And  how  fine  grain,  long  tonal 
range  and  sharp  gradation  combine 
to    produce    clean-cut    pictures    and 


crystal-clear  sound.  For  the  complete 
story,  contact  your  Du  Pont  Tech- 
nical Representative  or  nearest  dis- 
trict office  listed  below.  E.  I.  du  Pont 
de  Nemours  &  Co.  (Inc.i,  Photo 
Products  Department,  Wilmington 
98,  Delaware.  In  Canada :  Du  Pont 
Company  of  Canada  Limited ,  Montreal . 

District  Offices 

ATLANTA  5,  GA.  805  Peachlree  BIdg. 

BOSTON    10,  MASS.  140  Federal  Street 

CHICAGO  18,  ILL.  3289  N.  California  Ave. 

CLEVELAND  14,  O.  1033  Union  Commerce  BIdg. 
DALLAS  7,  TEXAS  1628  Ook  Lawn  Ave. 

LOS  ANGELES  38,  CALIF. 

7051  Santa  Monica  Blvd. 
NEW  YORK  II,  N.  Y  248  West  18th  Street 

PHILADELPHIA  2,  PA.  225  South    15lh  Street 
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BETTER   THINGS   FOR  BETTER  LIVING  ...  THROUGH  CHEMISTRY 
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DU  PONT 


I 


E 


FILM 


NUMBER 


VOLUME       16 


1955 


29 


'^^ 


e 


Aiantifactiirers  and 
Distrihiilors  of: 

Bloop  Punches 

Cans,  Film  Strip 

Editing  Tables 

Film  Bins 

Film  Racks 

Flanges 

Film  Editing  Gloves 

Leader  Stock,  16  &  35  mm 

Measuring  Machines 

Plastic  Cores,  16  &  35  mm 

Reels,  16&  35  mm 

Reels,  Non-Magnetic 

Split  Reels 

Rewinds 

Sound  Readers 

Splicers 

Storage  Cabinets 

Vault  Cans 

Scotch  Tape 

Cloth  Tape 

Sound  Recording  Tapes 


HOl_LY\A/OOD 
FILM    COMPANY 


HO-23284 
HO  4-7191 


precision  film  editing  equipment 


956  NO.  SEWARD  ST. 
HOLLYWOOD  38.  CALIF. 
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(continued    from    pace    28  I 

recall  of  theatre  screen  a(lvertii?inf|: 
than  flifl  the  males. 

8 1  lelevisiiiii  owners  had  a 
higher  recall  of  theatre  screen  ad- 
vertising sponsors  and  products 
than  non-tele\  isif>n  owners. 

9 1  Television  «ith  its  eomnicr- 
cials  has  apparently  enhanced  the 
impact  value  of  theatre  screen  ad- 
vertising. 

The  Sindlinger  study  is  based 
upon  6.6.51  interviews  made  in  five 
l5i  selected  cities;  Bonham.  Texas; 
Belleville.  Kansas;  Bucyrus.  Ohio; 
\\  ater\  ille.  Maine,  and  Favetteville. 
North  Carolina.  The  five  (5l  cities 
were  selected  to  geographically  reji- 
resent  a  different  type  of  commu- 
nity, area,  population  and  theatre 
operation. 

Interview  Technique   Is  Noted 

Recorded  interviews  run  from  4n 
to  90  minutes  and  cover  a  variet\ 
of  subjects  on  entertainment  an<l 
advertising  exposure,  so  that  no  re- 
spondent knows  exactly  about  what 
he  is  being  inter\  iewed.  Recorded 
interviews  are  made  among  individ- 
uals of  all  ages,  representing  a  ran- 
dom cross-section. 

The  Sindlinger  recording  not  onl\ 
covered  the  impact  of  screen  adver- 
tising in  the  fiv  e  1 .5 )  test  cities  but 
also  included  basic  movie  going 
motivations. 

The  scope  of  the  study  is  best 
understood  by  the  fact  that  inter- 
viewing was  conducted  among  mem- 
bers of  every  other  household  in 
Bonham  and  Belleville,  among  mem- 
bers of  every  third  household  in 
Bucvrus.  everv  si.xth  in  W  aterv  ille. 

and  e\er\    ninth  in  Favette\  ille. 

*        ^-        * 

Chesapeake  Earnings  Top  Million 
Mark  for  '54  in  Annual  Report 

■^  Cliesapeake  Industries.  Inc..  of 
which  Pathe  Laboratories,  Inc.  is  a 
major  subsidiary,  announced  last 
month  that  the  corporation  earned 
.S1.0(11.486  in  1954.  In  the  five  years 
of  1949  through  19.54.  Chesapeake's 
total  assets  rose  from  .S16.80(l.(inn 
to  .S26.600.000.  Common  stockhold- 
ers" equity  in  the  company  in- 
creased during  that  time  from  a 
deficit  of  .S2.0()0.(X)0  to  a  surplus 
figure  of  83.600.000. 

Other  Chesapeake  subsidiaries  in- 
clude ;  Colonial  Trust  ("ompany; 
National  Transitads.  Inc.:  Chesa- 
peake Printing  Corporation,  and 
Television  Center.  Inc..  all  of  .New 
York  City;  The  V.  D.  Anderson  Co.. 
of  Cleveland:  \  irginia  Metal  Prod- 
ucts. Inc..  of  Orange.  Va.:  Allen  I). 
Cardwell  Electronics  Productions 
Corporation,  of  Plainville.  Conn., 
and  Intercoast  Petroleum  Compan\. 
Inc..  of   Midland.   Texas. 
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EAST  53»  STREET 


Campus  Film 
Productions 


picture   of 
a   man 
making   a 
wise   decision 


PLaza  3-3280 
New  York,  N.Y. 
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RARE  OPPORTUNITY 

fo  buy  16mm  and  35mm 

FILM  LABORATORY 

EQUIPMENT 
at  far  be/ovt^  cost! 


•      Processors 

• 

Densitometers 

•      Printers 

• 

Colorimeters 

•      Printing   Control   Meters 

• 

Chemical   Mixing   and   Storage 

•      Light   Changers 

Eqpt. 

•      Fihn  Racks,  Rewind  Tables,  Reels, 

• 

Water    Filters,    Softeners,    Tanks, 

etc. 

etc. 

•      Projectors 

• 

Refrigeration   Eqpt. 

•      Splicing  Machines 

• 

Compressors 

•      Edge   Numbering  Machines 

• 

16mm   and   35mni   Cameras 

•      Film   Perforators 

• 

Tripods,  Heads,  Lenses,  Magazines 

•      Film    Splitting   Machines 

etc. 

•      Negative   Cleaning   Machines 

• 

Office   Eqpt. 

•      Editing   Tables 

•      Film    Storage   Cabinets 

.    . 

.    plus     much     other     equipment. 

•      Sensitonielers 

Send     coupon     below     for     complete 

•      Spectrophotometers 

de 

scriptive   catalog  and   prices   of  all 

•      Electrometers 

items. 

MUST  BE  SOLD   IMMEDIATELY! 


SEND  FOR  COMPLETE  CATALOG  f 


COLOR  CORP.  OF  AMERICA 

2800  W.   Olive  Ave.,   Burbank,   Calif. 
Phone:   Victoria   9-1126 


(Coupon) 


Color   Corporolion   of   America 
2800  W.  Olive  Ave.,  Burbank,  Calif. 


Please     send     complete     catalog     of     film     laboratory 
equipment. 


Nome_ 
Firm 


Address- 
City 


-Zone State- 
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Your  demonstrator  can  make  quick  work— light 
work— of  a  "road  show"  if  he's  equipped  with 
one  of  RCA's  professional  arc  projectors  (10  or 
30  amps).  It  assures  big  impressive  pictures  of 
exceptional  brilliance,  with  a  2  5-watt  amplifier 
especially  designed  for  16  mm  reproduction  of 
speech  and  music  at  high  level.  Adequate  for  per- 
manent installation  in  large  auditoriums,  or  for 


outdoor  audiences,  using  screens  up  to  20  ft.  in 
width.  You  can  show  a  full  two-hour  picture 
without  changing  reels  or  carbons.  Either  model, 
with  all  accessories,  is  contained  in  5  easy-to- 
carry  cases— ready  to  be  set  up  or  taken  down  in 
that  many  minutes  .  .  .  get  the  most  from  your 
16  mm  films  .  .  .  reach  large  audiences  with  this 
outstanding  projector. 


Audio-Visual  Products 


RADIO  CORPORATION 
of  AMERICA 

Engineering  Products  Division,    Camden,  N.J, 
In  Conada:   RCA  VICTOR  Company  Limited,  Montreal 


For  further  infonnation  on  the  Porto-Arc  and  the  com- 
plete RCA  line  of  16mm  projectors,  mail  coupon  today. 


Radio  Corporation  of  America 

Dept.  OC-25,  Building  15-1,  Camden,  New  Jersey 

Please  send  me  complete  information  on  the  RCA  line  of 
C    400  and  Porto-Arc  16  mm  Projectors. 
^    RCA  Industrial  Sound  Systems. 


NUMBER 


VOLUME        16 


1955 
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§or  tieaner, 
brighter  screenings 

.  .  .  Get  precision-tested 
Sylvanla  projection  lamps 

Now  you  can  Rct  bi-tler  results— cleaner, 
brighter  pictures— at  every  showing  with 
precision-tested  Sylvania  projection  lamps. 
Sylvania  projection  lamps  are  required  to 
be  completely  free  of  defects  and  distor- 
tion—  to  give  you  top  picture  fidelity. 
Order  a  supply  for  every  projector— for 
top-quality  showings  now — for  dependable 
spares  when  ycm  need  them. 

.  .  .  Get  this  handy  3-in-1  kit 
Free  with  every  lamp  you  buy 

This  handy  kit  helps  keep  projectors  at 
their  peak.  Includes  two  screw-driver  bits 
and  camel's-hair  brush.  Ask  your  dealer 
about  this  Sylvania  offer. 

Sylvania  Electric  Products,  Inc. 

1740  Broadway,  New  York  19,  N.  Y. 
In  Canada:  Syluania  Electric  {Canada)  Ltd. 
University  Tower  Bldg.,  St.  Catherine  St., 
Montreal,  P.Q. 


Keep  your  eye  on      SYLVANIA 


....  since 


. .  .  the  name  nt 


HOLLYWOOD  FILM  EITERPRISES 


has  been  Hynonymnus  irilh 


^. 


The  OLDEST  16mm  Film  Laboratory 
is  now  first  with  the  NEWEST/ 

Hollywood  Film  offers  the  newest  facilities 
in  the   1 6mm  field,  with  advanced  methods  ond 
ipeciol  equipment  thot  enoble  us  to  offer 
quolity  and  service  unequalled  anywhere. 
Included  among  our   new  editing  services  are 
lefo  cuts  ond  voricble  length  dissolves  from 
12  to  96  fromes  to  provide  perfect  fodes  ond 
dissolves,  without  cutting  the  originol  scene. 


COMPLETE  16mm 
Laboratory  Service... 

•  Reduction  and  Contact   Printing 

•  Negative  Developing  and 

Reversal   Processing 

•  Releoie  Prints  in  Color  or 

Bla<U-and-Wh.te 

•  Kodachrome  Duphcotlng 

•  Shipping  &  Receiving  Service 

•  Free  Projection  Service 

•  free  Editing  Rooms  and 

Storoge  Vaults 


The  Oldest 
and  Most 
Experienced 
16mm  Film 
Laboratory 


HOLIYWOOD  FILM 
ENTERPRISES,  INC. 

6060    SUNSET    BOULEVARD 
HOLLYWOOD  28,  CALIFORNIA 


27  Winners  of  Notional  Safety  Film  Awards 
Announced  by  Committee  on  Films  for  Safety 

HONOR    PLAQUES   GO   TO    1 0  MOTION   PICTURES   &   SLIDEFILMS 


VV?'lNNKKS  OF  TIIF.  195.5  comptti- 
''  lion  for  safety  films,  including 
Miiiiion  picturrs  and  slidefilms  pro- 
diHcd  or  released  in  1954,  were 
aiinoiinci-d  lo  UlI.SINESS  SCREEN  after 
|iri-^slini.-  cin  ihis  issue.  As  a  spe- 
I  ial  ad\anci'  news  feature  to  our 
rcailcr>.  we  are  privileged  to  give 
Miu  llii-  folliiwing  selections  of  the 
aulliorilali\c  National  Committee 
(III    Filin>   for   Safetx  : 

Co-winner  of  the  top  award 
plaque  in  the  field  of  Occupational 
Safely  Motion  Pielures  was  Breathe 
ami  Live,  an  lo-iiiinute  color  film 
produced  for  llic  Dcpl.  of  ihe  Navy 
hv    Byroii,    Inc. 

The  oilier  Occupational  plaque 
winner  was  ll'.t  In  the  Carrls.  spon- 
sored hy  the  Abilihi  Power  &  Paper 
Co.  of  Canada  and  produced  by 
Crawley   Films.   Ltd. 

Award  of  Merit  certificates  in 
this  class  were  given  All  Out  for 
Safely,  a  National  Safety  Council 
|)roducliou  by  Sarra.  Inc.:  Chal- 
lenge for  Tomorrow,  a  Santa  Fe 
Railwav  film  produced  by  Harold 
Kile:  and  The  Boys  Do  the  Talk- 
ing, a  Slate  of  Washington.  Dept. 
of  Safetv  film  produced  by  Charles 
Penymaii. 

Sentries  oj  the  Sea  Lanes,  spon- 
sored and  ))roduced  by  the  U.  S. 
Coast  Guard  and  Shooting  the  Safe 
Way.  sponsored  by  the  Geophysical 
Corp.  and  co-produced  by  Telepix 
Corp.  were  other  certificate  awards. 

Liberty  Mutual  Fire  Insurance 
Co.  won  Awards  of  Merit  for  two 
sound  slidefilms.  Don't  Gamble 
With  Fire  and  We  Who  Work  in 
Hospitals.  The  other  Award  of 
Merit  for  sound  slidefilms  in  the 
Occupational  group  went  to  Heads 
You  Win.  sponsored  by  Zurich- 
American  Ins.  Co.  and  produced  by 
Paragon    Pielures. 

TrafTic  and  Transportation  Awards 

Three  outstanding  motion  pictures 
shared  the  coveted  plaque  awards 
in  the  field  of  Traffic  &  Transpor- 
tation Films.  The  Herjeel  Crime. 
sponsored  hy  the  Caterpillar  Trac- 
tor Co.  and  produced  by  the  Calvin 
Companv:  One  Little  Indian,  spon- 
sored bv  the  National  Film  Board 
of  Canada  and  produced  by  Tom 
Dah  :  and  One  Way  Left,  spon- 
-niicl  by  the  American  .Association 
of  Motor  Vehicle  Administrators 
won    these    three   lop   awards. 

Til.-  Inp  liniHir  plaque  for  miuiuI 
slidefilms  in  thi>  group  went  lo 
/•'«(■(■  til  Fair,  sponsored  !>\   Ziiriih- 


American    Ins.     Co.    and    produced 
bv    Paragi>n    Pictures, 

Awards  of  Merit  were  given  En- 
cyclopaedia Brilannica  Films  for 
.'/  Monkey  Tale,  16mm  chibhen  > 
film:  and  to  You  ami  Your  Sluiiliiu. 
a  sound  slidefilm  sponsored  bv  the 
Carnation  Co.  and  produced  b\ 
Ben  Rinaldo. 

Awards    in    General    Group 

Tliere  wen-  Iwo  lop  awards  in 
the  (Jeneral  Safety  films  group. 
Before  They  Happen,  sponsored  by 
ihe  National  Board  of  Fire  Under- 
writers and  produced  by  Audio 
Productions,  Inc.  was  the  first  of 
these  plaque  winners.  The  other 
went  to  Hooray  for  Homer,  spon- 
sored by  the  Baltimore  &  Ohio 
Railroad  and  produced  bv  I  nited 
Productions  of  America. 

Certificates  of  merit  awards  in 
this  General  group  went  lo  Anyone 
at  .411.  sponsored  and  produced  bv 
Encvclopaedia  Brilannica  Films  and 
to  Too  Young  ti)  Burn,  sponsored 
by  the  Federation  of  Mutual  Fire 
Insurance  Companies  and  jiroduced 
liv  Sid   Davis  Productions. 

Home  and  Theatrical  Awards 

The  plaipie  award  in  the  field 
of  Home  Safely  went  to  Mrs.  Haz- 
ard's House,  produced  by  King 
Horlon  Productions  for  the 
Prudential  Insurance  Company  of 
.America. 

The  final  plaque  award  of  ibis 
vear  was  made  lo  Safe  at  Home, 
a  35mm  theatrical  short  subject 
produced  by  Melro-Goldwv  n  Ma\er 
Studios.  W' 

WANTED 
A   STRONG   FLEXIBLE 
GENERAL   EXECUTIVE 

With  knowledge  of  production, 
sales  and  finance.  Enq>hasis  on 
finance  and  financial  controls. 
Man  with  diversified  experi- 
ence who  can  come  to  carry 
overall  responsibilities  in  seven 
million  volume  fast-stepping  or- 
ganization made  up  largely  of 
writers,  artists  and  specialized 
technicians.  Lnderstanding  of 
sales  promotion  and  public  re- 
lations desirable.  Age  30  to  45. 
Submit  resume  stating  age.  de- 
tails of  academic  and  account- 
ing education,  past  experience 
and  recent  earnings.  Mi(h\est 
location. 

Write  Box  55-3A 
BUSINESS   SCREEN 
7064  Sheridan  Road 
Chicago  26 
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"-M    CENT 


ER   Bu 


ILDING 


Mr.  O     H     r- 

-business  Screen  i\A 

7064  qi....-  "^1"  Magazine 

Ch 


r'.^  Sheridan  Road 


^cago  26.  Illinois 


De 


ai-  Ott  Coelln; 
■I  Wonder   if 


you  know  Sheldon  Nemever 


-"  --  -^  Sh;i^---  -ts   reced  .  .he  a.o.e  paragraph 


Sheldon  Nen^eyer  .s   „  ""  '''"•' 

'         "^^'-^^^  Sales  IVIanager 

our  best/  "°'  °"^>'  ^-^h  h.n,  our  best,   we  Plan  .      k 

P'an  to  back  hirn  up  vvUh 

Regards. 


ave 


Sin 


cerely  yours, 


^^ankK.Speidell/fw 
^■S-     Some  of  your 


p 


fe^^^.:.4^_ 


-"-w^rih:::^,^-f-ha.e 


phone  call  wfll  geT:'!  ''^''°"  "»  on  th 
get  prompt  action. 

F.K.S. 


em. 


MAKE    1955    YOUR    BEST    YEAR 

BOOST    YOUR    SALES    WITH    SELECTROSLIDE 


When  >(>ii  vIi(>\«  >oiir  prodiit't  »!(> 
that  ii  |ii-(>>pi-(-li\(<  cii^liiiiier  suys 
•1  SKI  W  II  \  I  VOll  MKW  .  .  ." 
»«»irv»-  MAIM-:  K  SALE.  There's 
(■  \  r  i  1  e  III  e  n  I  in  seeing  —  and 
sl:l,l;<  innsl.ll>!  sells  lij  sight. 
s^:lJ:€:'l  Kosl.liiF  shows  ymir  rus- 
l*iiiuTs  your  entire  line,  whether 
it's  (lii\enports  or  ciyniiinos;  ears 

or    eiipie    doll; in    t\iii    eolor — 

lull  si/« even  in  ^i-dinieiision — 

i«ith   or  without  sound. 


SELEdTRO.SLIDE  is  fi>i>l-|it-<i(>f.  in-crision  hiiill.  runs 
uilhotil  attenlion — >vitli(uit  hrt-akdowii.  (hif  display  ran 
I'uiitiiiiiously.  uithout  itilcrriiptioii  for  621  <lays  (THAT'S 
7.542  HOl'RS.  think  of  it)  uitlioiit  a  siiifile  tnajor  repair. 
The  t«'st  stopped  when  the  exhibit  ended  hiit  SELECTRO- 
SLIDE   was   still   going  strong. 

1  OH  iset  all  ihp  impurt  of  innries  AT  A 
FRACTlOy  OF  THE  COST.  For  illuslraled 
lilprtiltire  and  details,  and  rales  for  rental  or 
purchase,   write,  phone  or   wire: 


(L^fablt'j/ied 
Since     f924 


SPINDLER   S.   SAUPPE 

2201    Beverly   Blvd. 
Phone:    Dlnkirk   9-1288 
LOS  ANGELES  .54.  Calif. 


"EXPERTS  IN  LIGHTING" 

that's    what    some    of    the    most    import- 
ant people  in  the  business  say  about  us. 


COMPLETE  RENTAL 
EQUIPMENT     FOR 

•  Motion    Pictures 

•  Displays 

•  Television 

•  Conventions 

•  Special    Events 

We  deliver  anywhere  in  the  United 
States.  One  low  cost  includes  instolla 
tion   ond    removal. 

FREE  ESTIMATES 

WRITE  FOR  FREE  CATALOG  LISTING 
EQUIPMENT  AND  COMPLETE  INFOR- 
MATION ON   SERVICES. 


JACK  A. 


(^ 


•♦^- 


OEPT.    B,    134    PIOUETTE    AVENUE 
DEiaOIT   2.    MICHIGAN    .    TRINITY    3.8030 


THE  16IVili1  FILM  GOES  ABROAD 

International   Agreements   Advance  Freedom  of  Screen 

A    Resume    by   Wilbert   H.    Pearson,    Attestation    Officer 
United    States   Information   Agency,   Washington,    D.C. 


E\  I  in  \n)i  ION  I'K  1 1  ki  .111(1  slitlc- 
liliii  ill. 11  Jiot's  abroad  supijlics  a 
[j.iii  ol  ill  It  pitturc  in  the  mind 
wliiili  lo  loieij^n  audiences  means 
the  United  .Slates.  The  thousands  of 
valuable  edutational.  scientific  and 
(ulunal  motion  pit  lures  and  slide- 
(ilins  pnukued  in  this  touniry  fonsti* 
line  a  jiartiiuhniy  important  re- 
soiinf  Ini  Aim-ritaii  piiblit  inlnriiKi 
tioii  .ibrnad, 

Producers  and  disirilnuors  who 
have  entounlered  dillKullics  in  e\- 
portinj"  educational  audio  visual  ma- 
terials may  wish  to  be  reminded  of 
some  ol  tin*  ser\i(.es  and  tacilitic-s 
available  to  lu-lp  siuh  films  i-o 
abroad. 

Certification   Clears  the  Way 

The  LI.  S.  Inlormatimi  Agency  as- 
sists the  movenienl  abroad  of  eligible 
American  visual  and  auditory  ma- 
terials, including  motion  pictures, 
slidefilms.  (filmstrips).  kinescopes, 
retordings,  slides,  models,  maps  and 
charts,  by  certifitation  of  their  inter- 
national educational  character.  Some 
25  governments  recogni/e  the  certi- 
ficates or  find  them  helpful  in  de- 
termining the  educational  character 
of  autlio-\  isual  materials,  and  are  thus 
enabled  to  accord  to  materials 
covered  by  certificates  certain  privi- 
leges, including  freedom  from  cus- 
Kmis  duties,  sales  taxes,  and  freedom 
from  quantitative  restrictions. 

Of  course,  the  certificates  are  not 
recjuired  for  foreign  distribution  oJ 
educational  audiovisual  materials, 
and  are  issued  solely  to  assist  the 
circulation  of  materials  qualified. 

Agreement  Effective  in    1954 

IiitdiMtioii.il  si.iiul.iuK  lor  dc- 
tc-rniining  the  e!igibilii\  ot  visual 
and  auditory  materials  lor  certifica- 
tion are  set  forth  in  the  .\greenient 
for  Facilitating  the  International 
Clirculation  ol  Visual  and  Auditory 
Materials  ol  an  Educational.  Scien- 
tific and  Cultural  Character,  which 
c.inic  into  eiiect  in  August  195-1 
among  the  ratilying  countries.  Ihe 
L'nited  States  is  among  the  twenty- 
one  countries  which  have  signed  the 
Agrtremenl.  bui  not  among  the  eleven 
whicii  thus  !ar  have  ratified  it. 

.\rticle  I  ol  ihf  Agreement  states 
that  visual  and  auditorv  materials 
shall  be  deemed  to  be  ol  an  eduta- 
tional.  .s(ieniific  and  cultural  charac- 
ter: 

(a)  whc-n  their  primarv  jnirpose 
or  c-Hecl  is  to  iristnui  or  iiilorm 
through  the  de\elopment  ot  a  >ub' 
ject  or  aspect  ol  a  sidiject.  or  when 
their  content  is  such  as  to  maintain, 
increase  or  ditluse  kimwlc-dgc.  and 
augment  international  under  stand- 
ing and  good  will: 

(b)  when   the  materials  are  repre- 


seniati\i-.  authentic  and  accurate; 
and 

{c)  when  the  technical  cjualitN  is 
such  thai  it  does  not  interfere  with 
the  use  made  ol   the  mate-rial. 

Restrictions  on  These  Themes 

1  he  loregoing  si.itcinciii  embodies 
tile  principlc-s  upon  whicli  the  I'.  S. 
Inlorniation  .\gentv  prcKceds  to  as 
sisi  the  circulation  abroad  itl  Vnurl 
can  materials  of  an  international 
educational  c  haracter.  The  sjjcc  ific 
criteria  which  it  u.ses  are  sel  forth  in 
"C^ode  of  Policies  and  .\dministra- 
tive  Procedure"  The  Federal  Regis 
ler.  December  24,  1953.  Under  these 
criteria  the  .\gency  may  not  aliesi 
material  il  its  primary  purpctse  or 
effect  is  to  entertain:  to  inform  con 
cerning  current  events  {spot  news): 
bv  special  pleading  to  inlluence 
opinion,  conviction  or  policv  (religi- 
ous, economic  or  ])oliti(al  propa- 
ganda): to  inculcate  any  dogma;  to 
constitute  a  ritual  or  denominational 
.service:  to  stimulate  use  ctl  a  patented 
process  or  product:  to  advertise  a 
particular  organization  or  indixidual 
or  to  raise  funds. 

Thus  far  some  8500  ct-rtihcates 
have  been  issued  under  the  attesta 
lion  program,  which  was  begun  in 
1942  under  the  administration  of  the 
Department  ol  State,  in  conlonnaiui 
with  a  policy  to  facilitate  by  ever\ 
appropriate  means  the  c  ire  ula tion 
abroad  of  qualified  .\merican  visual 
and  auditorv  materials. 

Catalog   Published   by  Agency 

♦  The  Agency  alsc*  publishes  a  cata- 
logue. Ufiited  Stalfi  Educational. 
Scientific  and  Cultural  Motion  Pii- 
tures    and    Fihnstrips     Suitable    and 


Industrial    Films   May   Be 
Eligible    for    Certification 

♦  liiis  darihing  definiticin  was 
requested  and  received  by 
lU'SiNKsSS  ScRKi-N  from  ihc-  rsiA 
as  of  .\pril.    1955: 

■'\'isu;d  and  auditorv  ma- 
terials wliose  primary  purpose 
(repeat  f)rimar\  purpose)  or  ef- 
fect is  to  instruct  or  iiihirm 
through  develctpment  ot  .i  sub- 
ject or  aspect  of  a  subject  and 
containing  incidental  advertis- 
ing material  usually  eligible  for 
certification." 

It  is  stressed.  liowe\er.  that 
purely  advertising  or  promo- 
tional media  are  not  elegible 
for   (fnincati<in. 
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A.'tiilfthle  for  Use  Abroad,  which 
ihmu^^li  the  cooperation  of  some  3')4 
protliuers  of  such  materials  aiul  an 
Acl\  isorv  Board  of  American  aiuiio- 
\iMial  specialists,  informs  the  foreign 
pmihaser  of  the  exislance.  a\ail- 
.ibililv.  and  suitability  of  a  \ery  large 
number  of  American  films  and  film- 
strips.  The  catalogue,  which  lontains 
in  its  .Second  Edition  and  1954  .Sup- 
plement descriptions  of  some  680(1 
suih  films  and  filmstrips.  is  distribu- 
ted abroad  to  ministers  of  education. 
.tudio-\isual  centers,  and  leading  edu- 
i.iiional.  scientific  and  cultural  itisii 
tuti(His  and  organizations  interested 
in  iitjlaining  su(  h  materials. 

The  UNESCO  Coupon   Program 

♦  Producers  and  distributors  in- 
terested in  impro\ing  the  circulation 
aliroad  of  .\merican  \isual  and  audi- 
tory materials  are  making  increasing 
use  of  UNESCO  Ck)up()ns.  which  en- 
able institutions  and  indi\idual5  in 
suit  turrencN  countries  to  buy  films, 
filmstrips.  and  projection  equipment 
I  mm  hard  currency  countries,  \fore 
th.ni  a  score  of  countries  are  now 
participating  in  tliis  plan,  imder 
which  some  S5. 1100. OIK)  worth  of 
(oupons  ha\e  been   issued. 

Details  on  Customs  Form  3311 

♦  II  motion  pictures,  filmstrijjs  or  re- 
cordings \alued  not  to  exceed  S250 
are  sent  abroad  on  temporary  exjjort. 
their  return  through  .American  lus- 
t«)ms  bv  mail  mav  be  lat dilated  by 
filling  out  Customs  Form  5511  before 
shipment  and  following  these  four 
steps: 

(1)  Obtain  Customs  Form  .1311 
from  the  V.  S.  Customs  Office  in  \oin" 
area  i)efore  vou  ship  the  film. 

(2)  Fill  out  and  execute  the  lorm. 
ni. eking  the  lollowing  statement  in 
the  remarks  section: 

"/(  is  requested  that  all  other  forms 
required  by  section  10. 1  of  the  regu- 
liili(tn\  he  waived.  These  flints  con- 
lain  no  obscene  or  immoral  matter, 
nor  any  matter  advocating  or  urgim^ 
treason  or  insurrection  against  the 
Vnited  States  or  forcible  resistance  to 
any  laie  of  the  United  States,  nor  any 
threat  to  take  the  life  of  or  infiici 
bodily  harm  upon  any  person  in  the 
United  States. 

(i)  .\fhx  the  form  to  the  outside 
III  the  film  can  or  container  in  an 
envelope  marked  "Documents  lor 
L'.  S.  Customs."  Tell  the  consignee 
to  see  to  it  that  the  form  is  still  on 
the  lan  when  the  film  is  returned. 

1  he  Customs  Officer  at  the  port  ol 
entry  will  remo\e  the  form  when  the 
Sim  is  returned,  and  find  on  it  all 
the  information  he  needs  to  enable 
him  to  admit  the  film  duty-free. 

-More  detailed  information  on  the 
attestation  and  catalogue  program. 
as  well  as  reports  relating  to  .Ameri- 
can participation  in  international 
film  festivals  and  exhibitions  may  be 
obtained  by  writing  U.  S.  Informa- 
tion .Agency.  1778  Pennsylvania  .Ave- 
nue N.  VV..  Washington  25,  D.  C. 
(IMS/COA-REV.)  g. 


FK-ODtJCERS  OF  FIKTE  l^COTTOlSr  PICTXJK-ES 


HE  completion  of 
the  new  Studio  "B" 
makes  our  facilities  the  largest  devoted  to 
T.V.  and  commercial  Motion  Pictures 
in  the  East.  Spacious,  air-conditioned, 
electronic  dust  control,  R.C.A.  approved 
acoustical  treatment,  latest  time-saving 
sound  and  camera  equipment. 

3Bmm  IS  mm.  Color  B&W 
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Reach  the  Rural  Market 

Through  Merchant-Sponsored 
Roadshows  This  Summer  ^ 
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SPONSORED  FILMS  reach  an  important  segment  of  the  American 
market  through  Modern's  summer  roadshow  circuits. 

What  is  a  roadshow?  It's  a  phenomenon  of  the  great  Midwest — 
it's  "movie  night"  unden^ritten  by  local  merchants  in  theatreless 
towns  to  draw  crowds  ( which  also  buy  in  the  late-open  stores )  into 
their  communities.  At  these  roadshows  the  people  of  the  area  see 
a  free  Hollywood  feature  movie — and   a  sponsored   film. 

Are  roadshows  successful?  You  bet!  The  smart  local  merchant 
wouldn't  spend  his  money  financing  them  if  they  weren't.  Audiences 
range  up  to  one  thousand  people  and  the  average  is  over  lOO 
at  each  show. 

Suitable  sponsored  films  (a  limited  number  of  them  I  will  be  shown 
in  1500  towns  in  the  summer  months  through  Modern's  roadshow 


distribution.  This  can  be  an  important  extra  channel  of  circulation 
for  your  film  at  a  time  of  the  year  when  other  channels  are  at  an 
ebb.  You  don't  miss  any  other  opportunities  when  your  I6mm 
prints   are  on   the   summer   roadshow   circuits. 

You  can  buy  roadshow  distribution  alone  or  in  combination  with 
any  of  the  other  three  channels  of  distribution  through  Modern 
—  I6mm  non-theatrical,  television,  and  theatrical.  And  like  all 
Modern  guaranteed  distribution  plans,  your  film  is  shown  or  you 
pay  nothing — if  your  film  doesn't  play,  you  don't  pay. 

If  your  company  or  association  is  interested  in  the  big  American 
rural  market  of  the  Midwest,  you  should  check  with  Modern  now 
for  the  facts  about  roadshows.  There's  an  opportunit)'  here  for 
you.  Write  or  phone  any  of  the  division  otiices  listed   below. 


Mwbm 


TALKING   PICTURE   SERVICE 


NEW    YORK  JUdson  6-3830  DETROIT  TEmple  2-3211 

45   Rockefeller   Plaza,   New   York   20,   N.   Y.  956  Moccobees   Building,   Detroit   2,   Mich. 

CHICAGO  DEIaware  7-3252  LOS    ANGELES  MAdlson  9-2121 

140    E.    Ontario    Street,    Chicago    11,    III.  612     S.     Flower    Street,     Los    Angeles     17,     Col. 
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BUSINESS     SCREEN      MAGAZINE 


THE  EDITORS  OF  BUSINESS  SCREEN  PRESENT  AN  AUDIO-VISUAL  COMMUNICATION   FEATURE  OF   INTERNATIONAL  SIGNIFICANCE 


The  Film  in  European  Productivity 

HOW   AUDIO-VISUAL    MEDIA   AND    U.S.    AID    HELPED   TO   SPEED   ECONOMIC    RECOVERY   ABROAD 


THE  \  ITAL  Mission  to  accom- 
plish the  economic  phase  of  the 
recovery  of  a  war-devastated  Europe 
is  now  near  completion.  Over 
the  past  decade  it  has  been  a  pri- 
marv  aim  of  the  U.S.  Government 
to  lend  phvsical  and  technical  aid 
cpf  every  possible  kind  to  strengthen 
the  free  nations  of  Western  Europe 
and  the  Near  East.  In  one  key  phase 
of  that  stirring  and  now  apparently 
successful  effort,  training  films  and 
audio-visual  techniques  of  American 
industry  played  a  significant  role  in 
helping  to  vitalize  European  pro- 
ducti\it\. 

This  is  a  story  of  that  memorable 
experience  in  audio-visual  com- 
munication. It  provides  a  tribute  to 
the  producers  who  created  these 
films — to  the  sponsors  whose  ma- 
terials may  well  have  provided  those 
\ilal  sparks  of  incentive,  of  plnsical 
experience  and  of  special  skills  that 
helped  defeat  the  forces  of  Commu- 
nism that  lie  waiting  for  prostrate 
victims. 

A  Vast  Audio-Visual   Laboratory 

70U  I  .S.  training  films  and  all 
related  forms  of  audio  and  visual 
communication  were  exported  to 
Europe  and  accompanied  by  a-v 
utilization  personnel.  But  Europe 
has  now  developed  similar  and 
permanent  industrial  and  agricul- 
tural audio-visual  operations.  Last 
\ear.  American  assistance  and 
financial  aid  gave  way  to  the  now 
self-sustaining  activity  of  the  Euro- 
pean Productivitv  Agency  and  its 
international    Visual    Aids    Section. 

New  patterns  of  international  co- 
operation on  training  film  produc- 
tion and  utilization  exchange  are 
being  carried  out.  This  federation 
of  skills  is  an  admirable  tribute  to 
the  audio-visual  medium.  It  is  also 
in  the  tempo  of  better  understand- 
ing between  friendly  nations. 

A  Renewal  of  Our  Faith 

The  present  phase  of  productivity 
film  operations  is  supported  from 
the  funds  of  the  European  nations 
involved.  Their  own  films  and  prints 
of  L  .S.  films  considered  suitable  to 
their  needs  are  being  most  carefully 
measured  for  value  and  perform- 
ance against  rigid  economies  they 
must  practice.  The  skill  and  faith 
which    thev    in\est    in    these   audio- 


visual tools  is  most  certainly  an  ex- 
ample to  American  industry  itself. 
The  Editors  of  Business  Screen 
are  privileged  to  bring  you  direct 
reports  from  nine  countries  of 
\^  estern  Europe  on  the  following 
pages  of  this  issue.  This  Special  Re- 


port has  been  in  the  making  for 
over  a  vear.  The  reports  on  the  indi- 
vidual countries  were  prejiared  for 
us  by  members  of  the  European 
Productivity   Agencx. 

Note  Growth  of  Libraries 
"K  e   are   especiall)    impressed   by 


The  Meaning  of  Your  Contrihution 
to  the  European  Teclmical  Program 

O.   H.  Coelln.  Editor 
Business  Screen   Maga/ine 

Hear   Mr.   Coelln: 

I  shoiikl  like  to  take  this  opportiiniiy  lo  express 
through  your  publication  our  sincere  appreciation  to 
American  industry  anil  the  industrial  film  specialists 
lor  their  whole-hearted  support  of  the  European  tech- 
nical film  |3rograin.  Millions  of  European  workers. 
super\isors,  managers  antl  vocational  students  have  had 
an  opportunity  to  see  "America  at  work".  Through 
the  dramatic  reality  of  the  sound  lilin.  liiese  |3eople 
have  had  an  opportunity  to  look  over  the  shoulder 
of  the  American  work  force  and  learn  the  meaning  of 
.American  productivity.  Through  the  medium  of  the 
film,  they  ha\e  visited  hundreds  of  .American  factories, 
farms,  business  establishments  and  research  centers. 

More  than  700  film  titles  covering  a  Avide  range  of 
industrial  and  agTicultural  subjects  ha\e  been  translated 
into  the  languages  of  the  participating  countries.  These 
films  have  pro\  idecl  a  base  on  A\hich  the  countries  are 
building  an  audio-visual  ]5rogi-ain  lor  intlustrv  and 
agriculture. 

From  the  beginning,  this  progiam  has  been  actively 
supported  by  the  Organization  for  European  Economic 
Cooperation.  This  organization  has  now  developed 
within  the  European  Productivity  Agency  a  \'isual 
Aids  Section  that  is  asstiming  the  responsibility  for  the 
continued  development  of  a  technical  film  program  to 
support  the  European  productivity  drive. 

None  of  this  would  have  been  possible  withoui  the 
cooperation  and  generosity  of  American  industry. 

Sincerely  yours. 

Harold  E.  Stassen.  Director 
Foreign   Operations   .Administration 


the  steady  growth  of  permanent 
audio-visual  facilities  and  growing 
film  libraries  within  these  lands.  It 
should  be  noted  that  long  and  ardu- 
ous months  of  translation  and  adap- 
tation followed  the  preliminary  and 
very  selective  screenings  of  all 
available  films  by  the  individual 
countries  involved. 

These  countries  were  hardly 
audio-visual  novices.  The  L  nited 
Kingdom.  France.  Germany.  Swe- 
den and  others  have  long  and  fine 
traditions  of  documentary  film  pro- 
duction. But  they  also  learned  and 
adapted  new  lessons  on  training 
from  American  industry  and  have 
combined  both  experience  and  tools 
for  greater  overall  strength  in  the 
productivity  effort. 

A  Tribute  to  Our  Collaborators 

The  original  text  and  suggestion 
for  this  Special  Report  was  pre- 
sented to  us  bv  Mr.  Orville  Goldner. 
former  head  of  training  film  pro- 
ducti<in  in  the  Navy  and  later  in 
charge  of  visual  aids  during  the 
MSA  phase  of  the  technical  assist- 
ance program. 

Since  Mr.  Goldner's  return  lo  the 
l'..S..  the  editorial  assignment  was 
taken  up  by  Howard  Kresge.  for- 
merlv  of  Washington  State  College 
where  he  directed  the  program  of 
review  and  selection  of  the  hundreds 
of  I  .S.  training  films  that  went 
into  this  program   abroad. 

Kresge  Our  Editorial  Liaison 

.As  an  industrial  training  special- 
ist now  in  Paris  for  the  FO.A  but 
serving  as  liaison  and  consultant  to 
the  European  Productivity  Agency, 
Mr.  Kresge  has  been  Business 
Screen's  roving  "editor-at-Iarge"  on 
this  report. 

Finally,  we  are  indebted  to  Mr. 
W.  E.  Vogelsang.  Chief  of  the  Tech- 
nical Aids  Branch.  Industrial  Pro- 
curement Division  of  the  Foreign 
Operations  Administration  and  to 
Mr.  Donald  MacPhail.  author  of  the 
background  piece  on  the  following 
page. 

The  demonstration  which  this 
productivity  program  has  provided 
of  the  value  of  audio-visual  com- 
munication is  of  lasting  importance 
to  every  producer  and  user  of  these 
useful  tools  throughout  the  free 
world   where   they  serve,       — OHC 
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COOPERATION   PATTERN:  FILMS  IN  EUROPEAN   PRODUCTIVITY 

Technical  Films  Met  a  Challenge 

by  Donald  MacPhail,   Director  of  the  Productivity 
and  Technical  Assistance  Division,  USRO/FOA,  Paris 


LAST  |aiui.ii\  rrcsidcnt  Eisenhower. 
in  his  annual  etonmnie  message 
to  the  Congress,  predicted  that  16') 
million  Americans  during  1953 
would  prmluce  an  estimated  390  bil- 
lion dollars  worth  of  goods  and  serv- 
ices. During  the  same  period.  280 
millions  ni  Europeans  west  of  the 
iron  curtain  will  produce  approxi- 
mately 250  billion  dollars  worth. 

Dramatically,  this  comparison  ex- 
presses the  basic  difference  between 
the  economies  of  the  United  States 
and  those  of  Western  Europe. 

Explanations  of  this  disparity  are 
many  and  varied:  the  United  States 
is  tremendously  rich  in  natural  re- 
sources; it  has  broad  internal  mar- 
kets; it  has  not  suffered  the  internal 
damage  and  dislocation  of  two  world 
wars. 

All  of  these  explanations  are  true 
—  but  they  tell  only  part  of  the  story. 

A   Difference   in   Productivity 

Even  before  World  War  I.  the  dif- 
ferences in  progress  between  the 
economies  of  America  and  Europe 
was  becoming  marked.  The  clue  to 
the  widening  gap  lies  in  the  concept 
of  "productivity." 

Productivity  means  the  ability  to 
harness  and  utilize  at  optimum  capa- 
city, men,  machines  and  materials. 
To  illustrate :  an  American  worker 
in  a  single  hour  produces  on  the 
average  more  than  three  times  as 
much  as  his  European  counterpart. 
This,  of  course,  is  an  average  figure 
and  includes  all  phases  of  economic 
activities.  In  Britain  a  worker  pro- 
duces approximately  709f  of  the 
work  of  an  .\merican.  in  France 
about  a  half,  and  in  Italy  perhaps  a 
third. 

While  the  .Marshall  Plan  and  the 
efforts  (A  the  European  countries  co- 
operating through  the  OEEC  pro- 
duced rapid  rehabilitation  and  re- 
covery in  the  immediate  post-war 
years,  it  became  apparent  about  1950 
that  Europe,  if  it  were  to  keep  pace 
with  the  expanding  economy  of  the 
United  Stales,  faced  an  even  greater 
cJiallenge  than  merely  bringing  its 
economy  up  to  pre-war  levels  or 
slightly  above. 

The    urgent    need    was   for    higher 


produtii\  it\.  the  better  and  more 
imaginative  use  of  existing  resources. 
v>  that  the  Europeans  would  have 
available  more  goods  at  lower  prices. 

It  w^as  for  this  reason  that  the  U.S. 
embarked  on  a  cooperative  program 
with  the  European  nations  to  in- 
crease productivity  and  to  improve 
the  standard  of  living. 

The  job  has  been  one  of  attitude 
changing.  Restrictive,  non-competi- 
tive ideas  on  the  part  of  European 
management  and  labor  have  been  at- 
tacked. 

Over   13,000  Visit  U.S. 

Under  the  program  ot  productivity 
and  technical  exchange,  more  than 
KiOOO  key  European  managers  and 
trade  unionists  have  visited  the 
United  States  to  observe  American 
production  techniques  and  .\merican 
management  practices.  During  the 
same  period,  approximately  1 .000 
American  consultants,  many  of  them 
key  business  leaders,  have  gone  to 
Europe  on  technical  missions  to  meet 
Eurc)peans  face-to-face  to  discuss  pro- 
ductivity problems  and  to  share  their 
"know-how"  with  their  European 
counterparts.  The  results  have  been 
gratifying. 

Today  there  is  an  awareness  in 
Europe  for  the  necessity  of  higher 
productivity.  Productivity  centers 
bringing  together  labor,  management 
and  government,  now  exist  in  most 
countries.  .\  European  productivity 
agency  within  the  OEEC  has  been 
established  in  Paris  to  provide  guid- 
ance and  leadership  to  an  intra- 
European  movement.  Institutes,  semi- 
nars, conferences,  literature  and  the 
press  are  spreading  information  on 
productivity  technicjues  and  enlight- 
ened attitudes  toward  the  functions 
of  labor  and  managemc-iu  in  an  ex- 
panding economy. 

A   Communications  Challenge 

I  he  pHKUuti\a\  mntept  tluis  pre- 
sents one  of  the  most  challenging 
problems  in  communication.  In  meet- 
ing this  challenge,  technical  films 
and  other  audio-visual  media  have 
played  a  major  role.  Indeed,  it  may 
be  said  that  the  U.S..  thanks  to  the 
iooj)eratioM    .nid    imagination    of    its 


U.S.  technical  films 

"are  talking  each  year 

to  millions  of  European 

managers,   working 

men,  farmers  and 

consumers."   American 

technical   films   have 

told   the   true   story 

of    productivity's    meaning. 


iiidiisirial  film  producers,  is  bringing 
In  Europe  daily  a  compelling  mes- 
sage on  U.S.  productivity. 

More  than  (i.OOO  U.S.  films  were 
screened:  more  than  1,400  of  these 
were  selected  for  review  in  Europe 
by  cooperating  conmiillees  of  Euro- 
peans and  .\mericans.  .As  a  result  of 
this  process  today  more  than  30.000 
prints  of  technical  motion  pic  lures 
and  50.000  prints  of  correlated  him 
strips  are  in  daily  use  through  well- 
stocked  and  well-operated  film  li- 
braries. 

Your   Films  Talk  to  Millions 

Willie  hiindiids  ol  k-ading  Ameri- 
can industrialists  and  technical  film 
producers  have  never  come  to  Europe 
themselves  as  direct  and  personal  am- 
bassadors for  higher  productivity,  it 
may  be  said  that  they  are  talking 
each  year  to  millions  of  European 
managers,  working  men.  farmers  and 
consumers.  The  cooperation  between 
American  prcjducers  of  industrial 
technical  films,  the  various  govern 
ments.  and  thousands  of  produc- 
tivity specialists,  has  been  one  of  the 
most  gratifying  aspects  of  the  entire 
productivity  program. 

It  is  estimated  that  more  than  15 
million  Europeans  in  all  walks  oi 
life,  ranging  from  iarmers  in  small 
hill-top  villages  to  top  lliglu  execu- 
tives   in    government    and    industry, 


are  learning  about  American  produc- 
tivity through  the  effective  use  of  the 
technical  film.  American  technical 
films  have  told  more  dramatically 
than  words  the  true  story  of  produc- 
tivity and  what  it  means  to  Europe. 

Europe  Is  on  the  Job 

Even  more  important.  Europeans 
themselves,  working  through  their 
own  agency,  the  Eur(»pean  Produc- 
tivity .\gency.  are  continuing  this 
work.  Central  screening  facilities 
have  been  established  in  Paris  to 
continue  the  review  of  new  technical 
films  produced  in  both  Europe  and 
in  the  I'nited  States.  Where  neces 
sarv  new  technical  films  are  being 
produced  by  the  EP.\  to  fill  existing 
gaps  in  the  European  technical  film 
libraries.  IWenty-seven  carefully  se- 
lected film  subjects  are  already  being 
produced   on    a   cooperative    basis. 

A  mctst  encouraging  sign  is  that 
Europe  is  now  offering  reverse  tech- 
nical assistance  in  the  audiovisual 
field.  The  European  Productivity 
.Agency  has  begun  to  supply  the 
United  States  with  information  on 
all  European  productivity  films,  and 
there  is  every  prospect  that  tfie  (»rigi- 
nal  one-way  flow  will  in  the  near 
future  develop  intcj  a  steady  inter- 
change of  constructive  ideas  on  this 
essential  branch  of  modern  train- 
ing for  industry  and  agriculture.     58' 


Where  Do  We  Go  From  Here? 

Members  of  Visual  Aids  Section  of  the  European 
Productivity  Agency   Review   Present  and    Future 


WHAT  IS  THE  FLTLRE  of  filmS  and 
visual  aids  in  Europe?  The 
American  industrial  film  program  has 
been  a  challenge  and  Europe  has  ac- 
cepted it.  Reports  frc^m  the  partici- 
pating countries  show  how  each  is 
working  to  cjvercome  misunderstand- 
ing and  lethargy.  In  spite  of  difficul- 
ties the  work  is  expanding  to  include 
the  whole  arsenal  of  audio-visual  aids. 
If  the  work  of  the  Eilm  AVorking 
Party  of  the  Euroiiean  Productivity 
Agency  goes  forward  as  it  has  begun. 
Europe  will  be  matching  ideas  with 
the  Ihiited  States  in  the  development 
ot  modern  methods  lor  communica 
tioii. 

17  Countries  Represented 

Ihe  Ellin  Working  P.irt\  consists 
of  the  Visual  Aids  Officers  of  the 
National  Productivity  (Centers  of  the 
17  Memlier  Countries  of  the  Organi- 
sation lor  European  Economic  Co- 
Operation  (O.E.E.C).  It  met  first  in 
October  1953  and  has  been  meeting 
.It  three  or  four  month  intervals  ever 
since.  With  the  X'isual  .Aids  Section  of 
the  European  Productivity  Agency  it 
iries  to  find  answers  to  national  and 
iniei  naiion.il   audio-v  isual   aids   jirob- 

Il'lHs. 

I  lie  dclcg.ttcs  know  one  another, 
.uui  111  spite  oi  language  dilficulties. 
iIk  \    i.ilk   enthusiastically,   sometimc-s 


heatedly,  about  the  technicpies  of 
communicating  ideas  with  films,  film- 
strips  and  other  audio- visual  aids. 
Most  of  them  have  been  meeting  regu- 
larly for  a  long  time  now:  they  talk 
over  their  needs  in  cafes  as  well  as  in 
conference  rooms.  Some  countries  un- 
fortunately do  not  yet  realise  the 
value  of  this  co-operation,  so  their 
delegates  attend  the  meetings  oc- 
casionally, if  at  all.  The  Visual  Aids 
Section  tries  to  stimulate  them  bv 
\isits.  letters  and  phone  calls. 

Understanding   Bosic  Needs 

Wii.ii  .lie  liuir  jjrobiLiiis: 

I  (»  find  the  audio-visual  tools  [or 
tlie  proclucti\it\  needs  c^t  industrv  —  a 
film  made  in  Wisconsin  may  fill  the 
needs  of  workers  in  Trondheim  in 
Northern  Norway,  or  a  Swedish  film 
may  be  used  in  the  barren  areas  ol 
Sicily.  But  it  is  not  as  simple  as  that. 
Language  is  not  tfic  only  difference 
between  countries:  methods  and  atti 
ludes  \arv:  management  may  be  s\n\\ 
to  accept  new  ideas.  Each  country  has 
to  he  thoroughly  understood  before 
the  right  tool  lor  the  training  job  can 
be  discovered.  Out  of  this  need  has 
grown  an  ambitious,  even  daring  prof- 
ect:  to  obtain  and  circulate  inhinn.i 
tion  on  all  new  technical  films  in 
Europe,  .\merica.  or  for  thai  maiui 
any   where   in    the   world.    Erom    this 
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will  be  buHt  a  catalogue  in  %vliich 
countries  will  find  the  most  appro- 
priate tool  for  each  specific  purpose. 
It  is  a  constant  battle  to  get  infor- 
mation. It  comes  in  by  dribs  and 
drabs,  but  must  go  out  steadily  if  it 
is  to  become  an  established  part  of 
the  countries'  productivity  pro- 
grammes. Copies  of  the  information 
sheets  go  to  Washington  because  now 
the  film  inform. ition  servile  is  two 
wav. 

Free  Movement  of  Films 

The  \isu.il  .\ids  Sniicm  has  fuiuK 
to  buy  pre\iew  copies  of  likeh  films. 
.\fter  long  and  tricky  negotiation  they 
have  persuaded  the  customs  in  many 
countries  to  allow  the  free  importa- 
tion of  technical  films  iiuluding  these 
preview  prints. 

The  films  are  then  appraised  by 
local  committees  and  if  they  prove  of 
interest  and  countries  want  a  version 
of  the  films  in  their  own  language,  up 
to  Julv  first  of  this  year  they  can  be 
adapted  and  resynchronised  free  of 
charge  by  the  European  Productivity 
Agency.  Under  this  plan  .\merican 
films  can  be  put  into  Icelandic. 
French  into  Turkish  and  Turkish 
into  English.  Existing  films  may  be 
good,  but  new  films  are  sometimes 
better.  Thev  bring  ideas  and  tech- 
niques up  to  date  and  they  fill  in  gaps 
in  the  progranuiie.  New  production  is 
necessarv.  The  Euro])ean  Productivity 
.■\gencv  subsidizes  production  in  mem- 
ber countries.  pro\iding  at  least  four 
other  member  countries  express  their 
interest  in  the  subject  under  consider- 
ation. 

30   Films   Being   Produced 

30  films  are  now  in  production  on 
such  diverse  subjects  as  work  study, 
quality  control,  building,  better  man- 
agement of  small  firms,  etc.  This  is 
just  a  step  towards  the  ideal  situation 
which  will  be  reached  when  industry 
and  agriculture  become  sufficiently 
audio-xisual  minded  to  produce  more 
and  more  on  their  own.  so  that  EP.\ 
can  withdraw  and  devote  her  produc- 
tion activities  to  projects  of  inter- 
national significance. 

How  should  countries  use  films 
when  they  get  them? 

Project  192  — a  dull  sort  of  title  — 
covers  the  work  of  a  team  of  visual 
aids  specialists  who  go  out  to  countries 
and  discuss,  advise  and  demonstrate 
how  \isual  aids  can  be  integrated  into 


EUROPEANS  NOW  ASK:  "CAN  WE  AFFORD  NOT  TO  USE  FILMS?" 

Visual  Answers  for  Aqriculture 

An    Uphill    Struggle    Against    Tradition    Is    Gradually    Being    Won 


training  programmes.  In  spite  of  all 
the  work  that  the  Foreign  Operations 
Administration  has  done  very  ffw 
countries  make  extensive  use  o(  films 
and  audio-visual  media  in  their  daily 
work.  Individual  firms  and  trainers 
tommunicate  i<lcas  brilliantly,  but  for 
the  majority  c l\ a n g i  n s  techniques 
leave  the  trai ner  trail i ng  behind. 
Films  are  shown  in  sloppy,  unplanned 
programmes  when  they  are  shown  at 
all.  Management  uses  them  to  keep 
the  workers  "sweet",  they  have  no 
idea  thai  proper  utilisation  is  part  of 
good  management. 

Communication  Needs  Study 

The  I  ur<»]K.iii  I'lochu  li\  it\  A-^ency 
and  the-  Film  Working  Parlv  believe 
that  the  conmiunitalion  of  ideas  must 
be  studied  as  tlioroughly  as  any  other 
scientific  research.  Strife  between 
management  and  workers,  misunder- 
standing of  the  means  of  productivity 
and  the  failure  of  many  European  in- 
dustries to  adopt  new  techniques 
prove  that  an  urgent  n^td  in  Europe 
and  in  the  world  is  to  find  crtective 
means  for  the  communication  of  ideas 
without  misconceptions  or  misunder- 
standings. 

Productivity  Centers  are  gradually 
persuading  trainers  that  it  is  not 
enough  to  show  people  moving  pic- 
tures: they  are  beginning  to  convince 
people  that  if  real  learning  is  to  take 
place,  the  task  involves  careful  prepa- 
ration, selection  of  the  right  visual  aid 
for  the  right  audience.  Proper  follow- 
up  is  a  necessity  in  such  a  program. 

Integration  of  motion  pictures  with 
static  charts,  filmstrips  and  practical 
demonstrations  is  also  necessary  if 
real  knitwledge  is  to  become  part  of 
the  experience  of  the  trainees.         |^ 


New  director  of  the  European  Productivity  Agency  at  Paris 
is  Mr.  Roger  Gregoire  who  succeeded  Mr.   Karl   P.   Harten. 
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IN  MOST  ElROPEAN  COVMRIES  today, 
audiovisual  aids  play  an  impor- 
tant part  in  agricultural  advisory- 
work.  The  devices  for  this  new  media 
in  education  vary  from  country  to 
country.  Before  World  War  II.  apart 
from  badly  used  blackboards  and  a 
few  negligible  media  in  schools,  \isual 
aids  as  an  information  and  teaching 
tool  had  no  use  at  all  in  agricultural 
advisory  work. 

The  great  stimulus  came  through 
the  industrial  and  agricultural  film 
and  filmstrip  project  set  up  in  ECA  in 
1949.  piloted  by  the  many  .Americans 
who  went  to  Euro])ean  countries 
teaching  the  agricultural  extension 
workers  how  to  make  and  use  audio- 
visual aids  effectively.  In  the  begin- 
ning, only  a  few  Europeans  were 
convinced  of  this  teaching  tool, 
though  some  took  to  it  like  a  duck  to 
water,  when  others  thought  it  beyond 
their  dignity  to  use  anything  but 
"words". 

The  question,  once  put  to  an 
.\merican  by  his  management  audi- 
ence in  the  States:  "Can  we  afford  to 
use  films?",  and  the  lecturer's  answer: 
"Can  we  afford  not  tor",  will  be  the 
same  in  the  most  highly  tleveloped 
European  countries  today.  There  is  a 
vast  difference  between  the  European 
countries  in  this  respect  which,  how- 
ever, will  be  easily  understood  if  one 
considers  their  varied  structure. 

Economy  in   Local   Production 

\Vhtic  equipment  and  m.iterial  can 
be  bought  on  the  local  market,  the 
tendencv  to  produce  and  use  high 
quality  material  is  more  likely  because 
it  is  easier  and  cheaper  to  obtain.  To 
given  an  example,  consider  two 
countries:  Germany  and  Greece.  .\ID 
in  Germany  (The  .Agricultural  and 
Home  Economic  Evaluation  and  In- 
formation Service)  set  up  in  1950 
was  at  first  fully  financed  with  the 
counter-part  from  U.S.  funds. 

However,  an  agreement  between 
EC.\MS-\  and  the  Federal  Republic 
of  Germany  provided  that  w  hen  these 
initial  funds  had  been  spent,  the  Fed- 
eral Government  would  include  the 
necessarv  appropriations  in  its  annual 
budget  to  continue  the  program  of 
work  originally  outlined.  Each  section 
of  AID  is  responsible  for  issuing  in- 
formation material :  for  bulletins  as 
well  as  movies  and  slide  series  on  vari- 
ous subjects. 

.\t  the  end  of  19.53.  AID  had  ap- 
proximately 1500  16mm  agricultural 
film  copies,  a  combination  of  German 
produced  and  .\merican  synchronized 
films.  AID  itself  had  produced,  up  to 
that  time,  about  25  different  agricul- 
tural film  titles.  Bulletins  are  printed 
in  great  variety  — photos  and  film 
slides  are  produced. 

AID  operates  about   15   projection 


truck  units.  Each  fully  equipped  unit 
is  in  the  field  for  three  months,  .\fter 
that  time,  it  returns  to  .\1D  headcjuar- 
ters,  where  truck  and  equipment  are 
checked  and  overhauled  before  being 
sent  out  again  with  a  prepared  pro- 
gram. Projectionists  act  at  the  same 
time  as  discussion  leaders  and,  in  most 
cases,  are  agricultural  experts.  This 
service  is  in  steadily  growing  demand. 
Greece  presents  a  wholly  different 
situation  so  far  as  visual  aids  for  the 
agricultural  advisor  are  concerned. 
Film  equipment  and  materials  do  not 
exist  on  the  local  market.  They  are 
therefore  either  very  expensive  or  un- 
a\ailable.  E\en  quite  common  forms 
of  photography  are  rare :  for  most 
people,  they  are  quite  out  of  reach. 

Where  Need  is  Greatest 

But,  e\en  il  nunic  ur  slide  film 
equipment  and  material  were  more 
abundant,  one  would  still  need  trans- 
portation which  is  not  available.  Even 
if  vehicles  were  given  to  extension 
workers,  gasoline  is  expensive.  Roads 
often  are  very  bad,  the  distance  be- 
tween V  illages  is  great,  and  only  a  few 
have  electricity.  The  country  is  hilly 
and  drv  and  it  is  a  hard  job  for  the 
agricultural  advisor  to  get  to  the 
places  he  wants  to  reach. 

But  it  is  in  countries  such  as  Greece, 
where  agricultural  advisory  services 
are  of  such  great  value,  that  visual 
aids  are  of  exceptional  importance.  It 
will  be  understandable  that  in  these 
circumstances  movies  can  only  be 
shown  on  rare  occasions,  even  though 
Greece  has  produced  two  agricultural 
films  during  the  last  two  years. 

Mostly  charts,  flannelgraphs,  bulle- 
tins, posters  put  up  in  coffee-houses, 
and  sometimes  slide  and  filmstrip  pro- 
jectors (often  kerosene  tvpe)  are  the 
usual  teaching  aid  tofIa\. 

Yugoslavia  Takes  a  Step 

Only  recently,  the  Yugoslav  veteri- 
nary service  officially  inaugurated,  in 
Belgrade,  its  .-Vudio-Visual  Center  for 
the  country.  They  have  been  working 
on  this  with  great  enthusiasm  ever 
since  their  first  training  course  pro- 
moted by  the  U.S.  Operations  Mission 
to  Yugoslav  ia  and  held  by  Mr.  Gerald 
McKav,  Specialist  in  X'isual  Educa- 
tion at  the  University  of  Minnesota, 
in  February  1954.  Here  again,  the 
going  in  the  country  is  not  easy,  and 
actions  of  this  kind  are  all  the  more 
significant. 

The  ducks  have  taken  to  water  — 
the  swimming,  however,  varies  accord- 
ing to  ability  and  circumstances. 
Every-where  visual  aids  have  become 
new  tools  in  the  hands  of  the  agricul 
tural  advisorv  ser\ice.  Their  effecti\e 
ness  and  efficiency  are  growing  from 
year  to  year,  g" 
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Belgium  Reports: 

American  Aid  Helps  Build  Film  Library 
at  the  Belgian  Productivity  Center 

PLAN  STUDY  GROUPS  AND  PRODUCTION 


AMERICAN  All)  ll.l>  JJKH  itlLtl  Ikl- 
gium  witli  an  industrial  film 
library  whith  she  alone  would  never 
have  Iioped  lo  create  and  develop. 
Moreover,  it  has  given  the  Belgian 
Productivity  Center  the  financial  and 
technical  means  to  launch  the  idea 
of  using  films  as  an  information  and 
training  tool  in  the  industry,  trade 
and   technical   leaching  fields. 

The  audio-visual  offite  of  the  Bel- 
gian Productivity  Center  has  set  it- 
self to  this  task  and.  although  it  has 
not  yet  succeeded  in  convincing  com- 
pielelv  these  circles  lo  make  a  regu- 
lar use  of  audio  visiual  media,  it  has 
nevertheless  paved  the  way  in  the 
various  spheres  of  economic  activity. 

500  Films  Now  in  Library 

Today  this  service  has  more  than 
.')00  industrial  films,  11  16mm  projec- 
tors, five  projectors  for  filmsirips,  one 
truck,  material  for  recording  and 
simultaneous  interpretation  and  all 
necessary  accessories.  It  has  been  able 
to  take  root  in  all  fields  and  many 
technical  schools,  universities,  indus- 
trial firms  ask  for  its  services  for  the 
training  of  iheir  students,  the  pro- 
duction of  Himm  films  and  filmstrips. 
the  training  and  improvement  of  tech- 
nical   and    administrative    personnel. 

After  a  series  of  conferences  based 


Background  on   Belgium: 

-^  In  economic  circles  Belgium  is 
called  a  "convener"  country.  Its  pri- 
mar\^  function  in  European  economy 
is  ihal  of  changing  raw  and  semi- 
finished goods  into  finished  products. 
A  converting  economy  nalurallv  de- 
mands a  high  degree  of  industrialisa- 
lion   and   technical   advancement. 

In  relation  to  its  30. -1-17  square 
kilometres  and  8.703.000  people,  the 
industrial  resources  of  Belgium  can 
be  compared  with  those  in  almost 
any  country  in  the  world  including 
the  United  States.  An  American 
management  team  reporting  on  Bel- 
gian industry  in  1952  said  "every 
good  technic)ue  used  in  America 
can  be  found  operating  in  Belgium". 
The  plants  \isitecl  had  the  latest  and 
best  equipment   procurable. 

The  introduction  of  industrial 
techniques  as  sut  h  i^  not  the  priniarv 
problem  confronting  an  industrial 
training  program  in  Belgium.  The 
team  noted  that  many  Belgian  man- 
agements placed  too  much  reliance 
en  production  techniques.  Such  mat- 
ters as  good  layout.  How  of  ma- 
terials, location  of  store-rooms,  utili- 
zation of  manpower,  and  similar  mat- 
ters were  secondary  considerations. 

This    special    situation    had    to    be 


Steps  Toward  Productivity 

taken  into  consideration  in  organ- 
izing the  audio-visual  section  as  a 
means  of  increasing  Belgium's  pro- 
ductiviiv.  The  section  was  created 
early  in  19.^2  as  part  of  the  Belgian 
Producti\ity  Center  with  the  help  of 
the  Mutual  Security  Agenc\  Mission. 
The  main  purpose  of  the  section  was 
to  stimulate  the  use  of  films  and 
other  technical  media  in  a  system  of 
industrial  training  in  Belgian  indus- 
try and  business.  A  second  but  equal- 
ly as  inqjortant  aim  was  the  training 
of  competent  personnel  to  ensure  its 
complete  and  efficient  use. 

At  the  end  of  six  inonths  the  sec- 
tion had  64  film  titles  in  its  library. 
.\i  the  beginning  of  1953  a  number 
of  Bell  and  Howell  projectors  and 
other  film  equipment  was  secured  bv 
the  center  from  MSA.  Films  obtained 
from  .\merican  industrv  had  begun 
arriving  in  greater  numbers. 

Harly  in  195.^  the  productivity  cen- 
ter decided  to  set  up  separate  audio- 
visual committees  in  each  of  nine 
Belgian  provinces,  as  a  means  of 
stimulating  the  use  of  films  and  other 
tethnifal  media.  .Approval  for  the 
establishment  of  these  committees 
has  been  granted  by  six  of  the  pro- 
\intial  governors.  0» 


on  liliiis  suppliitl  \>\  lOA  jnd  de.d 
ing  with  impio\riiient  of  representa 
lives,  which  liad  much  success,  the 
\'isual  -Aids  Section  is  preparing 
studv  groups  on  : 

Work  simplification,  materials 
handling,  human  relations,  job  evalu- 
ation, education  of  disabled  workers. 
foundry  workers  training,  and 
C]uality  control. 

All  the  Tools  Are  Used 

All  these  programs  are  based  on 
films,  filmstrips  and  various  audio- 
visual aids  and  are  conducted  bv 
specialists  in  each  of  these  fields,  who 
make  the  commentary  and  lead  the 
discussions.  There  is  also  steadily 
growing  cooperation  between  the 
audio-visual  office  and  the  other  of- 
fices of  the  Belgian  Productivity  Cen- 
ter in  the  organization  of  group 
study,  seminar  and  various  activities. 

Cooperation  between  the  Belgian 
Productivity  Center  and  the  various 
Belgian  universities  will  make  possi- 
ble the  production  of  films  intended 
for  the  training  of  future  engineers 
and  super\'isory  personnel  on  work 
simplification  and  work  study.  These 
films  will  be  made  under  the  super- 
vision of  teachers  from  these  univer- 
sities. ^ 


From  these  rocks  ot  the  Audio-Visual  Center 
of  the  French  Productivity  Agency  go  some 
3,000  prints  of  films    .    .    . 


Coreful  inspection  of  prints  assures  o  good 
trainee  showing  when  films  reach  French 
industriol     users    .    .    . 


Films  in  a  Prnductive  France 

Audio-Visual    Center    of    French    Productivity    Agency    Takes    Lead 


A  French  management  group 
made  a  survey  of  firms  using  the 
cinema  for  training  purposes  soon 
after  World  War  II  and  found  that 
only  75  out  of  a  sampling  of  l.OOII 
concerns  had  made  even  the  sligluest 
use  of  tliis  medium.  France  is  a  pre- 
dominantly agricultural  country,  but 
in  1946  the  film  section  of  the  French 
Ministry  of  .Agriculture  had  a  film 
library  which  contained  only  48 
films,  all  silent,  including  two  Mack 
Sennett  comedies! 

The  inception  of  the  United  States 
technical  assistance  program  helped 
to  put  an  end  to  this  eminently  un- 
satisfactory state  of  affairs  and  thanks 
largely  to  the  cooperation  of  hun- 
dreds of  .American  firms  which  fur- 
nislied  technical  films  and  equip- 
ment, some  notable  results  have  been 
achieved  in  a  comparatively  short 
time. 

Steady   Growth   in   Service 

In  I9.')2.  the  .\udio-Visual  Center 
of  the  French  Productivity  Agency 
(.AF.AP  — .Agence  Franaise  pour 
r.Acroissement  de  la  Produciivite) 
was  created  out  of  the  already  exist- 
ing audiovisual  service  of  that 
agency,  and  by  the  end  of  the  year 
possessed  about  100  titles,  mostlv  of 
U.S.  origin.  This  figure  has  now- 
reached  the  500  mark,  and  is  still 
climbing.  The  library  also  possesses 
some  3.000  prints  of  these  titles  and 
the  volume  of  print  rentals  has  risen 
steadily  since  pre-ienter  days  in  1051. 
reaching  a  peak  of  1200  during  the 
last  (]uarier  of  1051.    TIu-  luuiiber  ol 


industrial    firms   that  rent   films  has     j 
increased    in    the    same    pro[>ortion. 
(See  the  table  below.) 

Shown  to  700,000  Workers 

Ihe  picture  has  ciiaiiged  raditalh 
since  the  French  management  group 
made  its  survey,  and  today  it  is  safe 
to  sav  that  about  700.000  workers  in 
French  industry  have  seen  manv  huii 
dreds  of  films  on  an  endless  varii  p 
of  technical  subjects,  ranging  froni 
the  detailed  explanation  of  manipu 
lati\e  processes  to  demonstrations  of 
how  to  improve  productivity  by 
greater  attention  to  relations  between 
workers  and  management. 

In  addition,  there  have  been  many 
thousands  of  showings  of  agricultural 
film  to  French  farmers.  There  is  little 
doubt  that  the  result  has  been  a 
growing  application  c^  modern  agi  i 
cultural  methods  in  France. 

-An  important  part  of  tlie  French 
.Audio-\'isual  Center's  activities  is  the 
renting  of  technical  equipment  in- 
itally  supplied  through  counterpart 
funds.  This  equipment  is  loaned  .n 
very  low  prices  in  order  to  encour.tu* 
the  demand  for  films  among  firni^ 
that  still  think  of  aiidio-\isuaI  aiiU 
as  a  marginal  operation  within  the 
reach  of  only  wealthv  concerns.  Fur-  ] 
ther  encouragement  is  given  by  ad- 
vertising films  in  trade  magazines 
and  the  distribution  of  booklets  con- 
taining brief  descriptions  of  films 
stocked  in  the  O-nter  librar\.  with 
running  times  and  rental  costs.  j 

The  head  of  the  -Vudio-\'isual  Cen- 
ter pays  regular  visits  to  selected 
firms   in    order   lo   entnuraye   llie   use 
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of  ifthiiital  films  in  already  existing 
training  programmes,  or  lo  help  in 
setting  up  such  programmes  where 
they  do  not  already  exist.  The  Cen- 
ter is  also  active  in  supporting  the 
production  of  Frencli  fdnis  on  tech- 
nical subjects  and  in  furthering  the 
distribution  of  the  manv  f)utstanding 
films  already  made  by  French  com- 
panies such  as  the  Renault  auto- 
mobile companv   and   others. 

Mobile  Exhibit  on  Tour 

From  Nepteniijer  H'.');i  initil  Sep- 
tember 1954.  a  mobile  exhibition 
was  sent  out  from  the  Audio-X'isual 
Center  to  show  the  French  people 
how  to  use  and  benefit  from  audio- 
visual equipment.  1  his  tr.ailliiig  ex- 
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"Meons  To  An  End"  was  the  title  of  an 
Audio-Visual  Center  film  production  on  the 
possibilities    of    these    media    in    training. 

from  fields  as  ditierent  as  medicine, 
accountancy,  mechanical  engineering 
and  nuclear  physics,  and  the  empha- 
sis was  in  every  case  placed  on  train- 
ing in  industry. 

Audio-visual  aids  are  indeed  only 
a  means  to  an  end.  Space  forbids  a 
lengthy  enumeration,  but  the  follow- 
ing example  is  tvpical  of  what  is 
being  accomplished  by  the  technical 
film  progrannne. 

In  1953,  a  French  version  of  a  film 
called  Right  on  the  Nose  was  shown 
in  a  plant  at  Croix  near  Lille,  in  the 
north  of  France.  This  film,  produced 
\>y  the  American  Optical  (Company, 
deals  with  the  inspection  and  adjust- 
ment of  safety  glasses  for  industrial 
use.  After  the  showing,  the  plant's 
safety  engineer  recommended  the  im- 
mediate adoption  of  tlie  metliods 
demonstrated  in  the  film.  His  recom- 
mendation was  approved  and  the 
new  procedure  put  into  effect. 

Such  is  the  real  aim  of  audio- 
visual aids.  And  this,  despite  the 
many  obstacles  and  difficulties  pre- 
sented by  a  traditionalist  point  of 
view  in  industry  and  agriculture,  is 
the  end  for  which  the  audio-visual 
center  must  help  to  provide  the 
means.  M> 


Audio- visuol  techniques  were  demonstrated 
in    mobile    exhibitions    as    pictured    above. 

hibition  was  an  outstanding  success, 
and  hundreds  of  thousands  of  people 
visited  the  stands  and  took  awav  the 
descriptive  literature  that  was  printed 
specially  for  the  occasion.  There  is 
no  doubt  that  France  is  raj)idly  be- 
coming audio- visual -minded,  and 
this  is  true  not  merely  in  terms  of 
motion  pictures,  but  also  in  terms  of 
other  forms  of  audio-visual  aids,  such 
as  slides,  film  strips,  flannel  boards. 
opacpies  and  training  pamphlets,  and 
even  the  more  simple  blackboard 
and  easel. 

Film  on   Audio-Visuals 

In  addition,  the  Audio-Visual  Cen- 
ter produced  a  film  called  La  Fin  et 
les  .\lo\i-ns  (Means  to  an  End)  w^hich 
showed  the  possibilites  of  audio- 
visual media.  Examples  were  selected 


L.  Gould-Marks  {on  stage)  and  Dirk  Bakker,  EPA  Audio-Visual  Consultants  help 
put  on  on  audio-visual  demonstration  at  Beauregard,  France. 


Germany  Visualizes  the  Prahlem 

Visual  Aids  Section  Gets  Cooperative  Program  in  Action 


AHE.\DLIXE  IN  tlie  "Schw  arzwaldcr 
Bote"  recently  indicated  the 
progress  that  the  German  Produc- 
tivity Visual  Aids  team  is  making. 
The  article  goes  on:  "enlightened  lec- 
ture techniques  bring  dry  themes  to 
life,  the  lecturer  used  every  trick  to 
keep  the  audience  alive  and  inter- 
ested. Many  good  lecturers  could 
learn  a  lot  and  offer  more  to  their 
often  tortured  audiences  if  thev  used 
visual   aids   intelligently." 

Mr.  .\tzbach,  head  of  the  X'isiial 
.\ids  Section  of  RRW.  re-wrote  Con- 
fucius in  the  article  on  visual  aids  — 
"one  picture  says  more  than  a  thou- 
sand words.  Visual  aids  supply  the 
pictures  which  make  a  few  words 
more  effecti\e  than  thousands." 

Hold  6,800  Showings 

.A  few  statistu>  nuliciie  how  with- 
ly  films  and  visual  aids  are  being 
used  in  Germany.  Afore  than  50.00(1 
visitors  attended  6.800  film  shows, 
most  of  these  were  programmes  in- 
cluding FO.\  films,  fn  Noxember 
1954  9.400  people  attended  produc- 
tivity film  shows. 

There  are  246  different  films  in 
their   catalogue   and   copies   of   these 


RKW  Projectionist  and  Film  Librarian  regis- 
ters new  film  prints  at  the  Productivity  Cen- 
ter's   film     library. 

are  in  local  libraries,  distributed  in 
all  the  main  centres  of  western  Ger- 
many. 

In  1954  there  were  117  new  films 
and  1.328  copies.  Seventeen  of  these 
films  are  German  produced  and  have 
been  presented  to  the  Productivity 
Organisation  free  of  charge. 

Everyone  in  Germany  is  struggling 
to  "rationalise"  and  reach  higher  pro- 
ductivity and  a  better  standard  of 
life.  Regional  film  officers  and  the 
central  organization  in  Frankfurt  are 
doing  their  best  to  plan  the  integra- 
ted use  of  .American  and  European 
films  and  all  forms  of  visual  aids  for 
the  purpose  of  a  better  understand- 
ing of  modern  industrial  techniques. 
There  is  keen  competition  between 
the  regions  as  to  which  of  them  can 
produce  the  most  effecti\e  means  of 
communicating  ideas.  For  example. 
Dusseldorf  is  producing  a  manual  on 


materials  handling  with  associated 
visual  aids.  This  is  planned  to  be 
used  for  short  lectures  and  long 
courses.  It  includes  films,  slides,  flip- 
over  charts  and  flannelboard  ma- 
terial. 

Mr.  Slatosch  of  .Stuttgart  is  pre- 
paring, and  has  prepared,  a  series  of 
tightly  scripted  demonstrations  on 
iTuUisirial   rationalisation.    Thrs,      n- 


RKW  Film  Officer  ond  Projectionist  check  in 
new  films  from  Berlin  where  they  ore  trans- 
lated  and   dubbed. 

planned  for  use  by  a  particular  let 
turer  and  are  matched  to  his  per- 
sonality and  method  of  presentation. 
The  programme  of  distribution 
and  utilisation  in  industry  and  agri- 
culture is  steading  growing.  Although 
the  German  programme  did  not  get 
under  way  until  1950  when  PTAD 
wa>  established  in  Paris  as  part  of 
the  Marshall  Plan,  from  this  stimulus 
the  work  has  grown. 

Previewing   in   Frankfurt 

All  new  films  and  iilinstrips  re- 
ceived nowadays  through  the  EPA 
are  previewed  by  experts  in  Frank- 
furt. .Ml  unsuitable  material  is  re- 
jected. AVhen  the  films  get  out  to 
local  film  officers,  industries  are  in- 
formed of  the  new  titles  and  the  film 
officers  go  round  organising  shows  or 
arranging  for  films  to  be  incorpo- 
rated in  normal  training  programmes. 

Films  are  dubbed  into  Gennan  in 
West  Berlin,  which  is  the  synchro- 
nisation centre  for  Germany  and 
Austria.  Translation  is  a  problem  even 
for  experts.  German  phrases  are  20 
to  'iO^'c  longer  than  .American;  in 
some  cases  U.S.  film  makers  have  to 
be  contacted  in  order  to  get  tlie  pre- 
cise meaning  of  technical  expres- 
sions. 

In  Berlin  also  there  is  a  permanent 
work  simplification  and  rationalisa- 
tion exliibition  which  has  a  combined 
conference  room / viewing  theatre. 
\Vhenever  groups  visit  the  exliibition 
they  are  shown  films  which  they  are 
encomaged  to  discuss. 

Technical  films  and  training  aids 
attempt    to    cover    the   whole   range 

(CONTINLED  OX  THE  NEXT  PAGE) 
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Delegotes  to  on  international  advisory  con- 
ference inspect  a  typicol  German  mobile  film 
unit    on    display    in    Paris. 

Audio-Visuals    in    Germany: 

(CONTINLFD      FROM      PRFCtDING      I'At.l^ ) 

from  apprentices  and  unskilled  work- 
ers up  to  top  management.  Even  if 
films  are  not  suitable  for  general  dis- 
tribution thev  arc  shown  to  engineers 
and  tethnitians  as  one  of  the  ways  in 
which  the  latest  technical  informa- 
tion on  new  mat  bines  and  methods 
are   disseminated. 

How  Films  Have  Served 

"We  have  lost  money  and  working 
time  for  years,  because  our  drills 
broke  so  fretiuentiy,"  a  German  tech- 
nician pointed  out  after  he  saw  the 
.American  Uses  and  Abuses  of  Twist 
Drills.  The  firm  switched  over  to  new 
methods  iitimediately.  The  film  Work 
Simplification  Applied  to  Clerical 
Operations  so  interested  top  manage- 
ment of  a  large  insurance  companv 
that  they  saw  it  a  dozen  times,  then 
built  new  cabinets  for  their  clerical 
staff.  They  wrote  to  Frankfiu-t,  "we 
would  not  have  improved  our  office 
lay-out  if  we  had  not  seen  the  new 
devices  in  your  film." 

The  large  Siemens  electrical  con- 
cern tried  to  sell  a  set  of  16mm  pro 
jectors  to  a  firm  working  on  the  syn- 
clironisation  of  .American  films.  .As  a 
demonstration  film  they  used  the 
PT.AD  film  Coaxial.  There  was  a 
double  sale,  for  .Siemens  immediately 
wanted  to  incorporate  the  film  in 
their  training  courses. 

U.S.  Film  Makes  a  Point 
.i.e.  Welding  brought  an  order  for 
safety  helmcLs  to  .America.  An  audi- 
ence of  welders  gave  a  belly-laugh 
when  they  saw  a  worker  lift  his 
safety  helmet  by  suddetdy  jerking  his 
head  backwards.   Then   a   technician 


I  ailed  out:  "But  sec!  He  has  his  two 
hands  free."  The  laughter  turned 
into  a  lively  discussion  of  the  benefits 
ol  this  safety  dc\ice. 

First  Films  Are  Produced 

('Cliii.in  prMdlKtinn  is  gi  .itlii.ilU 
going  up.  They  have  made  films  on 
productivity,  such  as  Rational  Work 
.Means  Belter  Living  and  Cheaper. 
Heller  and  Easier  Building.  This  film 


depicts  a  xisu.il  aids  deinr>nstration 
to  builders  siKiwing  them  bow  they 
can  imprine  building  methods.  It  is 
also  a  N'ery  adetjuate  demonstration 
of  all  fr>rms  of  audio-\isual  iiids  in 
use. 

Through  El'.\.  (Jermany  is  request- 
ing the  films  made  in  other  European 
countries  and  ollering  the  films  she 
makes  herself  lor  use  in  other  parts 
of  the  world.  ^ 


After  a   Later  Start,   But  Now  Moving  Fast  — 

Italy  Hespnnds  to  the  Screen 

Library  of  Over  350  Titles  With  4,000  Prints  In  Use  for  Training 


PRKPARAi()R\  WORK  Oil  tilt'  Tech- 
nical Film  Program  in  Italy  wa> 
begun  by  the  Productivity  Center  in 
1932.  Contacts  were  made  with  the 
Italian  Inter-Ministerial  Reconstruc- 
tion Committee,  with  the  Mutual 
Security  Agency,  the  Free  Trade 
Unions,  the  International  Labor  Of- 
fice, the  General  Confederation  of 
Italian  Industry,  the  Italian  Con- 
federation of  Industrial  Enterprises, 
and  the  Italian  Ministries  of  Educa- 
tion. Agriculture  and  Industry  and 
Commerce.  Provincial  Chambers  of 
Commerce  acted  as  focal  points  of 
this  network  of  ogranizations. 

Italv  needed  productivity  in  a 
hurrv,  needed  audio-visual  aids  to 
help  show  the  way.  These  prelimi- 
nary contacts  were  immediately  fol- 
lowed up  by  circular  letters  from  the 
Productivity  Center  to  all  Italian 
provinces,  inviting  local  organiza- 
tions to  collaborate  in  the  task  of 
setting  up  the  technical  film  pro- 
gram. 

500  Films  Evaluated 

Screening  of  American  technical 
films  were  held  two  or  three  times  a 
week,  and  in  less  than  a  year  500 
films  had  been  seen  by  evaluation 
committees.  330  accepted  as  suitable 
for  Italy  and  the  scripts  translated. 

Starting  on  December  10th,  1952. 
a  three  month  survey  was  carried  out 
in  56  provinces  to  uncover  existing 
Kinmi  projection  facilities  and  po- 
tential channels  for  the  distribution 
of    audio-visual    materia!    to    be    used 


in  lethnicil  edutalion  and  nulu^liial 
training  throughout   the  countrv. 

Prepare  to   Reach   Field 

On  coiiipUtion  ol  liiis  siiivey  in 
March  1933,  a  project  was  jjrepared 
for  the  distribution  of  films  and  pro- 
jectors, based  on  that  survev.  .\ 
temporary  catalog  was  prepared,  dis- 
tribution problems  discussed,  and 
itineraries  outlined.  The  film  pro- 
gram began  to  take  definite  shape. 
By  June  10th.  the  first  Chamber  of 
Commerce  showings  had  been  ar- 
ranged, and  by  the  end  of  1953.  66 
initial  showings  had  been  made  of 
technical  films.  In  June  1933,  the 
provincial  Chambers  of  Commerce 
arranged  a  series  of  meetings  in 
northern,  central  and  southern  Italy. 
including  Sicily  and  Sardinia. 

The  first  six  months  of  1954  were 
a  race  against  time.  1  he  end  of  the 
E^nited  States  film  program  had  been 
announced  for  June  30th.  1954.  and 
internal  financial  diificulties  had  com- 
pletely held  up  synchronization.  At 
one  moment  it  looked  as  if  Italv 
would  have  no  film  program  at  all. 
but  suddenly  the  financial  difficulties 
were  overcome  and  the  effort  went 
full  steam  ahead. 

Svnchroni/ation  was  complete  by 
the  late  summer  of  1934.  and  the  re- 
sult is  a  library  of  over  350  titles  in 
the  Italian  language  version,  of 
which  over  4.000  copies  have  been 
made. 

The    last    Protlucii\itv    Center    re- 


port on  till-  I  (■{  Imii  al  I  ilni  Sti  a  i(  c 
said  that  during  the  month  ol  De- 
cember 1954  some  1244  technical 
films  had  been  distributed,  of  which 
1K6  were  to  technical  schools.  446  to 
>undrv  agencies  and  312  to  industrial 
plants.  Showings  were  attended  by 
233.220  |)ersons.  From  October  1933 
to  December  31,  1934.  7.373  films 
were  distributed,  of  which  1.466  wer< 
to  technical  schools,  3.837  to  agencies 
and  2,272  to  industrial  plants.  Show- 
ings were  attended  by  1,422,470  spec- 
tators to  whom  must  be  added  some 
1  million  students  from  technical  and 
professional  schools. 

What  of  the  Future? 

And  the  fuiurer  The  center  of- 
ficials believe  that  Italians  are  very 
receptive  to  audio-visual  aids  and 
that  these  aids,  especially  films  and 
filmstrips,  will  do  much  to  help  in 
the  struggle  to  improve  Italy's  eco- 
nomic situation. 

Present  plans  call  for  a  more 
rounded  program,  and  the  setting 
up  ol  audio-visual  aids  work-shops  in 
the  industrial  centers:  these  work- 
shops should  be  functioning  by  the 
spring  of  this  year.  The  Italian  Pro- 
ductivity Center  has  already  budgeted 
for  an  expansion  of  the  program.  ^ 


Below:  this  graphic  diagram  from  on  Italian  Productivity  report 
illustrates  the  rapid  growth  in  the  number  of  training  ftim 
viewers   during    recent   months   since    Italy    has    set    up    facilities. 


Reports  on  Austria 
and    Turkey    Next    Issue 

♦  Background  material  on  the 
progress  of  audio-visual  aids  to 
productivity  in  Austria  and 
Tu  r  k  e  y  will  complete  this 
Business  Screen  feature  on  the 
vital  role  plaved  bv  these  media 
in  the  European  Productivity 
program.  The  Ediic»rs  regret 
that  space  did  not  permit  the 
inclusion  of  this  material  in  the 
current  issue. 


A  young  visitor  to  a  German  agricultural 
film  showing  is  asked  to  give  his  ooinion  on 
a   film    he   has    just   seen. 


i  6.  ^  li  ^  Hy 
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PRIOR  TO  World  War  II  little  effec- 
tive use  of  audio-visual  media  had 
been  made  in  the  Netherlands  with 
the  exception  of  a  few  large  enter- 
prises usino;  films  for  advertising  pur- 
poses. Films  were  lacking  and  so  was 
production  e(|uipment  as  well  as  film 
and  filmsirip  pro jci  tors. 

Then  came  that  great  "injection" 
of  American  technical  and  agricul- 
tural films.  A  shock-treatment.  But  it 
worked.  -\n  nrgani/ation  had  to  he 
built  up  to  make  farmers  and  indus- 
try visual  aids-minded,  at  the  same 
time  removing  gradually  the  ob- 
stacles: first  of  all  the  acute  shortage 
of  production  and  projection  equip- 
ment. Besides  that.  Dutch  language 
versions  had  to  be  made.  With  .Ameri- 
can financial  and  technical  help,  step 
by  step  difhtulties  could  be  mcrcome. 

Technical   Film  Center  Opens 

I  he  main  effort  fell,  lor  industry. 
to  Hollands  productivity  center,  the 
Contactgroep  Opvoering  Productivi 
teit  (CO. P.)  and  for  agriculture  to 
the  Information  section  of  the  De- 
partment of  Agriculture.  Fisheries 
and  Food.  In  1953  the  C.O.P.  estab- 
lished a  spec  ial  working  party,  the 
Technical  Film  Center,  which  de- 
veloped into  a  private  loundation. 
supervising  production  of  technical 
and  industrial  films  and  filmstrips. 
distributing  visuals  to  industry, 
schools  and  colleges,  cooperating  with 
the  government,  industry,  industrial 
organizations,  labor  unions  and  that 
promising  international  body,  the 
European  Productivity  Agency  in 
Paris. 

The  Technical  Filmcenter  has 
a\ailable  in  its  film  library  some  390 
titles,  mainly  of  .American  origin. 
90'/f  of  2493  films  shown  in  1954  were 
Dutch  -  version  American  products. 
78,546  persons,  all  in  1 151  select  tar- 
get gTou])s.  attended  these  showings. 

Some  Favorite  U.S.   Films 

Favorites  among  the  American  films 
are  those  of  the  U.S.  Office  of  Educa- 
tion, General  Electric  Co..  McGraw- 
Hill,  General  Motors,  but  also  the 
names  of  the  following  companies  are 
on  the  priority  list :   Alleghany  Lud- 


The  IVetherlands  Shaw  the  Way 

Both   Industry  and  Agriculture   in   Holland   Profit   From   Visual   Aids 


lum  Steel  Clorporation.  Aluminum 
Company  of  .America.  Bethlehem 
Steel  Co.,  Clark  Equipment  Co., 
Cleveland  Twist  Drill  Co..  Norton 
Company.  Westinghouse  Electric  Cor- 
piiration. 

For  vocational  trainiii;^  purposes 
(metal  industries,  building)  21(  higli 
(quality  filmstrips  have  been  produced 
and  distributed  in  large  numbers. 
Two  human  relations-filmstrips  were 
made,  five  are  in  the  course  of  pro- 
duction. 31  technical  training  strips 
will  be  made  under  this  year's  pro- 
gram. 

As  far  as  tlie  total  audience  is  con- 
cerned  the  agricidtural  people  can 
even  boast  of  larger  figures.  The 
existence  of  a  w'ell-organizecl  exten 
sion-service— established  in  the  begin- 
ning of  this  cenliuv— combined  with 
the  availability  of  a  sufficient  number 
t)t  sound  projectors  (again  thanks  to 
.Vmerican  aid)  made  it  possible  to 
reach  a  total  audience  of  192,587 
farmers  in  1953.  based  on  audience 
per  film  (not  comparable  with  T.F.C. 
number,  based  on  attendance  per 
showing). 

Serve  os   Production   Impetus 

I  he  sliiiw  ings  ol  Ante  i  it  .m  lihns 
have  not  only  had  the  obvious  infor- 
mation impact.  .-\.t  least  as  important 
is  the  fact,  that  they  have  focused  the 
attention  on  the  needs  for  additional 
audio-visuals  or  for  similar  Dutch- 
slanted  productions.  This  is  e.g.  mani- 
fest in  the  field  of  human  relations, 
but  it  is  also  applicable  for  technical 
or  agricidtural  subjects. 

The  very  great  interest  sliown  in 
the  agricultural  films  \u  Hand  Strif)- 
j'i'ig  on  mechanical  milking.  Brucel- 
losis and  Artificial  luiemiuation,  for 
instance,  made  it  clear  to  the  Infor- 
mation Section  of  the  Department  of 
Agriculture  that  they  had  to  put  these 
subjects  on  their  .\gricultural  Infor- 
mation Program.  Which  they  did. 

The  same  occurred  at  the  Techni- 


cal Film  Center.  Stmnd  Drilling  Pnn - 
lice,  a  film  meant  as  an  addition  to 
the  existing  ones,  was  made  in  co- 
operation with  Delft  Technical  Uni- 
versity. It  proved  to  be  a  success  in 
England  (in  English  language  ver- 
sion) and  Belgimn  as  well  as  in  Hol- 
land    iis(-!t.     (.!(■(■(  I',     Pnrtu<'.il,     Ger- 


Fltm  showing  for  factory  workers  in  smoll 
town    near    the   Zuiderzee. 

man\  and  France  too  are  going  to 
benefit  from  this  "derived  technii.il 
assistance." 

The  Shortest  Way  is  another  ex- 
ample. The  -American  films  had 
proven  the  need  for  a  popular  film  on 
the  principles  of  materials  handling. 
The  Technical  Film  Center  took  care 
to  ha\e  it  produced. 

Cooperative  Film  Making 

A  series  of  films  will  be  produced 
in  Holland  in  co-production  with  the 
European  Productivity  .\gencv  (mean- 
ing that  at  least  four  other  European 
countries  have  expressed  their  in- 
terest). Here  are  the  subjects  to  be 
treated : 

Better  Managemeut  in  the  Sniull 
Firm,  Efficiency  in  Clerical  Oper- 
ations, Statistical  (Quality  Control. 
Sub-Contracting.  Ratio-Delay  Studies 
and  Variety  Reduction. 

A  few  productixity-newsreels  are  in 
the  course  of  preparation,  two  safety- 


films  and  a  film  on  lubrication  and 
maintenance  of  machinery. 

Having  films  and  filmstrips  avaii- 
.d)le  is  one  thing.  Projectors  is  an- 
other. The  Technical  Film  Center 
has  been  put  in  a  position  to  look 
into  that  matter:  they  supplied  200 
tc-chnical  schools  with  a  filmstrip  pro- 
jector; in  addition,  150  I6mm  sound 
projectors  have  been  distributed  to  a 
large  extent  for  the  use  of  technical 
schools  anci  colleges,  but  at  the  same 
lime  available  to  industry.  In  the 
Agricultural  Information  Program 
(■\cii  more  projetiors  ;ire  being  used. 

Mobile  Unit  Stimulates  Use 

These  facts  lead  to  the  conclusion 

that  Holland  has  made  the  best  possi- 
l)le  use  of  the  facilities  offered  by  ihc 
U.S.  The  turnover  of  the  filmstock  is 
highlv  satislactory.  By  putting  projec- 
tors at  the  dispo.sal  of  users  a  market 
has  been  created  for  films  and  film- 
strips. 

Industry  is  getting  gradually  ac- 
cpiainted  with  the  Technical  Film 
Center,  just  as  farmers  know  how  to 
find  the  Agricultural  Information 
Section  for  their  meetings  in  winter 
time. 

But  nobody  in  this  field  can  be 
satisfied  with  a  status-quo.  Therefc^re, 
a  film-unit  is  now  touring  the  country 
to  show  industry  the  advantages  of 
audio-visuals  for  educational  and 
training  purposes  as  well  as  for  gen- 
eral information  or  for  the  improve- 
ment of  internal  relations  on  the 
plant-level.  Fhis  tour  is  being  sup- 
ported by  the  employers'  associations. 

There  is  also  support  from  the 
labor-side  in  many  respects.  In  gen- 
eral self-activity  has  been  aroused. 
And  this  gives  hojje  for  the  future  de- 
velopment. ^ 


(Left)  Here  is  a  typical  Dutch  filmstrip  packet 
with  its  handy  container  holding  filmstrips  and 
study  guides  for  use  in  training  programs. 
(Right)  The  mobile  unit  of  the  Dutch  technical 
film  center,  h  contains  a  16mm  motion  picture 
projector,  filmstrip  projector,  tape  recorder, 
other  audio-visual  aids  such  as  pamphlets, 
posters.  This  unit  travels  to  factories  and  tech- 
nical schools  throughout  Holland. 
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AUDIO-VISUAL  PROGRESS  IN  3  NORTH  EUROPEAN  COUNTRIES 


Denmark  Moves  Into  Productinn 

Film  Department  of  Danish  Productivity  Center  Has  Enviable  Record 


VILLAGERS  ON  TIIF  TINV  Duilish 
island  of  Asko.  100  miles  south  of 
(-opcnliai^fii  rttfiitlv  saw  souiul  mo- 
tion piduics  for  iIr'  first  time.  Ameri- 
can trainiii<>;  films  reath  remote  places 
like  Asko  (one  of  Oenmarks  100  in- 
habited, but  non-electrified  islands) 
onlv  when  one  of  the  mobile  projec- 
tion units  is  ferried  from  Copenhagen. 
The  fdms  were  sliown  in  the  public 
house  where  the  islanders  usually  pay 
their  taxes  and  transact  other  village 
business.  .Most  of  the  isalnd's  181  in- 
habitants squeezed  into  a  room 
lighted  by  oil  lanterns  where  they 
watched  the  films  while  perched  on 
wooden  boxes  or  standing  on  chairs. 

New  Approach  for  Industry 

The  use  ol  audio-visual  aids  in  in- 
dustry is  a  new  approach  to  industrial 
and  commercial  training  programs  in 
Denmark.  An  integrated  film  program 
established  as  a  part  of  the  technical 
assistance  program  or  original  Mar- 
shall Plan  was  the  first  organized 
effort  to  siiow  technical  films  at  in- 
dustrial exhibitions,  lectures  on  pro- 
ductivity, and  at  workers"  committee 
meetings  in  factories. 

The  program  is  managed  by  the 
film  department  of  the  Danish  Pro- 
ductivity C^enter  in  Copenhagen  un- 
der the  direction  of  Claus  Riis.  Films 
for  the  productivity  center's  librar\ 
were  initially  provided  through  the 
film  program  of  the  Productivity  and 
Technical  Assistance  Division  of  the 
Mutual  Security  Agency  in  Paris. 
Prints  were  screened  by  experts,  who 
seleaed  those  films  most  suitable  or 
adaptable  to  Danisli  needs. 

Specialists  Aid  Selection 

In  Denmark,  specialists  were  in- 
vited to  attend  regular  screenings  of 
PIAD  films  either  at  the  productivity 
center  or  at  provincial  points  where 
experts  in  specialized  industries  are 
centered.  Those  attending  the  selec- 
tion screenings  (omj)leted  question- 
naires on  eath  film  to  aid  the  selec- 
tion ol  films  for  Danish  use.  The  pro- 
Equipped  with  16mm  sound  films,  filmstrlps 
and  projectors,  Mogens  Lorsen  sets  off  to 
screen  films   in    the   provinces. 


ductivity  center  j)urchased  prints 
from  films  chosen  through  the  OEEC. 
-Adaptations  and  translations  were 
made  by  Copenhagen  contractors. 

The  center  now  has  more  than  400 
films  and  filmstrips  in  the  library.  A 
lew  figures  will  illustrate  the  dramatic 
growth  of  film  utilization.  In  1932 
there  were  213  showings  with  a  total 
audience  of  16,305.  In  1953,  there 
were  over  a  thousand  showings  to 
69.765  people.  In  I9.^i  96.980  people 
saw  technical  films  in  1764  showings. 
These  total  audience  records  do  not 
include  the  number  of  people  con- 
tacted at  industrial  fairs  and  exhibi- 
tions where  more  than  200.000  people 
have    seen    the    films,    but    where    a 


J,  C.  Bowman,  consulting  industrial  psycholo- 
gist, lectures  ot  Danish  Visual  Aids  course 
ot  Nyborg,  Denmork. 

proper  control-tount  has  been  dilh- 
cult  to  establish.  This  year  more  sub- 
jects, and  more  ]>rints  are  available 
and  the  graph  is  still  climbing.  The 
figure  for  January  this  year  compared 
with  the  figures  for  January  1954 
show  that  the  number  of  people  par- 
ticipating in  the  program  has  in- 
creased nearly  509^.  As  each  new  film 
is  received  the  title  is  added  to  the 
Danish  film  catalogue  which  is  mailed 
hce  of  charge  to  all  firms  and  com- 
nicrcial  offices  interested  in  the  pro- 
gram. New  a<l<litions  to  the  film  li- 
brary arc  also  published  in  the  pro- 
dudivitv  center's  monthly  bulletin 
■■pnujuktivieters  Nvt"  which  has  a 
distribution  of  18.000  copies. 

The  productivity  center  has  several 
mobile    field    units    -quipped    with 


Queen  Ingrid  of  Denmark  visits  Productivity  Center  exhibit 
at  Copenhagen  textile  fair.  Exhibit  combined  use  of  films  in 
tv/o  rear-viev^  projectors,  charts,  etc.  to  present  productivity 
message.  The  Queen  is  being  greeted  by  Otto  Muller,  chair- 
man of  the  Danish  Productivity  Council. 


sf>und  and  filnisirip  ]>rnjettion  and 
films  are  constanllv  being  shown 
throughout  Denmark.  Manv  screen- 
ings are  arranged  through  the  Feder- 
ation and  other  similar  national  or- 
ganizations. Other  rccpiests  originate 
from  individual  firms  and  often  co- 
incide with  regular  meetings  or  train- 
ing programs.  Films  are  also  shown  at 
industrial  fairs,  attracting  large  audi- 
ences. 

Senior  officers  of  the  center  are 
often  invited  by  the  Danish  Employ- 
ers' Association  and  other  organiza- 
tions to  give  lectures  during  organ- 
ized meetings  on  productivitv. 

Plan  for   10  to   15  Films 

Because  of  the  initial  success  of  the 
film  program  in  Denmark,  the  pro- 
ductivity center  is  now  expanding  the 
program  to  include  the  production  of 
films.  Present  plans  call  for  the  pro- 
duction of  from  10  to  15  films  and 
approxiniatelv  the  same  number  of 
filmstrips  during  the  next  two  vears. 
Many  of  these  will  be  produced 
tlirougb  the  co-operative  film  produc- 
tion scheme  of  the  European  Produc- 
tivity Agency.  The  subjects  are  special 
Danish  problems  not  covered  by  exist- 
ing films. 

Films  needed  in  Denmark  fall  into 
five    different    categories.    Analytical 


films,  demonstrating  low  productivity 
in  factory  organization  and  work- 
How,  (()ntrasted  with  mc)dern  or  more 
efiuient  methods  head  tlie  group.  In- 
structional films  demonstrating  mod- 
ern work  procedures  ami  films  dem- 
onstrating technical  processes  are 
excellent.  Special  follow-up  films 
showing  improvements  made  in  Dan- 
ish factories  as  a  result  of  technical 
assistance  and  general  productivity 
films  for  the  promotion  of  higher  pro- 
ductivity as  a  means  to  a  higher  stand- 
ard ot  li\ing  are  always  good. 

To  Meet  Farm  Problems 

Denmark  is  also  stej)jjing  uj)  the 
use  of  audio-visual  aids  for  agricul- 
tural vocational  education.  .Mthouj^h 
Danish  farmers  obtain  some  of  the 
world's  highest  yields  per  acre  of 
wheat,  barley  and  oats,  other  areas  of 
agricultural  production  have  not  al- 
ways kept  pace. 

Denmark  has  started  producing 
agricidtural  films  on  such  subjects  as 
pig-feeding  and  turnip  production. 
Another  film  on  protein  production 
is  scheduled.  A  Scandinavian  coopera- 
tive inidertaking  which  started  with 
the  exchange  of  films  between  Fin- 
land. Norway.  Sweden  and  Denmark, 
blossomed  into  joint  ])roiUKtion  of 
a  film  on  poultry.  ^ 


IVarway:  Story  of  Film  Results 

Training  Aids  Help  Rebuild  War-Depleted  Industry  and  Agriculture 


AT  THE  CLOSE  Ol  WoKEO  WaR  IF. 
Norwegian  public  and  private 
r)rgani/ations  fell  the  need  for  infor- 
mation (jn  developments  in  the  West- 
ern World  since  1940.  They  knew  a 
terrific  effort  must  be  made  to  re- 
build their  war-depleted  industries. 

^Vhen  informed  of  the  Technical 
Assistance  Program  and  of  the  fact 
that  American  technical  training 
films  (and  films  on  modern  .Ameri- 
can production  methods  in  agricul- 
ture) would  be  made  available,  the 
Nor^vegians  immediatelv  realized  the 
great  possibilities  these  films  would 
represent  as  a  means  of  obtaining 
the  re(]uired   information. 

In  the  prewar  period,  few  training 
films  had  been  used  within  industry 
in  Norway.  Some  time  passed  before 


a  working  procedure  wmhl  In-  estab- 
lished for  an  efficient  screening  be- 
fore representative  audiences  drawn 
from  management,  lalxir  and  tech- 
nical schools. 

450  films  were  int  hided  in  the  pr" 
gram,  and  the  experts  judged  SO-  , 
of  them  to  contain  information  which 
would  be  highly  uselul  to  the 
country,  i.e..  would  have  direct  ap- 
plication to  work  problems.  .\II  the 
films  which  were  deemed  suitable  for 
use  in  schools  or  for  labor  groups 
had  to  be  re-narrated  in  Nonvegian. 
An  elaborate  procedure  was  set  up 
to  ha\e  the  maiuiscripts  translateti. 
a  protedure  which  partly  comprised 
the  construction  of  proper  technical 
terminology. 

Fhe  synchronization  expenses  were 
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BUSINESS     SCREEN     MAGAZINE 


NORWAY    SHOWS    RESULTS: 

covered  under  the  leihnital  Assist- 
ance Program  while  the  printing 
costs  were  paid  lotallv.  Realizing  the 
importance  of  act[uiring  an  adequate 
library  of  technical  films,  the  Nor- 
wegians themselves  subsidized  the 
jjurchase  ol  a  total  of  4,280  prints. 
Followint^  the  establishment  of  the 
Norwegian  Productivity  Center  in 
1954.  the  films  were  transferred  to 
the  Center. 

Conferences   Show  the  Way 

At  iIr-  «»uisti  <il  liic  Ictlnnial  As- 
sistance Film  Program  a  need  for  in- 
struction on  how  to  use  the  new 
media  in  industry  became  apparent. 
From  early  19.52  the  ECA  Mission 
received  almost  daily  requests  for 
help  from  plants,  associations  and 
schools.  In  March  1953,  two  parallel 
week   long  conferences  were  set  up 


for  sikkepi 


Poster  demonstration  by  Tor  Arnevoog  of  the 
Norwegian  Safety  Council  at  first  audio- 
visual  worksfiop   held    in    Oslo,   March,    1953. 

under  the  joint  sponsorship  with  the 
Public  Board  for  Vocational  Train- 
ing. 200  Norwegians,  civil  engineers, 
factory  managers,  foremen,  civil  ser- 
vants, safety  engineers,  labor  infor- 
mation officers  and  technical  school 
teachers  from  southern  Norway  at- 
tended the  courses. 

The  success  of  the  conferences  was 
proved  by  the  number  of  follow-up 
conferences  which  followed— country- 
wide seminars  for  technical  school 
teachers,  conferences  set  up  by  the 
National  Safety  Council,  etc.  By  the 
time  the  Norwegian  Productivity 
Center  came  into  operation  this  type 
of  conference  had  become  a  recjuire- 
ment. 

The  very  first  c  ourse  to  be 
launched  by  the  new  center,  in  Janu- 
ary 1954.  was  on  the  prodtiction  of 
filnistrips.    a    medium    whidi    up    to 


^ 


-^"ir 


tlien  had  been  infrequently  used  in 
Norway.  During  the  workshop,  the 
participants  produced  a  filnistrip  un- 
der the  supervision  of  experts  from 
the  European  Pnuluctivity  Agency 
and  FOA.  Within  five  days  a  strip  on 
Manual  Liffino  in  Industry  was  pro- 
duced—from planning  stage  to  fin- 
ished strip.  Norwegian  schools.  Ger- 
man industry  and  Danish  safety 
people  have  considered  the  film  to 
be  highly  useful  in  their  work. 

Four  additional  conferences  have 
been  held  under  joint  sponsorship  of 
the  Norwegian  Productivity  Institute 
and  the  E  u  r  o  ]j  e  a  n  P  r  o  cl  u  c  t  i  \  i  t  y 
Agency  and  requests  are  coming  in  all 
the  time  for  similar  courses  outside  ol 
Oslo. 

Distribution   Is  Increasing 

l-ihiis  ai c  being  u^c<l  ilnoughoiU 
the  country  and  their  distribution  is 
(.onstantiv  increasing.  With  the  assist- 
ant cnl  cxpcMs  (h  aw  n  Ikhii  the  Euio- 


A  real  filmstrip  enthusiast,  Johon  Henrik  Rye, 
Norwegian  A-V  Specialist,  cites  advantages 
at    visual    aids    workshop. 

pean  Productivity  Agency,  and  on  the 
basis  of  experience  drawn  from  visits 
to  different  European  Productivity 
Outers,  the  Norwegian  agency  has 
succeeded  in  establishing  an  efficient 
film  operation. 

Study  guides  and  Instructor's  man- 
uals have  been  compiled  for  all   the 


(Right)  Mrs.  Inga  Miller, 
chief.  Visual  Aids  Section, 
Norwegian  Productivity  Cen- 
ter, discusses  instructor's 
manual  with  Jean  Le  Harivel, 
head  of  the  Information 
Unit,  European  Productivity 
Agency   in   Paris. 


films  on  the  basis  of  advice  obtained 
through  the  USRO  experts.  The 
training  films  are  issued  together  with 
filmstrip  and  instructor's  manual  in 
"packages".  PYecpieutly  the  center  re- 
ceives reports  of  improvements  fol- 
lowing the  screening  <jf  a  film.  Some 
examples  may  be  mentioned: 

1)  A  building  society  saw  a  film  on 
the  use  of  electrostatic  paint  equip- 
ment and  saved  twothircls  of  the  cost 


EPA  visual  aids  consultant  D.  Bokker  demon- 
strates overhead  proiector  at  the  Oslo 
workshop     on     productivity     aids. 

of  painting  a  blot  k  ol  h<iuses  by  ap- 
plying the  new  method. 

2)  The  State  Road  Directory  re- 
ports that  the  film  Construction 
Ahead,  showing  highway  construction 
in  Pennsylvania,  was  screened  before 
an  expert  committee  within  the  Nor- 
wegian Parliament  and  helped  to  pass 
a  bill  on  the  meciiani^ation  of  the 
highway  services. 

3)  A  scientist  who  was  in  tlie  pro 
cess  of  writing  a  text  book  on  the 
hardening  of  metals,  saw  the  fihn 
series  on  Hardness  Testing  of  Steel. 
They  furnished  him  with  new  ideas, 
and  showed  practices  at  variance  with 
those  described  by  him  in  his  book. 
As  a  result  he  re-wrote  several  sections 
to  incorporate  the  new  ideas. 

4)  The  film  Men  ]\'ho  C.ome  Hack 
was    screened    before    managers    and 


foremen  at  an  iron  and  steel  refinery, 
with  the  result  that  the  plant  intro- 
duced such  .safety  items  as  the  Pull- 
back  Safety  Device,  which  they 
bought  from  the  Depositive  Safety 
Manufacturing  Factory  in  the  United 
States. 

Films  Sell   the  Equipment 

5)  Up  to  1954  only  one  govern- 
ment-owned factory  possessed  a  turret 
lathe.  Without  such  films  as  Speedy 
Matic  the  existence  of  this  new  type 
of  equipment  would  still  have  been 
luiknown  to  the  many  minor  fac- 
tories which  now  have  actjuired  this 
type  of  lathe. 

(i)  Recently  the  film  Flexibtlily  in 
Wood  Working  was  screened  before 
an  audience  of  carpenters,  engineers 
and  workers,  who  immediately  re- 
solved to  endeavour  to  ac(piire  the 
machine  shown  in  the  film. 

Many  of  the  reports  may  be  sum- 
med up  as  follows:  The  workers  and 
the  people  who  actually  are  using  the 
machines  rarely  see  technical  litera- 
ture, nor  do  they  attend  exhibits.  The 
only  way  in  which  they  may  have  an 
opportunity  of  learning  about  the 
existence  of  new  equipment  suitable 
for  the  particular  operation  they 
are  engaged  in.  is  through  seeing  the 
films  now  distributed  by  the  Produc- 
tivity Center. 

Serves  Advisory  Role 

To  an  increasing  extent  the  center 
is  receiving  requests  for  films  in  fields 
where  such  material  does,  so  far,  not 
exist  in  Norway.  In  such  cases  the  cen- 
ter forwards  the  request  to  the  Euro- 
pean Productivity  Agency,  who,  in 
turn,  furnishes  the  center  with  infor- 
mation on  where  to  obtain  screening 
prints  or  actually  supplies  the  screen- 
ing print  from  its  own  library.  It  is 
hoped  that  the  European  Center 
gradually  may  increase  its  stock  of 
previewing  prints  to  supplement  the 
Norwegian  film  library.  ^ 


-THE  STORY   IN   PICTURES - 

(Left)  Following  general  sessions  on  topics  such 

as  "Safety  in  Industry"  and  "Work  Simplifica- 
tion" audio-visual  conferees  at  Oslo  were  split 
up  into  smaller  work  parties  such  as  this. 

(Right)  in  small  groups,  participants  were  taken 
on  field  trips  to  local  film  laboratories  and  film 
distribution  centers  for  demonstrations. 
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FULL    RANGE    OF    AUDIO-VISUAL   TOOLS    PUT    INTO    SERVICE 

Sweden  Builds  for  Permanence 

A-V  Program  Set  Up  in  Council  for  Personnel  Administration 

j;iciu[)s,  howfvcr.  so  that  the  value  of 
I  he  new  methods  can  be  ])roperly 
judged. 


Ar  THE  BEGINNING  o(  a  confeicui  r 
for  Swedish  Safety  Engineers  the 
ligiiis  went  out  and  three  fihns  ap- 
peared simultaneously  on  three 
screens.  Sound  tracks  in  as  many  dil 
fereni  languages  produced  an  uniii 
lelligihle  cacophony,  .\ftcr  two  min 
utes  the  lights  went  on  for  the  puzzled 
audience. 

This  was  the  dramatic  opening  of  a 
scries  of  conferences  organized  jointly 
hy  the  Swedish  Council  for  Personnel 
.\dminisIralion  and  the  \'isual  .\ids 
Section  of  KPA  in  Paris. 

.\  number  of  the  participants  got 
the  point.  Visual  and  audial  impres- 
sions are  battering  unendingly  at  our 
eyes  and  ears  trying  to  gain  the  con 
centrated  attention  of  our  minds. 
Oidy  rfjicieiit  visual  materials  used  by 
skilled  trainers  can  pin-point  the  im- 
portant things  people  must  know  in 
the  modern  world. 

Use   Established   Center 

This  unortht)do\  beginning  led  to 
profitable  group  wcirk  in  which  effec- 
tive visual  aids  were  designed  for  use 
in  their  own  training  courses.  fSiu 
visual  aids  are  not  new  in  Sweden. 
For  many  years  now  the  value  of  in- 
structional aids  has  been  realised  by 
educational    and  defense   authorities. 

Therefore,  the  Swedish  C>.iuncil  for 
Personnel  .\dministration  — an  o(t- 
shoot  of  the  Swedish  Employer's  Fed- 
eration—has included  in  its  program 
the  production,  distribution  and 
utilisation  of  audio-\'isuai  aids  lor 
training  and  the  communication  ol 
ideas  within  industry. 

Drastic  Revision   Needed 

Sweden  is  .(  rel;ui\eU  sin. ill  toinulA 
and  the  possibility  of  selling  films  is 
limited:  financial  resources  have  not 
permitted  any  large  scale  domestic 
production  of  specific  training  films, 
so  the  .American  films  have  been  well 
received.  The  possibility  of  synchro- 
nising them  is  considered  very  serious- 
ly. But  the  choice  has  been  subject  to 
drastic  pruning:  where  conditions  are 
violently  different  and  where  ma- 
chines are  of  a  type  unknown  or  little 
used  in  Sweden,  or  where  working 
methods  differ  loo  much,  these  films 
ha\e  not  been  widely  accepted.  Ilie 
SCP.\  has  sliow-n  them  to  interested 


Filmstrips  are  used  by  many  train- 
ers and  the  value  of  many  .American 
lilins  has  been  enhanced  by  comple- 
mentary filmstrips.  The  integrated 


Right  vs.  wrong  types  of  visuol  aids  for 
workers  were  demonstrated  at  this  visual 
aids  conference  in   Stockholm. 

use  of  motion  pictures,  filmstrips  and 
text  books  has  been  widelv  adopted 
bv  Swedish  trainers.  The  large  num- 
ber of  EI.S.  films  introduced  into  Swe- 
den by  the  FO.A,  and  the  European 
and  American  films  now  circulated 
for  preview  by  EI*.A,  are  increasing  in- 
terest in  instructional  films,  and  will 
stimulate  domestic  film  production. 

To  suit  local  requirements  within 
the  available  budget,  the  SCP.A  pro- 
duces sound  and  silent  filmstrips  for 
manv  training  needs. 

Tape  &   Filmstrips  Combined 

\  number  ol  (.ise  studies  on  hum. in 
relation  questions  have  been  pro- 
duced as  there  were  few  foreign  or 
Swedish  films  ;ind  filmstrips  which 
treated  the  problems  from  the  Swed- 
ish viewpoint.  .Many  of  these  strips 
are  in  colour  and  they  have  dialogue 
sound  tracks,  mainly  on  tape.  They 
are  used  to  start  discussion,  so  they 
present  the  problem  and  leave  it  for 
the  group  to  answer.  Eight  of  these 
case  studies  ha\e  already  been  made 
and  the  council  has  produced  film- 
strips  for  (tutside  countries  and  insti- 
tutions, wishing  to  explain  some 
special  points. 

.\  large  part  of  the  work  ol  the 
(ouncil  is  (onsiiltaiions  with  inciusir\ 


Participants  at  three-day  visual  aids  conference  included  representatives 
of  the  Swedish  Council  for  Personnel  Administration  as  well  as  con- 
sultants from    EPA   offices    in    Paris. 


tinue  to  run,  they  are  stimulating 
greater  disiribulion  and  belter  utiliz:i- 
,i„n.  U' 

Below:  conference  guests  study  typicol  16mm 
sound    equipment. 


on  j)(.i  s(inm-I  (jucsiiuiis  j  m  I  ml  i  n  ;4 
iiiiiniiij^.  l)iirin<»  these  consultations 
lihns  arc  nltcn  used  and  efforts  arc 
made  to  give  to  industrial  trainers  a 
<^eater  undersiandin*^  of  the  use  of 
audiovisual  aids  in  training. 

The  council  has  just  completed  a 
catalogue  of  Swedish  and  foreign  fdms 
whi(  h  is  being  distriinited  to  industry. 
Iiniii   this  and  the  courses  they  low- 


Britain  Tntals  Its  Hesnnrces 

Years    of    Industrial    Film    Utilization    Experience    Provide 
Sound    Basis    for    Expanded    Audio-Visual    Productivity    Program 


TUK  Briiism  Govkrnmi-:nt  has  for 
many  vears  past  produced  and  dis- 
tributed films  of  concern  and  interest 
to  industrv.  Some  of  these  have  been 
tcdmical  training  films  lor  widelv  dif- 
ferent groups  of  workers,  including 
post  office  workers,  miners  and  cleri- 
cal staffs  in  government  departments. 
Others  have  had  to  do  with  perstjnnel 
relations  in  industry;  the  training  of 
suj>ervisors:  industrial  health,  includ- 
ing rehabilitation,  and  accident  pre- 
vention. A  number  of  films  were 
made  on  aspects  of  in<iustrial  research 
and  many  public  relations  films  were 
produced  to  inform  the  general  pul)- 
lic  on  important  aspects  of  industrial 
life. 

Towards  tfie  end  of  1951  a  body 
known  as  the  .\dvisory  Panel  for  In- 
dustrial Films  was  set  up  in  the 
United  Kingdom  to  consider  what  use 
could  i)e  made  of  the  American  tech- 
niial  and  training  films  which  were 
being  offered  to  this  tountrv  as  an 
aid  to  increased  protluctivitv. 

The  panel,  which  was  representa- 
tive of  both  sides  of  industry  and  of 
the     interested     governinent     depart- 


ments, in(  hided  among  its  members 
the  Federation  of  British  Industries. 
the  Britisli  Employers'  Confederation, 
the  National  Union  of  Manufacturers 
and  tlie  Trades  I'nion  Congress. 

The  first  task  undertaken  by  the 
panel  was  tlie  consideration  of  the 
450  .\merican  films  offered  to  this 
country.  The  panel  nominated  ex- 
perts irom  the  industries  concerned 
to  view  and  evaluate  each  film  for  its 
use  to  British  industry.  Of  the  150 
offered,  nearly  280  were  accepted,  to- 
gether with  over  140  .American  film- 
strips. 

The  panel  then  set  itself  the  task  of 
tonsidering  all  the  British-made  in- 
dustrial films  available,  most  of  width 
had  been  produced  for  or  by  indi- 
vidual firms  or  trade  associations.  Kur- 
tlier  American  films,  and  a  number  of 
O.E.E.C.  country  and  British  Com- 
monwealth films,  have  also  been  ion- 
sidered. 

Up  to  the  present  time,  a  total  of 
over  750  films  from  all  sources  ha\e 
been  considered  and  over  500  of  tliese 
have  been  approved  for  use  in  the 
produi ti\itv    drive    in    this    (outitr\. 


British   Productivity  Council  display  at  the  Woolwich   Exhibition,   Dec,    1954, 
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PRODUCTIVITY    IN    BRITAIN: 

Over  400  trade,  professional  and  re- 
search associations  and  institutions 
ha\e  co-operated  in  the  work  of 
evaluating  these  films.  The  pro- 
gramme provides  for  further  films  to 
be  considered  at  the  rate  of  about  10 
per  week  up  to  Jutif  I'ljfi. 

360  Titles  in   Library 

During  the  year  ending  April  1954 
the  Central  Office  of  Information  pro- 
vided approximately  ^4.000  for  print- 
ing copies  of  the  accepted  American 
films  for  distribution  by  its  Central 
Film  Library.  A  further  *^  12.000  has 
been  made  available  from  Condi- 
tional Aids  Funds  for  the  same  pur- 
pose, and  for  conducting  a  publicity 
campaign  through  trade  associations 
and  other  bodies  to  encourage  inchis- 
try  to  make  full  use  of  the  films. 

Up  to  the  present  over  1400  prints 
of  over  360  technical  and  training 
films  for  industry  have  been  placed 
in  the  Central  Film  Library.  Negoti- 
ations are  proceeding  on  approxi- 
mately 100  newer  films  for  inclusion 
in  the  library  in  the  current  year  and 
it  is  estimated  that  a  total  of  about 
650  approved  industrial  films  will  be 
in  distribution  bv   |une  1956. 

The  issues  of  industrial  films  from 
the  Central  Film  Library  have  shown 
a  steady  increase  from  the  time  the 
scheme  was  started.  1  he  average  is- 
sues per  month  in  the  year  1953-4 
was  500.  This  figure  was  stepped  up 
to  750  about  the  middle  of  1954,  and 


rose  again,  for  the  last  three  months 
of  the  year,  to  950  a  month. 

To  help  the  introduction  of  the 
films  to  industry,  the  Ciiiel  Re.i;ional 
Officers  of  the  Central  Ofhte  of  Infor- 
mation arrange  invitation  shows  of 
selected  films  to  key  persoiniel  from 
local  firms.  In  addition,  publicity  has 
been  undertaken  through  the  indus- 
trial members  of  the  Advisory  Panel 
for  Industrial  Films,  the  Central  Film 
Library  and  the  Regional  Offices  of 
the  Central  Office  of  Information. 

Catalog    Films  for  Industry 

A  first  catalogue  ol  films  for  indus- 
try, containing  273  titles,  was  issued 
in  1954.  Part  2  (supplementary)  con- 
taining 81  titles,  was  issued  in  Novem- 
ber of  the  same  vear.  .\  British  sup- 
plement, containing  about  200  titles, 
is  planned  for  issue  by  the  summer  of 
1933  and  will  be  h)llowed  bv  a  new 
(1955)  edition  oi  the  catalogue  and 
further  supplements.  In  addition, 
about  12  brochures  for  distribution  to 
separate  industries  and  a  nmnber  of 
lists  of  films  on  particular  industrial 
subjects  are  being  prepared  for  issue 
to  those  directly  concerned.  ^ 


British  Productivity 
Council   Films  for  TV: 

(Right)  a  scene  from  "All 
in  Our  Power"  showing 
dramatic   technique 
employed   in   these   films 
produced  primarily  for 
television  release. 

1^        1^        * 

(Below)  scene  in  "Raising  the 
Standard"  another  of  the 
Council  titles  for  stimulating 
industrial   production. 


Britain   Produces   a   Wide   Range   of   Productivity   Films 

^  The  Benton  and  Moody  Amend- 
ments, which  made  available  dollars 
to  O.E.E.C.  countries  subject  to  the 
use  of  their  counterpart  for  produc- 
tivity purposes,  provided  an  inspir- 
ation to  all  O.E.E.C.  countries  to  de 
vote  attention  to  higher  productivity 
as  a  means  for  securing  greater  pros- 
perity. 

In  the  Ignited  Kingdom  counter- 
part film  funds  have  been  used  among 
other  purposes  for  a  varied  and  real- 
istic programme  ol  film  production, 
worked  out  in  consultation  with  the 
United  Kingdom  Office  of  the  Foreign 
Office  Administration. 

In  all  about  30  films  have  been 
made,  are  in  progress,  or  are  planned. 
Many  of  these  have  been  found  to 
be  of  interest  to  other  O. E.E.C. 
countries,  and  have  received  financial 
help  from  the  European  Productivity 
Agency.  \Vhen  adapt  ed  to  other 
countries'  purposes,  under  arrange- 
ments made  through  E.P..\..  these 
films  should  in  due  course  have  a 
wide  showing  in  Europe. 

The  films  in  the  British  program 
cover  a  wide  range  of  productivity 
subjects.  Perhaps  the  most  interesting 
series  is  that  produced  primarily  for 
television  by  the  British  Productivity 
Council.  These,  although  naturallv 
not   produced   for  entertainment,   at- 


tracted a  substantial  proportion  of 
^iewers  and  are  now  in  steady  de- 
mand for  showing  by  Lx)cal  Produc- 
tivitv  Committees.  Technical  Col- 
leges, and  individual  firms. 

Starting  with  the  theme  of  the  need 
for  increased  productivity  in  order  to 
raise  the  general  standard  of  living, 
the  six  films  range  in  subject  through 
the  better  utilisation  of  materials, 
fuel  and  mechanical  aids,  to  the  ad- 
vantage of  work,  study  in  industry, 
and  the  importance  of  good  relations 
l)etween  management  and  workers. 

Another  series,  of  seven  films,  now 
in  production  by  the  British  Produc- 
tivity Council  is  concerned  with  manv 
aspects  of  work  and  process  study, 
especially  method  study  in  the  factor\ 
and  at  the  work  place,  and  the  stuch 
and  measurement  of  the  work  of  in- 
dividual operatives. 

A  series  of  five  United  Kingdom 
Government  films  on  building  sub- 
jects, now  nearing  completion,  in- 
cludes films  on  new  building  prac- 
tices, soil  stabilization,  concrete  mixes, 
factory-made  components,  and  site 
organization.  Other  U.K.  government, 
and  U.K.  government-sponsored  pro- 
ductions now  in  process  include  films 
on  agricultural  subjects  such  as  farm 
and  live-stock  management,  on  joint 
consultation  in  industrv  and  on  in- 
dustrial rehabilitation.  & 


(Right  Cutting   the  end  of  a 
vacuum  cleaner  bag  from 
material  which  otherwise 
would    have   been    wasted. 
A  scene  from  Productivity 
film  "Material  Matters." 


(Below)  Mr.  Eric  Tuff, 
production  engineer,  shows 
waste  from  a  metal 
stamping  which  is  raw 
material    for    other    work    in 
this  scene  from  the  British 
Productivity  Council's 
film   "Material   Matters." 
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Pretty  girls  rhyme  the  advantages  of  notional  advertising  media  in  "Tai<e  It 
From  Here"  one  of  the  '55  Texaco  dealer  motion  pictures. 

Texas  Company's  Annual  Dealer  Program  On  Tour 
With   Eye-Filling  Screen  Material;   Inspiring   "Sell" 


IN  Case  Any  Readers  have  missed 
our  annual  paeans  of  praise  for 
the  film  projects  of  the  Sales  Pro- 
motion Department  of  The  Texas 
Company,  lets  go  over  it  again. 
While  the  basic  programs  are  not 
different  in  substance  every  year. 
the  subjects  are  different,  and  the 
whole  ball  of  «ax  has  become  a 
yearly  event  that  Texaco  customers 
and  working  associates  look  for- 
ward to    with   real   anticipation. 

Theme  Is  "Be  Competitive" 
Again  this  year.  Texaco  s  animal 
dealer  meetings  were  the  biggest 
thing  of  their  kind  in  industry. 
37,.500  dealers  are  taking  part  in 
some  700  meetings  to  be  held  in  all 
48  states.  06  traveling  crews,  fulh 
equipped  with  banners-  posters,  flij) 
charts,  films  and  projectors,  are 
working  north  with  the  coming  of 
spring  to  announce  the  sales  theme 
for  195.5 — Be  C.ompetilive. 

As  Jack  Gregory.  Texacos  Sales 
Promotion  Manager,  explained  at 
the  regular  "dealer"  meeting  the 
company  puts  on  in  its  New  York 
headquarters  for  home  office  execu- 

Jimmy  Durante  and  Donald  O'Con- 
nor ploy  Texaco  station  managers  in 
a  scene  from  "Toke  It  From  Here"  as 
Harry  VonZell  judges  ad  media. 


tives.  visiting  firemen  and  good 
friends  of  the  company:  "Competi- 
tion is  the  foundation  of  American 
enterprise,  and  we  in  the  oil  busi 
ness-  especially,  dont  want  to  shy 
awa\   from  it." 

Meetings  Run  Like  Clockwork 
As  is  customary  in  the  Texas 
Company  shows,  the  meeting  goes 
bv  clockwork.  It  is  a  tremendously 
big  operation  to  tell  the  same  story 
to  65.000  people  and  tell  it  to  each 
of  them  in  the  same  way,  but 
Texaco "s  system  makes  it  easy  to 
do.  Meeting  leaders  don  t  read  from 
a  prepared  script,  but  they  do  cover 
exactly  the  same  information  in 
their  own  words  and  they  are  sup- 
posed to  make  their  pitch  in  a 
definitely  fixed  number  of  minutes. 
The  dealer  isnt  going  to  get  bored 
because  he  never  has  a  chance  to 
be — things  move  loo  fast. 

The  backbone  of  this  year's  meet- 
ing, as  usual,  is  film — three  motion 
pictures  which  outline  ( 1 1  the  com- 
pany's advertising  plans;  l2i  a 
product  success  story  —  Petrox:  and 
1.3  I    the  sales  theme — Competition. 

Mr.  O'Connor  interviews  medio  "reps" 
during  Texoco's  light-hearted  but 
meaningful  review  of  company  ad- 
vertising plans. 


Take  It  From  Here.  20  niin.. 
color,  produced  by  Joseph  Roth- 
man-  is  a  zing\'  presentation  of 
1  cxacos  19.5.5  advertising  plans, 
featuring  Jimmy  Durante.  Donald 
OC^onnor,  Harry  VonZell.  and  a 
covey  of  gorgeous  babes  designed 
to  induce  enthusiasm  for  Texaco 
ads  in  the  most  lethargic  dealer. 

Petrox  A  Mirnrle  nj  Petroleum. 
14  min..  color.  ])roduced  by  Audio 
Productions.  Inc..  is  a  review  of 
ihe  success  of  Petrox.  an  all- 
petroleum  gasoline  additive  intro- 
duced a  year  ago.  More  than  a  story 
of  (he  products  proven  perform- 
ance- this  film  hews  to  the  tone  of 
the  meeting  by  mo\  ing  along  brisk- 
h.  making  its  point  effectively  and 
using  a  few  high  comedy  sequences 
in  the  process. 

Main  Feature  Pegs  Success 
1  exaco  s  "big"  picture.  Speakiit^ 
of  Competition,  60  min.,  color,  pro- 
duced by  Joseph  Rothman,  tells 
how  a  young  man  manages  to 
resuscitate  a  failing  gas  station  he 
has  just  bought,  and  through  keen 


The  most  lethorgic  dealer  gets 
enthusiastic  about  ad  medio 
when   its  "sold"   by  these  gals. 


competition  boost  it  into  a  suc- 
cessful enterprise.  This  too.  though 
basically  serious,  is  a  comedy  of 
bad  business  methods,  with  old- 
time  comedian  \  ince  Barnett  as  foil 
to  the  hero. 

The  Texas  Compain  has  estab- 
lished the  pattern  for  its  meetings 
after  years  of  trial  and  error.  Ex- 
perience has  proven  time  and  again 
that  nothing  can  do  the  job  that 
films  can.  The  company  wants  a 
iTieeting  that  is  entertaining-  but 
above  all  with  definite  informa- 
tional and  inspirational  value.  That 
meetings  are  enjoyed  is  indicated 
In  the  more  than  75'>  attendance 
li\  lexacii  dealers  year  after  year  — 
ciri  a  volnnlary  basis.  And  that  the 
dealers  learn  something  and  put  it 
to  good  use  can  only  be  measured 
\>\    Texacos  sales  success  —  fourth 


largest  oil  compan\.  it  is  seconfl 
largest  money-maker.  The  Texas 
(^)nipany  is  priming  its  dealers  to 
more  than  maintain  this  enviable 
posilicin.  hui  In  increase  it.  ^ 


Scene   in   Texoco's   "Sheep" 

Texaco's  Farm   Program 
Offers  Film  on  "  Sheep" 

"^  Here  s    an    entirelv    different    as- 
pect of  the  Texas  Company's  films: 

Every  year,  Texaco  invites  its 
farm  customers  and  their  friends  to 
a  party.  These  take  place  in  every 
state  in  the  Union,  and  have  be- 
come an  event  in  many  communi- 
ties. Pop.  Mom.  and  all  the  kids 
show  up — mairdv  because  it  is  a 
right  friendly  shindig,  but  also  be- 
cause Texaco  annually  has  a  reallv 
great  movie  to  show.  The  favors, 
coffee  and  cake,  and  interesting  dis- 
plays are  a  fillip  to  Texaco's  farm 
movie,  which  the  companv.  aiul 
producer  Audio  Production.*.  Inc.. 
have  been  working  on  for  almost  a 
year  in  advance.  This  year's  film  is 
about  Sheep,  and  like  Texaco's  nine 
previous  films  on  hogs,  cattle.  dair\ 
cows.  bees,  chickens,  apples-  etc.  it 
can  be  considered  the  definitive  film 
work  on  the  subject. 

Besides  going  in  to  the  place 
of  the  sheep  in  our  agricultural 
economy,  the  film  focusses  on  what 
farmers  are  most  anxious  to  see — 
outstanding  flocks  of  most  of  the 
belter-known  breeds,  and  explana- 
tions of  their  principal  character- 
istics. One  interesting  point: 
although  70'7  of  sheep  are  raised 
in  the  \^estern  range  states,  most 
lamb  is  consumed  in  the  big  East- 
ern cities.  Lamb  has  never  caught 
on  as  a  standard  item  of  diet  in 
most  of  the  country.  Nevertheless, 
there  is  not  overproduction  at  the 
present  time,  and  American  farmers 
are  showing  an  increased  interest 
in  sheep  production. 

Sheep  and  other  Texaco  farm 
films  are  available  from  compani 
branches  in   various  cities.  !;^ 
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ANALYSIS  AND  REVIEW  OF  RECENT  SPONSORED  FILMS 

The  American  Traveler  Gets  a   Fresh   Look 
at  Hotels'  Advantages   in  "Road  to  Hospitality" 

Sponsor:  A  me 


in  Hotel  Associa- 
tirin. 

Title:  RoaiJ  lo  Hospitality.  28  miii. 
criliir.  jirotlured  by  Trident  Films. 
Inc. 

■¥  VV'hile  the  biggest  news  in  the 
inernight  lodging  business  is  un- 
diinbtedly  the  record  making  .SI. .5 
billion  mark  motels  did  last  year, 
there  is  no  blues-crying  in  the  hotel 
industry,  either.  Hotels  remain  firm 
in  their  time-honored  fields  of  lux- 
urious accomniodati()n.  dining,  ban- 
(jueting  and  other  hos|jitalities  mo- 
tels have  rarely  touched,  and.  are 
borrowing  not  a  few  tricks  of  ser- 
vice and  convenience  from  the  motel 
trade,  as  well. 

To  show  the  American  traveler 
some  of  the  things  he  can  expect  to 
find  in  a  hotel,  the  American  Hotel 
Association  is  currentlv  presenting 
a    new     film.    Hoail    to    Hospitality. 


that  takes  a  vacationing  family  of 
four  on  a  motor  trip  with  stops  at 
fine  hotels  along  the  way.  More 
facets  of  hotel  operation  are  shown 
as  each  member  of  the  family  drifts 
off  into  a  dream  sequence  that 
points  up  some  of  the  romance  and 
glamor  of  the  hotel  business  from 
the  old-time  Inn  to  the  most  modern 
big-city  hostelry. 

Some  of  the  ttiodern  conveniences 
the  family  discover  are  drive-in 
registration  desks,  good  parking  and 
garage  facilities,  special  arrange- 
ments for  families  with  children  and 
luxuries  taken  as  a  matter  of  course 
in  a  hotel  that  even  the  most  ultra 
motels  do  not  approach. 

Roaii  to  Hospitality  is  being  dis- 
tributed free  of  charge  by  the  Amer- 
ican Hotel  Association.  221  West 
.5Tth  St..  New  ^  ork.  and  by  Trident 
Films.  Inc..  510  Madison  Ave..  New 
York.  &■ 


Designed  to  Sell  a  New  industrial   Process 

ELOX  CORPORATION  EXPLAINS  METAL  CUTTING  PROCESS  VIA  THE  SCREEN 


■^Several  techni(]ues  which  make 
the  motion  picture  a  superior  medi- 
um for  selling  industrial  processes 
help  to  explain  the  theory,  applica- 
tion and  benefits  of  a  new  metal  cut- 
ting process  in  Electrical  Discharge 
Machining,  a  20-niinute  sound  and 
color  film,  made  for  the  Elox  Cor- 
poration. Michigan,  by  \  ideo  Films. 
Detroit. 

Elox  Electrical  Discharge  Ma- 
chining is  a  revolutionary  concept 
in  the  field  of  metal  working.  It  cuts 


Contemporary  art  in  onimalion  helps  explain 
Elox    process    in    new    Soles    fitni. 

shapes  that  once  were  commercially 
impossible  into  the  hardest  metals, 
including  tungsten  carbide.  Elox 
suceeded  in  making  this  method 
practical  and  economical  but  it  still 
faced  a  difficult  sales  problem:  the 
process  proved  difficult  to  under- 
stand and  even  harder  to  believe. 

Elox  officials  consulted  their  ad- 
vertising   counsel.    Tech    ADgencv. 


which  reconunended  an  explanatory 
motion  picture  and  suggested  Video 
Films  on  the  basis  of  Video's  experi- 
ence in  film  work  for  Ford,  Detroit 
Edison  and  Monroe  Auto  Equip- 
ment, among  others. 

Example   of  Good   Teamwork 

Working  together.  Elox.  the 
agency  and  the  studio  have  turned 
out  a  motion  picture  that  is  expected 
to  give  both  technical  people  and 
laymen  an  understanding  of  what 
Elox  Electrical  Discharge  Ma- 
chining is.  how  it  works,  what  it  has 
done  and  can  do. 

Camera  techniques  used  b\  Video 
Films  in  the  process  exposition  : 

Animation  —  illustrates  the  theorv 
of  Electrical  Discharge  Machining. 
Electrons,  atoms,  charged  vapors 
and  other  phenomena  are  repre- 
sented in  an  art  style  that  differs 
greatly  from  standard  mechanical 
animation  sequences.  Rector-Pearce 
.^tudio  supplied  the  art  work. 

Time-Lapse  Makes   It  Clear 

Time-lapse  —  these  sequences 
show  actual  cuts  in  progress.  Elox 
engineers  set  up  jobs  so  that  thev 
could  be  disassembled  to  give  the 
camera  a  cross-sectional  view.  A 
portion  of  the  cut  was  made  under 
normal  conditions,  then  the  coolant 
was  drained  from  the  tank,  the  two- 
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"Change"  ...  as   exemplified    in    this    colorful,    elegant    new    '55    model 

General   Motors   Introduces   Its   1955  Models 
Tells  Engineering  Story  in  "Change  .  .  .  For  the  Better" 


Sponsor:  General  Motors  (Corpora- 
tion. 

Title:  Change  .  .  .  For  The  Belter. 
10*  -2  min..  color,  produced  b\* 
Raphael  G.  Wolff  Studios.  Inc.   ' 

M  .4n  example  of  how  to  make  a 
sponsored  film  serve  double-duty  as 
a  topical  product  announcement  and 
a  long-lived  public  relations  vehicle 
has  been  achieved  by  General  Mo- 
tors Corporation  with  its  new  sound- 
and-color  motion  picture.  Change 
.  .  .  For  The  Belter. 

In  its  original  form,  this  film 
served  to  introduce  the  1955  line  of 
GM  cars  and  to  show  why  design 
and  engineering  changes  each  vear 
are  changes  for  the  better. 

Long    Range    Potential    Indicated 

B)  eliminating  the  scenes  expos- 
ing the  new  cars  and  adding  one 
additional  sequence.  GM  is  pos- 
sessed of  a  timeless  PR  storv  which 
hits  hard  on  the  fact  that  America's 
constant  demand  for  new  and  better 
things  and  industry  s  effort  to  pro- 
vide them  means  ever-growing  pav- 
rolls.    an    ever-rising    standard    of 

Star  of  GM's  "Chonge"  is  a  prewar  auto 
and  "she"  tells  of  her  pleosure  at  that  first 
family    picnic   when    she   wcs    shiny    new. 


li\  ing  and  constant  change  .  .  .  for 
the  better. 

Change  .  .  .  For  The  Belter  is 
the  autobiography  of  a  used  car. 
narrated  with  a  feminine  voice.  The 
viewer  first  sees  an  old  GM  model 
in  a  junk  heap.  The  story  of  the 
car  is  re-created  from  the  time  of 
its  first  proud  owners,  through  its 
life  as  a  second-hand  car.  to  its  own- 
ership by  a  boy  with  his  first  job. 
and  its  eventual  retirement.  From 
there  it  is  re-born  as  scrap  steel 
for  a  whole  new   cvde. 

Has  a  Basic  Economic  Slant 
\^  ith  this  humanized  recital,  the 
economic  importance  of  new  and 
used  cars  is  indicated.  The  plenitude 
of  variously  priced  automobiles 
makes  possible  the  decentrali/ation 
of  li\ing  into  suburban  communities 
and  increases  production  through 
faster  transportation.  Change  .  .  . 
For  The  Better  is  available  through 
GM's  film  library  in  Detroit  after 
nationwide  dealer  and  press  show- 
ings, including  Motorama  audi- 
ences throughout  the  country  this 
spring.  R- 

Time  wreaks  its  havoc  but  the  end  for  the 
old  cor  is  "scrap"  for  production  of  another 
as  progress  continues  its  course. 
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As  the  5MPTC  Salutes  Production  Techniques,   We  Give  You  — 


it 


30  Years  Behind  the  Mitchell" 


Mr.  George  Mitchell,  designer  of  the 
Mitchell  Camera,  is  shown  holding 
one  of  the  first  precision  movements, 
the  "heart"  of  this  equipment. 

TiiiKTV  ^  K\R!S  4G()  there  was  dem- 
iiMstrated  for  the  first  time  a 
new  motion  picture  camera  which 
was  to  have  a  major  effect  on  the 
art  <if  making  films.  At  that  time,  the 
budding  silent  motion  picture  indus- 
try was  beset  with  many  diHiculties, 
among  them  the  need  for  easier  op- 
erating, flexible  cameras. 

The  new  "Mitchell"  camera  of- 
fered unusual  first-time  features 
which  aroused  immediate  interest. 
Users  found  the  camera  was  easily 
operated  and  that  it  cut  production 
costs  by  reducing  to  a  minimum  the 
setting-up.  focusing  and  adjusting 
of  the  camera.  The  Mitchell  was  de- 
pendable— the  precision-built  move- 
ment was  accurate  and  durable,  not 
in  the  least  temperamental. 

A  radical  ""rack-over"  mechanism 
permitted  direct  focusing  through 
the  camera  lens,  eliminating  costlv 
guesswork  and  allowing  the  operator 
to  see  exactly  what  he  was  photo- 
graphing. 

Won   Rapid  Acceptance 

Such  unique  features  resulted  in 
rapid  acceptance  of  the  camera.  In 
a  short  time,  the  Mitchell  was  stand- 
ard equipment  in  every  major  stu- 


THE  STORY  OF  GEORGE  MITCHELL  AND  THE  PRECISION  CAMERA  THAT  BROUGHT 
NEW  MEANING  TO  "STUDIO  QUALITY"  IN  PRODUCTION  WITHIN  THREE  DECADES 


dio.  Designed  by  (ieorge  Mitchell, 
the  new  camera  quickly  became 
s\nonymous  with  the  finest  in  mo- 
tion picture  photography.  In  recog- 
nition of  25  years  of  special  contri- 
bution to  the  industry.  George 
Mitchell  received  the  Academy  of 
Motion  Picture  Arts  and  Sciences 
■"Oscar"  award:  ".  .  .  for  the  in- 
troduction of  equipment  which  stam- 
peded the  artistic  progress  of  films; 
and  for  continued  and  dominant 
presence  in  the  field  of  cinematogra- 
phy."' 

New   Demand   Was   Met 

In  1926.  the  addition  of  sound 
to  film  pr(»duced  an  upheaval  Holh- 
\\ood  never  forgot.  There  was  an 
urgent  demand  for  new  cameras  and 
other  equipment.  Mitchell  Camera 
Corporation  achieved  another  "first" 
by  developing  the  compact,  noise- 
less "BNC"  camera.  The  clicking 
noise  which  had  anchored  muffled, 
cumbersome  cameras  to  the  sound 
stage  was  removed  in  this  new  ma- 
chine. Silent  and  freely  mobile,  the 
new  sound  camera  became  the  stand- 
ard in  Hollywood  and  in  most  of  the 
film  studios  throughout  the  world. 
1 6mm  Field  Comes  of  Age 

\^  ith  the  tremendous  growth  and 
diversified  development  of  the  35mm 
motion  picture  industry  came  a  new 
force — the  16mm  motion  picture  in- 
dustry. To  meet  the  need  for  a  cam- 
era which  would  maintain  the  high 
standards  of  professional  cinema- 
tographers.  the  Mitchell  16mm  Pro- 
fessional   camera    was    introduced. 


All  of  the  technical  excelleru  e  of  the 
.35mm  camera  was  made  available  in 
the  16mm  unit.  The  Mitchell  '"16"" 
soon  found  po|jularitv  in  this  non- 
theatrical  field. 

Versatility  Serves  Frontiers 

Today,  hundreds  of  Mitchell  cam- 
eras. 35mm  and  16nnn.  are  in  active 
service  in  the  I  nited  States  Armed 
Forces.  Their  use  extends  from  doc- 
umentary and  training  films  to  top 
secret  research.  This  photography 
ranges  from  filming  pin-point  de- 
tails of  atomic  explosion  to  the 
flight  characteristics  of  rockets  and 
guided  missiles. 

American  industry.  I  .S.  govern- 
ment agencies,  and  civilian  research 
centers  are  using  Mitchell  cameras. 
The  ability  to  produce  sharp  films  at 
speeds  ranging  from  ""stop-motion" 
to  high-speed  photography,  and  un- 
der exacting  and  difficult  conditions, 
permits  highly  flexible  use  of  these 
cameras.  Notable  among  Mitchell 
users  are  aviation  manufacturers 
who  have,  in  many  cases,  set  up 
complete  motion  picture  film  depart- 
ments to  handle  their  own  test  and 
development  and  documentary  work. 
Films  of  test  runs  and  demonstra- 
tions have  produced  information  un- 
obtainable by  any  other  method. 

Camera  flexibilitv.  low  budgets, 
mobility  and  photographic  fidelity 
have  been  important  elements  in  the 
growth  of  television.  Many  film  pro- 
ducers developed  multiple  camera 
shooting  set-ups.  using  both  16mm 
and  35mm  cameras.  Additional  spe- 


cialized filming  techniques  i\ere  or- 
iginated but  again  standardization 
was  on   Mitchell  cameras. 

Cameras    Produced   Individually 

The  Mitchell  camera  is  said  {<> 
symbolize  change.  Yet  the  first 
Mitchell  camera,  which  over  30 
years  ago  revolutionized  a  new  in- 
dustry, today  is  still  in  daily  use  in 
a  motion  picture  studio  in  HolK- 
wood — a  tribute  to  the  design  and 
workmanship  of  each  unit. 

Mitchell  cameras  are  not  mass 
produced:  each  is  built  individualK. 
Emphasis  is  placed  on  the  higliK 
skilled  craftsmen  who  make  the  cam- 
eras. Most  of  the  plants  camera 
technicians  have  been  with  the  firm 
for  a  long  tinre. 

How   Mitchells   Are   Built 

Basically.  Mitchell  makes  five 
types  of  cameras:  the  35mm  ""NC" 
sound  camera:  35mm  '"BNC""  studio 
sound  camera:  3-5mm  Tfi-Speed 
camera:  35mm  standard  camera; 
and  16nnn  Professional  sound  cam- 
era. 

Each  camera  is  composed  of  al- 
most one  thousand  parts.  Mitchell 
is  equipped  to  make  all  of  the  cam- 
era parts  in  its  own  plant,  believing 
that  qualitv  control  can  be  assured 
only  in  this  way.  For  example,  the 
camera  box  is  machined  from  an 
aluminum  casting  and  requires 
abtiut  65  different  operations  tak- 
ing approximateh  30  hours  of  high- 
ly skilled  work. 

-Not  oidy  are  the  finest  tool  steels 
used  in  working  parts,  but  the  parts 


65  different  operations  are  required  in  ma- 
chining camera  box.  This  has  three  gear 
centers  with  cumulative  tolerances  of  .0001. 


Precision  tests  are  essential  all  along  the  line.  In  this 
picture,  the  test  is  being  made  on  the  surface  of  a 
film  movement  mechanism  of  the  camera. 


A  Mitchell  engineer  makes  a  final  examination  of  the 
movement  of  a  35mm  camera.  Here  he  is  checking  it 
with  stethoscope  to  assure  silent  operation. 


are  hardened  and  toughened  by 
heating  them  above  their  critical 
range  and  then  quenching  them  in 
oil.  The  plant  parkerizes  all  fittings 
to  insure  their  corrosion  resistance. 
Because  many  of  the  Mitchell 
cameras  are  used  abroad  under 
power  supply  voltages  and  cycles 
which  vary  with  each  country,  a 
varietv  of  motors  are  required.  A 
range  of  motors  must  be  used  to 
meet  high  speed,  \ariable  speed  and 
sound  speed  requirements.  In  the 
motor  installation  and  test  section 
of  the  Mitchell  plant  one  can  watch 
a  technician  select  desired  motor 
voltage  and  cycles  from  a  panel 
which  represe!its  countries  and  com- 
binations as  \  aried  as  the  L  nited 
Nations  roster. 

Camera's  Durability  Valued 
The  heart  of  the  Mitchell  is  its 
precision  movement.  Here,  as  in 
other  parts  of  the  camera,  tolerances 
are  restricted  to  .0001  of  an  inch. 
A  watchmaker,  though  working  on 
a  much  smaller  object,  has  far  more 
latitude  in  assembling  a  time  piece 
than  the  camera  technician  working 
on  a  Mitchell  movement. 

The  Mitchell  cameras  durable 
performance  is  a  valuable  produc- 
tion asset.  In  19.S1.  a  cinematog- 
rapher.  Don  Malkames.  purchased  a 
3.5mm  "BNC"  camera  and  has  shot 
over  two  million  feet  of  film,  to 
date,  in  filming  two  hundred  tele- 
vision shows.  During  the  entire 
photography  of  this  footage,  not  a 
single  screw  has  had  to  be  adjusted 
on  the  camera  since  it  left  the  fac- 
tory. This  same  cinematographer 
still   is   using   a   Standard   Mitchell. 


One    final    test:    new   Mitchells   are    checked    out    on    this 
moveable  test  stand  with  camera  focus  on  screen  patterns. 


purchased  28  years  ago.  right  along- 
side his  new  '"BNC." 

Operational  Testing  Pays 
At  every  step  of  its  manufacture 
and  assembly,  the  Mitchell  camera 
is  subjected  to  constant  control 
checks,  plus  tolerance  and  opera- 
tional examinations.  Assembling  the 
complete  camera  is  a  painstaking, 
methodical  procedure.  Final  inspec- 
tion includes  sound  tests  plus  lens 
calibrations  which  are  accomplished 
on  20  targets  set  at  distances  rang- 
ing from  1  foot  to  2.50  feet.  Minute 
inspection  is  made  of  special  double- 
exposure  test  films  photographed 
with  the  newly  completed  camera. 
Every  camera  leaves  the  plant  ready 


Theatrical  progress:  the  first  Mitchell  VistaVision  camera  delivered  to  Para- 
mount Pictures.  Shown  above  (I  to  r)  are:  Y.  Frank  Freeman,  vice-president  of 
Paramount  in  charge  of  Studio;  Gustav  Jonson,  Mitchell  engineer;  J.  D.  McCall, 
vice-president,  Mitchell  Camera;  Cecil  B.  DeMille,  producer-director;  and  Don 
Hartman,  executive  producer  at  Paramount. 

TV  film  show  trend  continues  as  Lucille  Ball  (right)  does  a  scene  for  "I  Love 
Lucy"  and  the  big  Mitchell  puts  it  on  film  for  editing  and  release  on  television. 


to  set  up  and  operate  as  soon  as  it 
has  been  unpacked. 

Mitchell  Saves  Hope's  Day 
A  recent  event  in  Oklahoma  C^it\ 
points  up  this  "ready  to  operate" 
characteristic.  A  well-known  pro- 
ducer had  just  received  his  new- 
Mitchell  camera  and  blimp  in  ship- 
ping crates,  when  Bob  Hope  arrived 
on  the  set  for  a  shontiriL'  sc(|iif'ncc. 


Hope  could  be  available  only  a!  thi? 
time.  The  fibii  had  to  be  shot  i.  iUi 
the  new  untried  camera  right  then — 
or  not  at  all. 

Camera  and  blimp  were  uncrated 
and  mounted  on  the  tripod.  The 
factory  grease,  applied  for  shipping, 
was  cleared  from  the  aperture,  the 
camera  loaded  with  film,  the  picture 
shot.  Everv  foot  of  film  was  perfect. 

Source  of  Special  Equipment 

In  the  110.000  square  foot  plant, 
in  Glendale.  Cal.,  the  Mitchell  Cam- 
era Corporation  produces  a  wide 
range  of  photographic  equipment. 
.'Xmong  items  manufactured  are:  the 
Mitchell  Background  Film  Projector 
used  in  motion  picture  studios;  the 
radically  new"  Vista-Vision  camera, 
developed  in  conjunction  with  Para- 
mount Pictures  Corporation;  tele- 
vision scanning  equipment  for  the 
Philco  Corporation;  and  a  number 
of  classified  new  types  of  cameras 
for   use  by  the   militarv. 

Reviewing  the  myriad  activities 
uf  the  Mitchell  Camera  Corporation. 
\  ice-President  J.  D.  McCall  com- 
ments. *'It  is  one  thing  to  create 
success — another  to  maintain  it.  U  e 
believe  this  can  only  be  accom- 
plished by  putting  into  each  Mitchell 
camera  the  type  of  workmanship 
which  defies  duplication."  ^ 


Educational  film  production:  the  Moody  Institute  of  Science  is  shown  filming  one 
of  its  widely  popular  films  with  a  Mitchell  16mm  camera  equipped  with  a  sound- 
proof   blimp.    This   equipment   is   also   widely    used    by    industrial    film-makers. 
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Production  scene  ciuring  the  making  of  GE's  "Form  Family  American" 

More  Power  to  the  Farmer 

FARM    THEMES    PLAY     KEY     ROLE     IN     GE     FILM    SERIES 


/'""KNERAi.  Electric  Company's 
^— •  More  Power  To  America  pro- 
gram, which  the  cornpan\  launched 
ten  \ears  ago.  was  designed  as  a 
means  by  which  GE  and  its  natural 
sales  allies  could  help  speed  the 
electrification  of  industry,  com- 
munity and  farm. 

To  accomplish  this  objective,  the 
company  brought  to  bear  many  dif- 
ferent methods  of  communication. 
One  of  the  most  important  of  these 
has  been  the  sales  development  pro- 
gram, consisting  of  30  More  Power 
To  America  films  released  to  date. 
Three  have  been  on  specific  indus- 
tries, nine  on  products  and  proces- 
ses, six  on  connnunit\  improvement, 
four  on  utility  relations,  two  have 
been  training  courses,  and  six  have 
been  on  farm  electrification. 

Farm   Films   Began    in   '45 

The  films  that  have  made  up  the 
MPA  farm  series  were  More  Power 
10  ihe  American  Farmer,  in  1945. 
which  proposed  a  joint  action  for 
farm  electrification  between  GE  s 
allies  and  itself:  Running  Water  on 
the  Farm,  in  1946.  which  pointed 
out  the  advantages  of  clean  run- 
ning water  on  the  American  farm: 
Green   Hay.   in    1947.  which  spelled 

A  colorlul  barn  dance  sequence  winds  up 
latest  ot  the  General  Electric  Company's 


out  the  advantages  of  barn  hav 
curing  and  which  later  won  a 
National  Farm  Safety  Award  for 
the  best  television  program  of  the 
year:  W eld i fig  on  the  Farm,  in 
1948:  Electrified  Farming,  in  1950. 
and  a  sound  slidefilm  on  Farm 
Wiring.  Now  in  1955,  a  seventh 
farm  program  has  been  added  to 
the  MPA  roster. 

Over   3,000   Prints   in   Field 

General  Electric's  sales  allies — 
electrical  manufacturers,  dealers 
and  power  companies — have  in- 
vested almost  S500.000  in  print  pur- 
chases of  these  MPA  films.  To  date. 
2.174  prints  have  been  purchased 
and  984  are  presentiv  on  deposit  in 
GE   Apparatus  Sales   offices. 

The  results  of  the  More  Poller 
to  .America  film  ]jrogram  thus  far 
indicate  that  it  has  been  a  major 
force  in  the  electrical  industry's  dec- 
ade of  greater  expansion.  In  1945. 
when  MPA  began,  a  specific  goal 
was  to  attain  an  increase  in  the  use 
of  electric  power  of  one  kilowatt 
hour  per  man  hour  by  1950  —  a 
25  ""V  better  than  had  ever  been 
done  before.  The  goal  was  more 
than  met  —  by  1950.  the  nation  was 
using  nearly  two  additional  kwh  per 

the  story  ot  "Form  Family  American" 
'More  Power  to  America"  film  series. 


man  hour.  \nd.  it  can  be  expected 
ihal.  Ii\  llic  end  of  1955.  kwh  per 
man  hour  will  have  more  than 
.li.ubled  the    1945   figure. 

The  importance  of  the  MPA  film 
programs  in  focussing  the  attention 
of  American  industry  on  the  need 
for  continually  increased  produc- 
tion can  not  be  underestimated.  It 
can  be  said  that  the  whole  More 
Power  to  America  series,  in  speed- 
ing the  growth  of  the  electric  in- 
dustry, is  also  speeding  the  growth 
(if  the  nation.  I^' 

*        «        * 

Story   Behind  the  Film 
"Farm   Family  American" 

*  Farm  Family  American,  27^;; 
mill.,  color,  was  written  and  di- 
rected by  Jack  Glenn.  Inc..  for 
GE's  Visual  Education  Section  in 
Schenectady.  Mr.  Glenn  spent  sev- 
eral weeks  living  on  typical  dairy 
farms  gathering  local  color  and  ma- 
terial. He  learned  a  lot  about  the 
facts  of  dairy  farm  life  and  his 
script  reflects  it. 

One  fact  in  particular  stands  out 
—  it  is  the  young  farmers  who  are 
making  the  changes.  Coming  back 
from  agricultural  schools  with  fire 
in  their  eyes  and  modernization  in 
iheir  minds,  they  just  aren't  in- 
terested in  doing  their  chores  the 
hard  wa)  — so  they  go  right  to  work 
on  father,  without  any  prodding 
from  the  electrical  people.  Mr. 
Glenn  also  found  that  it  isn't  just 
the  drudgery  dairy  farmers  object 
to  —  in  the  current  dairy  market  the 
farmer's  profit  margin  is  low,  and 
electrification  can  really  mean  the 
difference  between  a  profit  and  a 
loss.    Old    Bossv    won't    make    her 


keep  if  the  farmer  has  to  spend 
Ikuips  a  day  catering  to  her  indi- 
vidual needs. 

Farm  Family  .'Imerican  shows 
how  complete  electrification  cpf 
specific  farm  operations  works  to 
the  advantage  of  the  farmer.  It  re- 
flects Ihe  experience  GE  has  gained 
in  application  of  electricalh 
powered  equipment  on  the  farm. 
The  story  illustrates  the  plight  of 
two    first-generation    farm    families 


Electrified  silo  operation  helps  this  lad  do  a 
man-sized   iob  .  .  . 

whose  dairy  farm  efficiencx  is  hain- 
jiered  b\  outdated  farm  equipment. 
It  shows  the  efforts  of  young  adults 
in  each  family  to  convince  their 
parents  that  modern  electrified 
equipment  and  machinery  can  im- 
(irove  their  farm  operations  and 
profits. 

The  MPA  program  kit.  including 
the  film  and  related  printed  ma- 
terials, may  be  purchased  through 
(General  Electric  Apparatus  Sales 
Offices  li\  organizations  wishing  to 
ctinduct  campaigns  for  farm  elec- 
trification. The  film.  Farm  Family 
American,  is  available  on  free  loan 
from  all  offices  of  Association 
Films.  Inc..  347  Madison  Avenue. 
New  "^  ork.  U- 


Assembly-line  techniques  keep  this  modern 
dairy  born  spic  and  span;  its  the  ideal  of 
American  farm  families. 


But  farmer  Stoet;.-!  is  old-fashioned  ond  his 
daughter  Georgene  gets  the  sifent  treatment 
as    he    resists    changes. 


A    dramatic   moment   in    "Form    Family   Ameri- 
can"   as    Georgene    sets    out    to    do    a    man's 


iob  on  the  old  forir 


The  Occident  which  follows  brings  a  chonge 
of  heart  as  former  Sloetzel  heeds  the  coll  to 
modernization. 
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How  other  firms  are  improving 
business  with  pictures 


Lever  Bros,  saved  promotion  dollars 
^ith  Kodoslide  Projectors 

Previewing  promotion  displays  wai  once  a 
cojtty  job  at  Lever  Brothers  Company. 
Branch  managers  were  called  to  the  home 
office  for  a  showing  of  the  ac'ual  display 
pieces. 

Solution — inexpensive  color  slides  were 
made  of  each  piece  and  sent  out  in  sets  for 
the  m onagers  to  preview  on  Kodoslide 
Master  Model  Projectors.  Result — thousands 
of  dollars  saved  in  time  and  travel  expense. 


Pictures  sell 

better  than  samples 

The  Merrihome  Studios,  of  Katonoh,  New 
York,  design  table  lamps  for  exclusive  dec- 
orator shops.  "To  avoid  shipping  heavy, 
bulky  lamps  on  semiannual  selling  trips," 
says  this  company,  "we  phofogroph  them 
on  Kodochrome  Film  with  a  Kodak  Pony 
135  Camera.  We  show  the  slides  on  a  Ko- 
doslide Toble  Viewer. 

"The  lomps  are  photographed  fully 
lighted  against  fine  backgrounds.  This 
shows  them  off  to  belter  advantage  than 
would  be  possible  with  samples.  And  buy- 
ers give  Kodochrome  slides  much  more 
study  than  they  do  actual  samples.  Our 
Kodoslide  Table  Viewer  is  a  most  persua- 
sive 'solesmon'!" 


Steel  company  films  opera- 
lions  for  training  and  evaluation 

A  leading  sfeet  company  uses  the  I6mm. 
Cine-Kodak  Special  II  Camero  for  making 
a  wide  variety  of  training  ond  methods- 
study  movies:  on  operating  methods  to  show 
savings  to  other  districts,  on  use  of  safety 
equipment,  on  experimental  use  of  new 
equipment,  on  proper  housekeeping  and 
maintenance  methods,  on  demonstration  of 
detailed  manufacturing  steps. 

Even  under  the  extremely  adverse  film- 
ing conditions  in  a  steel  mill — intense  heat, 
freezing  cold,  and  flying  dust — the  Cine- 
Kodak  Special  II  does  on  excellent  job. 

How  can  YOU  use  photography  to  boost  fo/ei, 
ctrf  costs,  or  improvt  efficiency?  Your  Kodak 
Audio-Vitvol  Dealer  can  help  you  answer  this 
qyeslion. 


Power  tools  for  selling  power  tools 

Pageant  Sound  Projecfors  keep  4000  disfribufors  informed 
and  excifed  abouf  1500  Thor  Company  products 


"Movies  accomplish  a  major  part  of  our 
sales-training  job."  says  John  F.  Corkery 
of  the  Thor  Power  Tool  Co.,  Aurora,  Illi- 
nois. "And  they  do  it  better  and  at  lower 
cost  than  any  other  way  I  know  of. 

"With  our  first  16mm.  movie.  The  Inside 
Story  of  Thor  Power  Tools,  we  have  'taken' 
more  than  3000  distributor  salesmen  on  a 
tour  of  our  plant.  And  the  enthusiasm  the 
movie  has  created  among  these  salesmen 
has  paid  off  measurably  in  improved  sales 
performance." 

Power  tool  for  soles  training 

Thor  uses  22  portable  Kodascope  Pageant 
Sound  Projectors  to  show  the  movies  at 
regional  sales-training  meetings.  They  chose 
Pageants  because  they  offer  the  most  in  pic- 
ture and  sound  quality  and  in  reliability. 
"Especially  helpful  in  assuring  the  clarity 


of  our  sales  story,"  says  Mr.  Corkery,  "is  the 
sound-focusing  feature.  And  the  Pageant's 
lifetime  lubrication  eliminates  the  worry  of 
on-the-road  projector  breakdowns  and  the 
other  consequences  of  improper  oiling." 

Ask  for  demonstration 

Many  progressive  companies  like  Thor  are 
increasing  their  selling  efficiency  with  movies 
shown  by  Pageant  Projectors.  Chances  are 
movies  can  bring  added  sales  power  at 
lower  cost  to  your  business,  too. 

To  meet  your  most  exacting  require- 
ments, there  are  six  Kodascope  Pageant 
16mm.  Sound  Projector  models.  Ask  your 
Kodak  Audio-Visual  Dealer  to  demonstrate 
them  for  you.  Or  just  mail  the 
coupon  below  for  a  new  free 
color  catalog  of  all  Pageant 
Projector  models. 


r" 


EASTMAN  KODAK  COMPANY,  Dept.  8-V,  Roctiester  4,  N.  Y. 
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ELOX    SHOWS    PROCESS: 

(COjNTINL'ED     KRO.M      I'ACE     51  I 

seclioii  work-piece  split  and  an  ex- 
piisure  made.  Ilie  tank  was  filled, 
another  portion  of  the  cut  made 
and  then  the  draining  and  disas- 
sembling repeated. 

Although  it  took  the  producers 
almost  eight  hours  to  shoot,  the 
process  of  cutting  a  V'a  round  hole 
through  '/•>"  of  tungsten  carbide 
(which  ordinarily  takes  15  min- 
utes) is  shown  on  the  screen  in 
about  4.S  seconds.  A  bottomed  ca\  it\ 
cut  and  a  grinding  operation  are 
shown  by  the  same  technique. 

■'I  nderwater  — this  sequence 
shows  tlie  process  at  work  in  a  glass 
tank  filled  with  the  liquid  coolant  In 
explain  what  factors  must  be  con- 
trolled. 

Close-ups — near  the  end  of  the 
picture  show  examples  of  jobs  done 
h\'  the  new  process.  In  some  cases, 
magnification  on  a  six  foot  wide 
screen  will  be  150  times  larger  than 
actual  size.  These  sequences  are  em- 
ployed to  show  clearly  the  finish  the 
process  produces. 

The  scenes  are  accompanied  by  a 
narration  that,  while  technically  ac- 
curate, can  be  understood  by  lay- 
men. Showings  of  the  film  to  in- 
terested groups  can  be  arranged  h\ 
contacting  the  Elox  Corporation. 
740  !S.  Rochester  Road.  Clawson. 
Michigan. 


Intercom   Systems   Promoted 
in  Film,  "To  Keep  In  Touch" 

■¥  Privately-owned,  automatic  inter- 
communications systems  and  how 
they  meet  the  demands  of  modern 
business  are  the  subjects  of  To 
Keep  In  Touch,  sales  promotion 
film  sponsored  by  Kellog  Switch- 
board &  Supply  Co..  Chicago. 

A  project  of  Kellog's  Special 
Products  Division,  the  20  minute 
picture  was  developed  under  the 
supervision  of  Carl  Megelin,  sales 
manager  for  Kellog's  Chicago 
Select-o-phone  Branch.  Sarra.  Inc.. 
produced  the  film. 

Designed  for  use  by  Kellog's  55 
intercommunication  dealers  for 
showings  to  their  prospects.  To 
Keep  In  Touch  was  first  circulated 
for  special  dealer  screenings 
throughout  the  nation. 

Lighting  the  importance  of  pri- 
vate inside  dial  telephone  systems, 
the  film  analyzes  outside  and  inside 
communication  problems  facing 
modern  business,  industrial  and 
professional  organizations.  On-the- 
spot  scenes  show  how  intercom- 
nninication  systems  may  be  utilized 
to  meet  these  problems.  Banks, 
hotels,  clubs  and  many  types  of 
service    and     manufacturing     busi- 


What's  New  in  Business  Pictures 


nesses  are  among  the  users  and  po- 
tential users  depi<-ted  in  the  film. 

A  wide  <-hoice  of  s\ stems  are  j^rc- 
sented.  ranging  from  six-station 
units  to  complex  systems  which 
handle  thousands  of  inside  business 
calls. 

Case  histories  of  three  selected 
users  from  diversified  industries 
<lramatize  economv  factors,  ease  of 
operation,  executive  conference 
hook-ups  and  other  advantages  of 
these  automatic  systems. 

Distribution  of  the  film  is  being 
made    through    Chicago    offices    of 

k.-llogg. 

«        «        * 

Flower,   Lawn  Building   Facts 

In  "How  Green  Is  Your  Garden" 

+  Pictorial  ad\  ice  uti  flower-grow- 
ing   is   featured    in    How   Green    Is 


Your  Caiilen.  sponsored  by  the 
American  Agricultural  Chemical 
Compan\  and  now  available  on  free 
loan  from  Films  of  ifie  Nations 
regional  distributors. 

The  30-minute  16nnn  sound-color 
film  covers  the  latest  methods  of 
successful  lawn  building  and  care  : 
how  to  start  a  new  lawn  from  the 
first  rake-scratch,  how  to  feed  an 
established  lawn,  rebuild  a  neg- 
lected lawn. 

Projected  are  effective  methods  of 
planting  and  feeding  flowers  with 
special  information  for  rose  grow- 
ers and  hints  on  vegetables.  Com- 
bined with  closeups  of  favorite 
llowers  are  action  scenes  in  parks, 
playgrounds,  swimming  pools,  big- 
league  baseball  fields  and  race 
tracks,  a  golf  course  during  tourna- 


Business  film 

producers  for 

thirty  years 


Ihr  a '/  Slide  films  •  Motion  pictures  •  Films  for  TV 


Frederick  K. 


Company 


ment  play.  Such  locales  are  niailc 
more  attractive  by  being  framed  in 
flowers  or  exeniplif\  excellent  lawns. 
liequest  bookings  from  Films  of 
the  Nations.  62  West  45th  .St..  New 
^  ork  .%.  (his  oHicc  will  indicate 
(111-  nt-ar»--|   r>-^innal  di>tributor. 


Helping    tv    installers    is    "Up    She 
Goes"  a  new  Channel  Master  film. 

Channel  Master  Brings  Dealers 
Up  to  Dote  with  "Up  She  Goes!" 

♦  New  ideas  in  every  phase  of  tele- 
vision receiver  installation  are 
brought  to  the  screen  in  Up  She 
Goes! — sponsored  by  Channel 
Master  Corporation.  Ellenville.  N.^  . 

Produced  in  color  by  Paul  Hance 
Productions.  Inc..  .New  York  City, 
the  30-minute  film  is  to  be  shown  to 
tv  dealers  and  installation  men  at  a 
series  of  T\  Installation  Clinics  con- 
ducted by  Channel  Master  distribu- 
tors throughout  the  country. 

]  he  film  discusses  antennas,  rota- 
tors, masting,  and  couplers  in  a  pre- 
sentation designed  to  help  the  dealer 
take  advantage  of  every  profit- 
making  opportunity  by  informing 
him  of  today  s  latest  time-saving, 
labor-saving  installation  techniques. 

L  p  She  Goes !  w  as  produced  at 
the  request  of  distributors  and  deal- 
ers following  the  success  enjoyed  by 
Channel  Master's  first  technical 
film.  The  Antenna  is  the  Payoff. 
This  film  was  seen  by  more  than 
75.000  dealers  and  installation  men 
in  more  than  500  separate  showings. 

I  p  She  Goes  .'  is  available  on  loan 
from  the  sponsor  to  radio  and  tele- 
vision school  and  other  educational 
institutions.  I 

»        •        *  " 

"Law  of  the  Land"  Awarded 
Washington    Gold    Honor   Medal 

♦  \  2;i-iiiiiiiitt'  ciil.M  d.M  UMu-ntars . 
Law  of  the  Land,  produced  for 
Law  of  the  Land.  Inc..  New  York 
City,  by  Louis  W  .  kcllmaii  Prttduc- 
tions.  Philailelphia.  was  awariled  a 
fieorge  Washington  (Jold  Honor 
Medal  b\  the  Freedoms  Founila- 
tion. 

Presentation  of  the  award  to 
Executive  Producer  Louis  W  .  Kell- 
man.  Director  Paul  W  endkos  and 
Writer  Bob  Post  was  made  at  Valley 
Forge.  Imtne  of  the  Freedtims  Foun- 
dation  irii   W  ii>liiiii:|i>n°s  birthdav. 
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"Auricon  Pro-600" 

with  Single-Lens  "C"  Mount, 

Tele-Finder  Objective,  plus 

Standard  Auricon  Finder. 


"Auricon  Pro-600" 

with  Critical  Ground-Glass  Focussing, 

available  on  3-Lens  Turret  Model. 


THE  ALL  NEW 


immliig 

"AURICON   PR0-600" 

■^  Sell-blimped  for  completely  quiet  studio  operation.  The  whisper-quiet  film  flow 

of  The  "Auricon  Pro-600"  is  silent  proof  of  precision  design.  Your  sound-recording 
microphone  never  picks  up  "Pro-600"  Camera  noise! 

■^  600  ft.  film  Magazines  with  Auricon-Electromatic  Take-up, 
for  16  minutes  of  continuous  "Talking-Picture"  filming. 

■^  Synchronous  Motor  Drive  for  "Single-System"  or 
"Double-System"  Recording. 

•^  $1, 165.00  Hst . . .  for  Auricon  Pro-600  "Double-System" 
professional  picture-camera  with  built-in  features. 
Also  available  at  added  cost  is  "Single-System" 
equipment  for  Optical  Sound-Track-On-FUm,  "C-mounf 
Lenses,  View-Finders,  Film  Magazines,  3-Lens  Turret, 
Critical  Ground-Glass  Focusing,  Lens  Sun-Shades, 
Tele-Finders,  etc. . . 

■^  Sold  with  30  day  money-back  guarantee,  you  must 
be  satisfied! 


for  16mm  optical 
sound-on-ffi 


Write  for  free  illustrated  "Auricon  Pro-600"  literature 
and  price  schedule. 


Auricon 


SOUND  DKOUn 

t33S9.00 
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What's  New  in  Business  Pictures:  2 


Meet  Snub  Pollard  in  the  new  Internotionol 
Paper  Company  film  "Designed  to  Go  Places' 

Slapstick   Fun   of  Snub   Pollard 
Revived  in  Ray  WolfF  Picture 

■♦<  I  lif  WDiiilcrfiilK  Miickv  charac- 
ter created  by  Snub  PollarH  as  one 
of  Mack  Seniiett's  original  Keystone 
Kops  at  the  dawn  of  theatrical  mov- 
ies, will  come  out  of  decades  of  hi- 
bernation for  International  Paper 
Company's  new  sponsored  motion 
picture.  Designed  To  Go  Places, 
being  introduced  by  Raphael  G. 
W  olff  Studios.  Inc..  of  Hollywood. 

Pollard  makes  his  appearance  in 
a  black-and-white  prologue  to  the 
color  film,  to  establish,  with  his  in- 
imitable comedy  technique,  the  ludi- 
crously difficult  and  inefficient  meth- 
ods of  packaging  large  objects 
before  the  introduction  of  modern 
paper  containers.  Once  again  he 
sports  the  Gargantuan,  drooping, 
black  mustache;  the  flapping,  white 
cotton  gloves:  the  dispirited  white 
spats:  the  atrocious,  much-too-small 
black  derby,  and  the  huge,  tinny 
watch,  with  its  clanking  steel  chain, 
which  more  than  a  generation  ago 
helped  make  him  one  of  the  great 
comedians  of  the  silent  screen,  and 
which  w ill  evoke  heart-warming  nos- 
talgia to  many  a  viewer  of  Designed 
To   Go   Places. 

To  completely  maintain  the  mood 
of  early-day  ''flickers "  Pollard's 
scenes  are  undercranked  by  60  per 
cent,  the  sound  track  beats  out  a 
din  of  nickleodeon-inspired  piano 
music,  and  "dialogue  is  handled 
through  titles. 

\^  orking  w  ith  Pollard  in  the  pro- 
logue are  two  other  old-time  come- 
dians. Budd  Buster  and  Richard 
Cramer. 


"Greenbrier  Holiday"  Prints  Out 
for  16mm  and  TV  Release 
♦  The  Greenbrier,  177-year-old  re- 
sort located  at  White  Sulphur 
Springs,  West  Virginia,  recently  has 
released  a  16mm,  27-minute  docu- 
mentary in  color  and  black  white 
versions. 

Greenbrier  Holiday  takes  the 
viewer  on  a  vacation  at  the  historic 
spa  in  the  heart  of  the  .Alleghanv 
Mountains.  Write  the  Public  Rela- 
tions Department,  The  Greenbrier. 
White  Sulphur  Springs,  West  \a. 


"Massachusetts  Holiday"  Sings 
State's  Invitation  to  Tourists 
*  Massailiiisells  Holiila\.  a  30-min- 
ute  color  sound  motion  j>icture  sing- 
ing the  delights  and  attractions  of 
this  eastern  commonwealth  as  a 
vacation-travel  region,  was  pre- 
sented in  premiere  showings  in  all 
sections  of  the  state  during  March. 

The  film  is  the  newest  effort  of  the 
Massachusetts  Department  of  Com- 
merce to  promote  an  annual  half- 
million  dollar  tourist  industrv.  Rich- 
ard Preston,  the  department's  com- 
missioner, said  that  bookings  were 
being  listed — showings  have  been 
arranged  for  New  York  Citv.  ^'ash- 
ington.  D.C..  Philadelphia  and  Chi- 
cago. .\  number  of  television  sta- 
tions ha\e  requested  prints. 

Produced  by  Bay  State  Film  Pro- 
ductions. Inc..  Agawam.  Mass..  the 
film  was  supervised  by  .\mico  J.  Ba- 


rone.  director  of  the  state  agency's 
ilevelopment  and  promotion  di- 
vision. 

As  Massachusetts  Holiday  proves 
the  seasonal  pleasures  which  the  va- 
cationist can  enjoy  in  this  state,  it 
covers  all  the  sections  from  the  Berk- 
shires  to  the  Islands.  The  state's  his- 
torical appeal,  the  beauty  of  its  hills 
and  rural  areas,  the  drama  of  its 
long  and  fascinating  ocean  coastline 
are  inviting  elements  blended.  One 
finds  the  quiet  beauty  of  Boston  s 
Louisburg  Square,  the  surf  rolling 
on  beaches  of  Marthas  \  inevard, 
Cape  Cod  and  the  North  Shore.  The 
viewer  is  led  down  Nantucket  s  cob- 
bled streets  lined  with  the  mansions 
of  early  seafarers,  taken  to  the 
world-reknowned  Tanglewood  festi- 
val at  Lenox.  Old  Deerfield's  slum- 
bering past. 

Shots  of  race  week  at  Marblehead. 


mi 


m^ 


PEERLESS  Reconditioning 

Among  the  prints  in  your  Film  Library,  there 
are  undoubtedly  some  vi/hich,  through  hard, 
frequent  usage  have  been  damaged  —  with 
the  result  that  the  impact  of  your  message  on 
audiences  may  be  seriously  diminished. 

Our  many  years  of  experience  in  the  protec- 
tion, preservation  and  reconditioning  of  film 
can  profitably  serve  you  in  prolonging  the 
useful  life  of  your  prints. 

Peerless  Re-Condit'ioning  services  include: 


INSPECTION 
REPAIRS 

SCRATCH  REMOVAL 
"PBERLISS   TRIATMENT' 


CLEANING 

FOOTAGE  REPLACEMENTS 
REHUMIDIFICATION 
TO  RES/ST  FUTURE  DAMAGE. 


Get  longer  Life  for  Your  Prints! 
Cost?  Surpri'sing/y  low'  Write  for  Price  List. 


(jw' 


m 


EERLESS 

FILM  PROCESSING  CORPORATION 

165   WEST   46th   STREET,    NEW   YORK   36.   N.  Y. 
959  SEWARD  STREET,   HOLLYWOOD  38,  CALIF. 
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trout  fishing  in  Pioneer  Vall(-\. 
striper  and  giant  tuna  fishing  along 
the  coast  add  appeal.  The  potential 
vacationer  will  see  that  everv  thing, 
from  riding  the  swan  boats  in  Bos- 
ton s  public  gardens  to  skiing  and 
surf-boarding,  is  available  to  the 
visitor.  Here.  too.  in  the  cradle  of 
American  liberty,  he  will  see  world- 
renow  ncd  landmarks  —  teslimonv 
to  Massachusetts'  role  in  the  estab- 
lishment of  this  nation  :  Bunker  Hill, 
Kaneuil  Hall.  Paul  Revere's  home, 
Plymouth  Rock. 

Part  of  the  panegyric  qualitv  of 
the  film  is  a  group  of  ballads  bv 
.Mihon  Levy.  Bay  State  Film  official 
in  charge  of  tv  and  nmsic  writer. 
The  ballads,  sung  by  Al  Rawley  of 
Boston,  form  an  original  thematic 
setting.  .Narration  was  prepared  bv 
Edward  Knowlton  of  the  Bav  State 
Film  staff,  direction  was  bv  David 
Doyle,  vice-president  of  the  produc- 
tion companv. 

Any  organization  may  obtahi  the 
film  on  free  loan  by  writing  Amico 
J.  Barone.  Director  of  Development, 
Massachusetts  Department  of  Com- 
merce. 334  Bovlston  St..  Boston  16, 
Mass. 

*        »       » 

"Big  Trains  Rolling"  Available 
From  United  World   Films,   Inc. 

♦  Big  Trains  Rolling,  recent  16mm 
sound-color  film  sponsored  bv  the 
Association  of  American  Railroads 
will  be  distributed  by  United  World 
Films.  Inc..  New  York. 

The  film  emphasizes  the  service 
performed  by  American  railroads  in 
meeting  the  needs  of  agriculture, 
industry,  commerce  and  the  general 
public.  The  audience  rides  passenger 
on  an  eventful  overnight  trip  with 
two  young  people.  tra\eling  from 
city  to  city  through  the  scenic  won- 
ders of  the  great  outdoors.  From 
roundhouse  to  railroad  depot,  and 
along  the  open  rails,  the  complex 
operations  and  maintenance  of  this 
far-flung  transportation  svstem  are 
shown. 

Big  Trains  Rolling  is  available 
free  to  schools,  churches  and  other 
non-theatrical  audiences.  Write  to 
\  incent  Capuzzi.  Manager.  I  nited 
W  orld  Free  Film  Service.  144.S  Park 
Avenue,  New  Y'ork  29,  N.  Y. 

•        *       • 
Closed    Circuit   TV   Facility 
at  Consolidated   Film  Labs 
♦  (-urrent     operation     of    closed- 
circuit    television    projection   facili- 
ties at  ("onsolidated  Film  Industries. 
Hollywood,  marks  the  "first  such  in- 
stallation   available"'   to    processing 
laboratory  customers,  the  firm  has 
announced. 

In  operation  since  March  14.  the 
new  \  idicon  unit  enables  film  pro- 
duction personnel  to  see  how  their 
tv  release  prints  look  when  televised. 
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ONE-STOP  SOURCE  for  FILM  PRODUCTION  EQUIPT 


OLESEN  CHROMOSPOTS 

"^  Lighting 

Equipment 


OPTICAL  RECORDING 

is  here 
to  stay ! 


Acclaimed   by 

TV   stations, 

motion    picture 

producers    and 

major  studios 


OLESEN  lighting  is  recognized  the  world  over  for  extra 
versatility,  power  and  range  of  fine  lighting  so  essential 
to  catch  the  complete  detail  of  set  and  action  of  the 
camera.    All    sizes    from    lOOW    to    lO.OOOW. 


•  The  most  advanced  scien- 
tific engineering  —  produces 
unparalleled  evenly  distribu- 
ted illumination  across  the 
entire  field  at  full  speed. 

•  Meets  all  the  new  lighting 
requirements  of  color  tele- 
vision and  wide  screen  mo- 
tion  pictures. 

•  Better  light  control  and 
wider  versatility  of  illumina- 


tion for  every  requirement— 
from  small  spot  focus  to 
extra  wide  flood  focus  with- 
out "ghosts"  or  dark  center 
spot    found    in    other    lamps. 


•  Cooler  in  operation;  pro- 
longs lamp  life.  Outstanding 
for  sturdiness  and  durabil- 
ity, yet  about  one-third  light- 
er for  easy  handhng  and 
maneuverability    on    the    set. 


WRITE  FOR  CHAOMOSPOT  CATALOG  illustrating 
complete  line  of  lighting  equipment  and  accessories 


ARRIFLEX-the  ONLY  16miii 
CAMERA  OF  ITS  KINO 


Professional  I6mm  Mirror  Reflex  Shutter  Camera. 
Atdaimed  the  most  advanced  in  the  field— unique 
for  its  many  features  and  outstanding  for  its 
workmanship. 

View  and  focus  thru  taking  lens  during  actual  shooting. 
Bright,  big,  clear,  superbly-defined  vertical  finder  image, 
magnified  lOX.  No  parallax;  no  need  for  accessory  finders. 
100'  loading  spool.  400'  magazines  available.  Pilot  Pin 
Registration  gives  absolute  picture  steadiness.  6V  motor 
slides  into  housing,  permits  use  of  standard  tripods.  For- 
ward and  reverse  switch.  Synchronous  motor  available. 
Complete  with  Reflex  Shutter,  turret,  motor,  tachometer. 
^/50  fps.  matte  box,  frame /footage  counter,  cable... .81,475 
Compiefe  fine  of  Arrifiex  products  in  stock. 
Write  for  illustrated  brochure 


PROTECTS 

YOUR  PRECIOUS 

ORIGINALS 


of    12   stock   models,    16    35    70mm. 


for  rv  stations.  Industrial 

Producers,  Phofo-finishers, 

MicrofilmerSf  Colleges, 

Small  Labs,,  etc. 

•  A  tru3  one-man  lab — entirely  automatic, 
requires  little  attention  and  no  special 
skill. 

•  Develops  film   in  minutes  after  shooting. 

•  Protects  your  precious  negatives  and 
soundtracks,  dry-to-dry  in  minutes. 

•  Assures  sharp,  clear,  permanent  images. 

•  Daylight  operation — no  darkroom  required. 

•  3  speeds  for  different  film  emulsions. 

•  Stainless    steel    tanks   with   water   jackets. 

PRICES  START  AT  $1095 

WRITE    FOR    ILLUSTRATED    BROCHURE 

Among  recent  Bndgomafrc  purc/iosers  ore; 

station  KOUB-TV,  Lubbock,  Texas 

Capital  Film  Service,  East  Lansing,  Mich, 

Shaw  Hospital,  Lowell,  Mass. 

U.  S.  Army,  Frankford  Arsenal,  Philadelphia,  Pa. 

A.  I.  Dupont  Inst.  (Nemours  Foundation),  Wil„  Del. 

U.  S.  Naval  Microfilm  Laboratory,  Washington,  D,  C. 

A    PRODUCT    OF    FILMLINE   CORP. 


Do  your  own  trans~ 
ter  or  re-recording 
from  magnetic  or 
optica/  to  35mm 
film 


The  LATEST  BLUE  SEAL  35nini  FILM  RECORDER 

•  Rolory  film  drum  with  •  Synchronous  motor  115V 
stabilizer.  single  phase  or  220  volt 
-          .       ■            1        J  ■*  phose. 

•  Completely  enclosed  gear  ,    ,        „    ,,   „    ,,  ,,  . 
j^j^^  •  Takes  Bell  &  Howell  type 

mogaiines- 

•  Film   footage   counter  •   Precision   machined   thruout. 

If  you  have  a   I6mm  Auricon  or  Maurer  you  can 
now  use  your  present  amplifier  equipment 

BLUE  SEAL  35mm  Recorder  without  gaivanometer; 

Req.  $5000 - NOW  $2695 

BLUE  SEAL  35mm  Recorder  with  Auricon  Modulite 

Galvanometer;    Reg.  $5500 NOW  $3190 

BLUE  SEAL  35mra  Recorder  with  Maurer 

Negative/Positive   Dual  Track;    Reg.   $7500 NOW  $4645 

BLUE  SEAL  35mm  Recorder  with  Blue  Seal 

variable  area  dual  bi-Iateral  track 

galvanometer:    Reg.   $6500 NOW  $3895 

1000    it.    Film    Magazines  EACH  $165 


BAROWELL  &  McALISTER 
MULTIPLE  STRIPLITES 


AT(A 

FRACTION  OF  \TS 

ORIGINAL  PRICE 


Extends  from  4  to 
15  it.  high.  For  in- 
doors and  outdoors. 
3  Striplites,  each 
with  4  swivel  sock- 
ets and  switch, 
holds  twelve  150W 
R40  lamps — totaling 
1800W  illumination. 
Folds  compactly  in- 
to portable  size.  Tripod  stand  has  two  folding  lYk"  tubular 
steel  arms  28"  long,  to  which  striplite  lamp  heads  ore 
attached.  Each  head  measures  2"  long  x  21/4"  x  3"  high: 
includes  weatherproof  cable  and  plug.  Rolling  stand  has  three 
4"  rubber  tired  casters.  Can  also  be  used  with  Color-Tran 
converters.  Excellent  condition.  Original  U.  S.  Government  Cost 
$180    - '    Now    Only   $29.50 

Same  witti  One  Striplite.  holds  four  150W  projector  lamps .  $22.50 

Multiple  Striplite  Lamp  Heads  Only $  4.95 

Telescopic  Tripod  Stand  Only  with  3  brackets $19.95 


^he  JjepartmentJbtore  of  the  If  lotion  f-^lciure  J^nduitr^ 


S.O.S.  CINEMA  SUPPLY  CORP. 


Dept.  H,  602  WEST  52nil  STREET,  NEW  YORK  19,  N.  Y. 

Phone:  PLoza  7-0440  Cable:  SOSOUND 
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What's  New  in  Business  Pictures:  3 


Martin-Senour  Point  Co.  has  just  released  the 
third  in  o  series  of  soles  promotion  stidefilms 
.   .   .  scene  above   is  from   "Color   in   Action," 

"Color  In  Action"  Added  to 
Martin-Senour   Paint   Solesplx 

"•f  Color  In  Action,  tlio  third  in  a 
series  of  sales  promotion  slidefiliiis 
produced  for  Martin-Senour  Paints, 
has  been  completed  by  Sarra.  Inc. 

The  new  12-niinute  film  intro- 
duces the  sponsor's  latest  paint 
merchandising  medium  —  the  Cus- 
tomized Color  Center — to  dealers 
and  their  sales  personnel.  How  the 
CCC  unit  fits  into  the  dealer "s  paint 
color  sales  effort  and  how  it  meets 
the  paint  color  needs  of  retail  buy- 
ers are  photo-told  in  the  film. 

The  picture  says  that  the  new- 
unit  provides  every  needed  color 
selection  for  both  interior  and  ex- 
terior paints  —  without  special 
equipment  or  huge  supplies  of  paint 
in\entories. 

Color  In  Action  was  written  bv 
V^  ayne  A.  Langston.  directed  and 
photographed  by  Rav  Mueller  un- 
der the  supervision  of  Harry  Vi . 
Lange.   Sarra  production   manager. 

In  addition  to  Color  In  Action, 
Sarra  also  has  produced  two  other 
sound  slidefilms  for  Martin-Senour. 
Color  Comes  oj  Age  depicts  the  his- 
tory of  colors  in  paint  frotii  the 
beginning  of  mankind  down  to 
present  day  concepts  and  use.  Op- 
portunity On  Wheels  deals  with  the 
company's  line  of  automotive  paints 
and  finishes.  A  fourth  film  currently 
is  in  production  in  Sarra 's  Chicago 
studios. 

Distribution     of    these    films    is 
handled     through    Martin -Senour's 
headquarters  in  Chicago. 
^         »         • 

Slidefilm  Coaches  Clothiers 
on  Pushing  du  Pont's  "Orion" 
■X  " Aclijcd  \  aluf'  is  the  simple  psy- 
chological weight  of  present  day 
salesmanship  according  to  Selling 
nith  the  Modern  Touch,  a  15-minute 
retail  sales  training  sound-slidefilm 
on  the  commercial  appeal  of  men's 
apparel  made  with  "Orion"  acrvlic 
fiber,  a  product  of  E.  I.  du  Pont  de 
Nemours  and  Company.  The  film  is 
being  offered  on  free  loan  to  stores. 
By  demonstration  and  repetition, 
the   film    and    an    illustrated    folder 


supplement  drill  the  salesman  on 
the  advantages  of  Orion  in  regular 
weight  suits  and  casual  garb.  Quaint 
but  effective  historical  cartoon  sym- 
bol!, and  neat  line  drawings  coach 
llii-  salesman  by  crediting  Orion 
with  giving  suits  a  "truly  luxurious 
hand:  a  new  light  weight  comfort, 
a  lasting  shape  and  press  retention." 

After  learning  the  customer's 
style,  color  and  price  preference, 
move  in  with  the  modern  touch, 
says  the  trainer :  stress  the  value 
your  customer  wants  most,  point 
out  new  values — the  modem  custo- 
mer wants  clothes  that  combine  ad- 
vantages. The  salesman  is  reminded 
that  a  ^u\i  customer  can  become  a 
slacks  or  sport  coat  customer — and 
vice  versa. 

The  color  film  can  be  shown  on  a 
standard  .3.5mm  combination  sound- 


slide  projector  or  on  a  3.5mm  pro- 
jector and  a  3.3-1  3  rpm  record 
player  with  microgroove  needle. 

For  information  on  how  to  ob- 
tain Selling  nith  the  Modern  Touch 
I  and  folder  I  write:  Product  Infor- 
mation Section.  Textile  Fibers  De- 
partment. E.  I.  du  Pont  de  .Nemours 
and  Company.  Inc..  \X'i!niiiigtoii  08. 
Delaware. 

Household    Finance    Filmstrip 
Gives  Tips  on  Wardrobe  Buying 

♦Being  Will  ilir>M-cl  cli-|>i-i](l>  iriore 
on  careful  thought  in  planning  and 
building  a  wardrobe  than  on  the 
amount  of  monev  spent — a  new 
color  filmstrip  lecture  is  passing  this 
message  to  organizational  audiences, 
courtesy  the  Consumer  Education 
Department  of  the  Household  Fi- 
nance Corporation. 


TRI-ART 
COLOR 

Rivals  the  Rainbo\\ 

•  35mm   color   releose   prints     \ 

•  Kodochrome  printing 

•  16mm   Kodachrome   enlarged   to 
35mm    color 

•  35mm    filmstrips 


Let  our  Tri.An  Color  Specialists  show  you  how 
to  make  prints  that  will  do  a  better  selling  job. 


colorX  corporation 


IB. 


245    WEST   55th    STREET,    N.Y.    19,   N.Y.      •      PIA2A   7-4580 

For  Complete  Information  an  Any  Phase  of  Color 
Block  &  White  Printing  Fill  in  Coupon  and  Moil. 
Tri-Art  Color  Corp. 
245  West  55lh  Street,  New  York  19,  N.  Y. 
Gentlemen: 

Please  send  me  more  information  on 


City  &  Zone— 


l/n/.c  Sense  With  Your  Clothing 
Dollars,  a  film  companiim  to  a 
Household  Finance  booklet.  "Money 
Management.  ^  iiur  Clothing  Dol- 
lar, shows  how  principles  of  ward- 
robe planning.  bu)ing  and  care  as 
developed  in  the  booklet  are  put  into 
practical  use  to  help  a  fatnilv  solve 
its  clothing  problems. 

.\  .'i.itnm  silent  filmstrip  in  color, 
.Make  Sense  ...  is  accompanied  by 
a  script  to  be  read  as  the  pictures 
are  shown.  How  to  decide  what 
clothes  are  needed  and  how  to  fit 
costs  into  the  total  budget  are  ex- 
plained to  give  every  viewer  |H-r- 
sonal  help  that  will  assist  him  in 
making  wiser  choices  and  better  use 
of  his  clothing  dollars.  Basic  infor- 
mation on  proper  fit.  good  work- 
manship, and  suitable  fabrics  in 
clothing  are  depicted. 

The  film  is  available  on  free  loan 
for  one  week.  Reservations  should 
be  made  at  least  one  month  in  ad- 
vance. The  booklet  is  available  for 
10  cents.  Either  film  or  booklet  or 
both  may  be  obtained  from  the 
Consumer  Education  Department, 
Household  Finance  Corporation, 
919  .North  .Michigan  .\\e..  Chicago 
11.  111. 

*        «        * 

"Movie-like"    Filmstrips   Show 
Lutheran   Inner  Missions  Work 

♦  Two  dramatic  filmstrips  are  being 
used  by  the  Lutheran  Board  of  Inner 
Missions  of  Pennsylvania  and  ad- 
jacent states  to  explain  its  work. 

Susan  Brooks  shows  how  a  young 
couple  find  personal  satisfaction  bv 
actively  entering  into  the  work  of 
Inner  Missions.  It  illustrates  the 
various  jobs  that  the  Inner  Missions 
Board  does  through  the  local 
church. 

Lost.  One  Boy  portrays  the  prob- 
lems that  a  young  couple  face  when 
they  decide  to  take  a  child  from  a 
broken  hottie  into  their  life.  Also 
pictured  is  the  work  that  the  Inn.  i 
.Missions  Board  does  in  the  plan 
inent  of  the  child  and  the  way  propri 
solutions  to  the  problems  brinu 
great  happiness  to  all  concerned. 

Both  filmstrips  were  produced  Iv 
Good  News  Productions.  Inc.,  Chi- 
ter  Springs.  Penn.  Two  years  aii.i. 
Good  News  experimented  with  a  dc 
parture  in  filmstrips.  employing  iii.i 
tion  picture  techniques  of  lightiiii: 
and  editing  in  the  production  xi 
200- frame  filmstrips  for  the  Presb\- 
terian  Board  of  Christian  Educa- 
tion. Because  of  the  success  achicvi d 
by  these  methods,  the  saitie  pattern 
was  followed  in  the  making  of  the 
Lutheran  filmstrips. 

Information  regarding  these  film- 
strips  ma\  be  obtained  by  writiiij 
to  the  Lutheran  Board  of  Inner  Mi> 
sions.  1228  Spruce  St..  Philadelphia. 
Penn. 
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"Did  You  Say 

i    INKING 
and 

A  ^ 

PAINTING 

• 

Yes,film-art  service 
renders  your  animation 
faithfully   and    in    any 
technique. 

For 
Pre- 

nking.  Painting  and 
Camera  check  call 

CIRCLE  6-2426 

filni-art  s  f « v  i  c  e 

41    WEST  47TH   STREET 
NEW   YORK  36,   N.Y. 

Acefofc  fendefingj 

or  An'imaied  Cartoons,  Visual  Aids, 
Sl,der,lms. 

GEO.  W.  COLBURN    LABORATORY   INC. 

/64     NORTH      W  A  C  K  £  R     Df!IV£'CHICAGO    6 
TELEPHONE      STATE      2-7316 


16mni 
SERVICES 


The  Golden  Reel  Awards 

(CONTINUED  FROM  PAGE  S I \ T  E  E  N  I 
("ompanv  lOhiol:  produced  hy  Maslowski  Pro- 
ductions. Till'  Hereford  Heritage,  entered  and 
sponsored  bv  the  American  Hereford  Associa- 
tion: produced  bv  MPO  Productions;  distrib- 
uted bv  Farm  Film  Foundation. 

Category  13:  Recreation 
Golden  Reel  Award:    Split   the  Ring,   entered, 
produced  and   distributed  by  Audio-Visual  Cen- 
ter.   Indiana  L  niversitv'. 

Recofinition  of  Merit  Certificates  to:  Dearborn 
Holiday,  entered,  produced  and  distributed  by 
Ford  -Motor  Conipanv :  The  Fantastic  500.  en- 
tered and  distributed  by  Dynamic  Films.  Inc. 
Learning  to  Run,  entered,  produced  and  dis- 
triliuled  by  Lighthouse  Films.  T/k"  Rules  of 
Golf  Etiquette,  entered,  produced  and  distrib- 
uted by  National  Educational  Films.  Inc.: 
sponsored  by  United  Stales  Golf  Association. 

Category  14:  Religion  and  Ethics 
Golden  Reel  Award:  Souls  in  Conflict,  en- 
tered and  distributed  by  Billy  Graham  Evangel- 
istic Films;  produced  by  Great  Commission 
Films.  Inc.  in  co-operation  with  Anglo-Scottish 
Films. 

Category    15:    Safetv   Films 
Golden  Reel  .\ward:    Paddle    a    Safe    Canoe, 
entered,    produced    and    distributed    by    Aetna 
Casualty  &  .Surety  Co..  Public  Education  Depart- 
ment. 

Category    16:    Sales    and    Promotion 
Golden  Reel  Award:    Counter    Measures,     en- 
tered and  distributed  by  Eastman  Kodak   Com- 
pany:   produced   by    Informational   Films   Divi- 
sion.  Eastman   Kodak  Co. 

Recognition  of  Merit  Certificates  to:  Dear 
Mr.  Customer,  entered  and  distributed  by  Reu- 
ben H.  Donnelley  Corporation:  produced  by 
John  Sutherland  Productions.  The  Mne  Lives 
of  a  Sale.'^rnan.  entered  and  produced  by  Henry 
Strauss  &  Co.;  sponsored  and  distributed  by 
Pan-American  World  Airways.  The  Purple  Cow. 
entered,  produced  and  distributed  by  Dynamic 
Films.  Inc.  The  Road  forward,  entered  and 
produced  by  John  .Sutherland  Productions; 
sponsored   by  Kraft  Foods   Company. 

Category   17:  Science  Films 
Golden  Reel  Award:     ABC  of  Jet   Propulsion. 
entered,   sponsored   and   distributed    by  General 
Motors  Corporation:    produced  by   Sound   Mas- 
ters. Inc. 

Recognition  of  Merit  Certificates  to:  Men. 
Steel  ami  Earthquakes,  entered  and  sponsored 
bv  Bethlehem  Pacific  Coast  Corporation:  pro- 
duced bv  Gene  K.  Walker  Productions:  distrib- 
uted by  Princeton  Film  Center.  Seijriz  on 
Protoplasm,  entered  an<l  produced  bv  J.  M.  B. 
Churchill;  distributed  by  Educational  Film 
Library   .Association.   Inc.  g' 

Editor's  Note:  The  sponsored  film  The 
Story  of  Light  was  the  winner  of  the  Golden 
Reel  Award  in  Category  21:  Classroom  Films. 
This  film  was  entered  and  sponsored  by  Gen- 
eral Electric  Company  and  produced  by  Trans- 
film  DoUywood,  in  Holland  by  Joop  Gesink. 
Other  categories  and  awards  including  sound 
slidefilm  winners  to  be  listed  in  a  subsequent 
issue  according  to  space  available. 


DO  YOUR  FILMS 
JUST  ENTERTAIN? 


OR  DO  THEY  GET 

ACTIOMiooi 


OUR  CLIENTS  SAY- 
"GANZ  FILMS 

GET  ACTION! 


WILLIAM  J.  GANZ  COMPANY.  INC. 

PRODUCERS  AND  DISTRIBUTORS 

OF  MOTION  PICTURES,  SLIDE  HLMS 

AND  TV  COMMERaALS 

40  East  49th  Street 

New  York  17,  N.Y. 

Eldorado  5-1443 

NOW  IN  OUR  36  Ik  YEAR 
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Three  Films  Help  Taxpayers 
Face  Internal  Revenue  Rigors 
•♦f  Increasing  columns  of  newspaper 
advice  and  a  time-extension  did  nut 
preclude  the  mass  headache  «liirli 
spreads  at  the  approach  of  the  an- 
nual income  tax  deadline.  Serving 
as  visual  aspirin  for  the  immediate 
pre-April  13  <leadliiie  da\s  this  )ear 
were  three  short  films  which  help 
American  earners  with  their  filing 
problems. 

Produced  for  the  Iniled  States 
Internal  Revenue  Service,  the  films 
were  circulated  to  television  sta- 
tions nationally.  The  project  is  spon- 
sored bv  Lniversal  CIT  Credit  Cor- 
porali*tn.  a  subsidiarv  oi  CIT  Fi- 
nancial  Corporation. 

Tom  Noone.  executive  director  of 
Fibnbuilders.  Ltd..  Washington, 
producers  of  the  series,  announced 
that  the  films  were  planned  to  fit 
into  established  local  tv  programs 
as  well  as  to  be  shown  individually 
or  in  series  as  a  complete  program 
offering. 

Two  of  the  films  employ  live 
photography  and  were  produced 
under  the  general  title.  Tax  Tips. 
The  third.  The  Fable  of  Phineas  P. 
Filewell.  uses  the  filmograph  tecli- 
nique  and  deals  \vith  the  adven- 
tures and  misadventures  of  a  car- 
loon  character. 

Distribution     of    the    permanent 
loan   prints  to  each   tv  station   was 
accomplished  by  field  personnel  of 
the  Internal  Revenue  Service. 
*        »        » 

SMPTE-Navy    Film,   "Jiffy," 
Checks    Projector    Performance 

♦  The  Jiffy,  a  short  test  film  for 
rapid  checking  and  demonstration 
of  16mm  projector  system  perform- 
ance, has  been  developed  by  the 
Society  of  Motion  Picture  and  Tele- 
vision Engineers  in  collaboration 
with  the  U.S.  Navy. 

The  "jiffy"  film  is  available  to 
16mra  projector  manufacturers, 
audio-visual  education  organiza- 
tions, repair  shops  and  camera 
stores.  It  provides  a  simple  check  or 
demonstration  of  projector  perform- 
ance in  the  four  minutes  required 
to  run  135  feet  of  film. 

Although  it  requires  no  test  in- 
struments. The  Jiffy  facilitates 
checks  for  faithful  reproduction  of 
wide-range  music,  picture  steadi- 
ness, uniform  picture  brightness, 
flutter,  correct  sound  track  guide 
adjustment,  normal  volume,  sound 
focusing  in  both  standard  and  non- 
standard emulsion  positions,  fre- 
quency response  from  oO  to  5000 
cycles  and  dialogue  intelligibility. 

The  Jiffy  niav  be  obtained  from 
SMPTE,  .55  West  42nd  St.,  New 
York  .Se,  for  S10..50. 

BUYERS    READ    BUSINESS    SCREEN 


AUDIO-VISUAL   FACILITIES  AT   N.A.M.   HEADQUARTERS 


Joining  the  parade  of  leading  U.S.  industries  and  trade  groups  who  hove  set 
up  model  audio  and  visual  facilities  is  the  National  Association  of  Manufac- 
turers with  this  new  170-seat  board  room  at  New  York  City  headquarters. 


If  you're  in  the 
MOVIE  business 


1 


.  .  .  one/  MUST  have 
Good    Color    Prints 


UM": 


Q<M*^, 


Qo.. 


. . .  fhe  only  mofion  picture  lab  that  prints  and 
PROCESSES    in    its   own    Kodachrome   plant! 


THE   CALVIN    CO. 

1105  TRUMAN   ROAD 
KANSAS  CITY  6.  MISSOURI  —  HA.  1230 


Natl.  Assn.  of  Manufacturers 
Shows  Model  N.Y.  Facilities 
"¥  I  he  .National  .Association  of  Man- 
ufacturers moved  into  new  head- 
quarters at  2  East  4Hth  St..  .New 
^  iirk.  last  year,  bringing  together 
all  parts  of  the  organization  which 
had  formerh  occupied  space  in 
three  separate  buildings.  The  entire 
operation  has  been  streamlined  for 
more  efficiencv  and  economical  op- 
eration of  the  Assrtciation's  activi- 
ties. 

A  feature  of  the  new  NAM  head- 
quarters is  a  board  room,  seating 
170.  where  the  board  of  directors 
and  the  various  association  commit- 
tees will  meet.  Previously  it  was 
necessary  for  such  meetings  to  be 
held  in  hotels  throughout  the  city. 

The  new  Board  Room  contains 
the  last  word  in  audio  and  visual 
equipment — only   lacking  a   projec- 


Folding   doors   convert   the    large 
board    room    into    smaller    units. 

tion  booth  to  make  a  fine  room  for 
any  kind  of  film  showings.  It  has 
folding  doors  which  roll  away  on 
tracks,  permitting  the  room  to  be 
divided  into  two  equal  parts  with 
automatically  operated  projection 
screens  built  into  walls  in  both  sec- 
tions of  the  room.  The  speaker "s  lec- 
tern raises  or  lowers  automatically 
on  pushing  a  button.  Hanging  from 
the  ceiling  at  some  20  or  .30  spots 
about  the  room  are  microphones,  all 
controlled  from  one  panel  at  the 
lectern.  -\t  the  head  of  the  room  are 
three  reversible  panels  built  into  the 
wall  with  blackboard  and  flannel 
surfaces  on  opposite  sides. 

To  permit  the  greatest  flexibility, 
the  new  Board  Room  has  an  adja- 
cent serving  kitchen,  with  ovens  and 
ice-making  machines  equal  to  al 
most  an\   occasion. 


Victor  Projector  Operation 
Depicted   in  Training   Film 

♦The  new  Model  ().)  line  of  Victor 
lOnun  Sound  Motion  Picture  Pro- 
jectors, manufactured  by  the  \  ictor 
Animatograph  Corporation.  Daven- 
port. Iowa,  is  the  subject  of  Oper- 
lion  anil  Care  oj  the  I  ictor  16mm 
."^oiiiiil  Projector ,  anil  minute 
sound  film. 

A  ireative  approach  has  be  .  n 
used  to  illustrate  set-up.  threading, 
operation,  cleaning  and  lubrication 
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of  the  projector.  Produced  for  Inter- 
national Film  Bureau.  Incorporated, 
bv  Gilbert  Altschul.  producer  of 
educational  films,  the  demonstration 
picture  sets  out  procedure  for  the 
operator  to  follow.  Closeups  detail 
threading  technique  and  the  film 
takes  the  viewer  through  sound  and 
picture  quality  control. 

The  new  fihn  is  availahle  through 
the  sponsor:  International  Film 
Bureau,  Incorporated.  .57  \^  .  Jack- 
son Blvd.,  Chicago  4.  III.,  or  from 
authorized  Victor  distributors  and 
dealers.  The  film  is  available  in 
color  or  black  white. 


"Cellomafic    Projection"    Used 
in  Prudential  TV  Film  Series 

♦  Successful  application  of  Cello- 
matic  projection  may  be  seen  by 
viewers  of  the  CBS  television  net- 
work show,  i  ou  Are  There,  spon- 
sored by  the  Prudential  Insurance 
Company  of  America. 

The  Cellomatic  technique  is  uti- 
lized in  a  film  series  which  explain 
some  of  the  intricate  concepts  of  in- 
surance via  a  "magic  blackboard" 
on  which  illustrations  animate  them- 
selves. 

Production  of  these  films  as  well 
as  complete  technical  co-ordination 
of  the  process  was  handled  bv  Lux- 
Brill  Productions.  Inc.,  Brooklvn. 
New   York. 


WANTED -FILM 
SALES   EXECUTIVE 

Top  Producer  theatrical  travel 
films  needs  experienced  Sales- 
man with  excellent  contacts  and 
personal  following  in  trans- 
portation and  tourist  fields, 
foreign  and  domestic! 
This  is  our  Production  Spe- 
cialty and  Sales  Executive 
should  be  able  to  bring  in  top 
accounts  in  this  field. 
K\\  replies  kept  strictly  con- 
fidential. 

Write  Box  55-3D 

BUSINESS   SCREEN 

7064  Sheridan  Road,  Chicago  26 


Film  Title  Printing  Is  One 
of  Vital  Arts  of  Production 

M  The  making  of  titles  is  one  of  the 
least  known  of  the  many  services 
that  make  up  a  finished  motion  pic- 
ture. It  is  not  at  all  a  printing  proc- 
ess of  just  pushing  a  lever  where- 
upon a  perfect  title  comes  out.  In 
fact,  title  printing  is  an  art  con- 
siderably removed  from  that  of  a 
printer  or  typographer. 

In  simplest  terms,  motion  picture 
titles  are  sheets  of  clear  film,  called 
eels,  upon  which  letters  are  printed 
with  rolls  of  black,  white  or  colored 
foil.  To  make  the  foil  stick  to  llic 
eel,  the  type  must  be  healed  to  an 
exact  temperature. 

Beyond  that,  each  title  shop  has 
its  own  secrets,  involving  methods 
of  temperature  cotitrol.  exact  regis- 
tration, humidity,  pre-treatment  of 
the  foil  for  optinmm  results,  eel 
handling,  and  the  making  of  travel- 
ing or  wide-screen  titles. 

Robert  B.  Knight,  head  of 
Knights  Title  .Service,  in  IVew  York, 
has  been  in  the  title  business  for  a 
good  many  years,  but  even  today  he 
is  learning  things  from  his  chief 
technician.  Enrique  Martinez,  con- 
sidered to  be  one  of  the  top  motion 
picture  title  men  in  the  country. 

Mr.  Martinez,  a  native  of  Mexico, 
has  been  printing  titles  for  21  years, 
with  Knight  for  the  past  four  years, 
and  previously  with  Ferdinand  Del- 
gado.  Inc.  He  is  not  only  a  master 
of  his  unusual  trade,  having  origi- 
nated methods  which  have  greatly 
improved  the  modern  motion  pic- 
ture title,  but  combines  his  outside 
interests  to  great  effect  in  the  title 
business.  He  speaks  five  languages, 
and  even  more  important,  is  letter- 
perfect  in  the  "title  credit  language 
used  in  20  or  .30  other  countries. 

This  skill  is  plenty  useful  when 
the  Knight  shop  receives  a  job  with 
orders  to  make  titles  in  27  lan- 
guages, including  such  as  Vietna- 
mese, Icelandic,  Ilongo  and  Hindi. 
Ordinarily,  this  sort  of  thing  is  duck 
soup  for  Mr.  Martinez,  but  just  in 
case  an  order  for  a  really  hard  lan- 
guage comes  in.  he  has  a  shelf  of 
foreign  dictionaries. 


COLOR  SLIDEFILMS 

FOR  INDUSTRY 

COLOR  FILMSTRIPS 

FOR  EDUCATION 

Specialized  equipment  and  the  know-how  of  a  group  of  specialists  who 
have  produced  over  450  color  films.  If  you  have  a  production  problem, 
contact  Henry  Clay  GIpson,  President  .  .  . 

FILMFAX  PRODUCTIONS,  10  E.  43,  N.Y.  17,  N.Y. 


scratch  removal 


COSTS  LESS  THAN  YOU  THINK! 


Films  are  couriers  of  goodwill  for  yotir  company — whatever 
their  message.  Scratched,  dirty  Bhn  prints  not  only  dim  your 
message  but  deliver  an  unwanted  message  of  their  own — that 
you  are  careless  of  your  company's  prestige.  You'd  be  surprised 
how  little  it  costs  to  keep  up  appearances.  A  short  vacation  with 
us  gives  your  fihns  a  new  appearance,  a  new  life. 

Our  exclusive  RAPID  WELD  process  chemically  reconditions 
film  so  that  imperfections  like  scratches,  "rain",  oil-stains  and 
briltleness  disappear — your  film  looks  like  new! 

Why  not  join  the  scores  of  Business  Screen  readers*  who  regu- 
larly send  us  their  precious  originals,  negatives  and  prints  se- 
cure in  the  knowledge  that  they  will  receive  our  prompt,  meticu- 
lous treatment  and  expert  care — for  only  pennies  per  foot. 

*  To  list  only  a  few:  Aetna  Life,  Bell  Telephone.  Am.  Medical 
Assn.,  Nat.  Audubon  Soc.  RCA-TV,  CBS-TV,  ABC-TV,  Ziv  TV, 
Alcoa,  Am.  Can,  Am.  Cyanamid.  Ford  Motor.  Gen.  Electric, 
IBM,  Pan  Am.  Airways,  United  Airlines,  E.  I.  duPont,  U.  S. 
Steel,  Penn.  Water  &  Power,  Swift,  Ansco,  Eastman  Kodak, 
George  W.  Colbum  Lab.,  Ace  Film  Lab.,  Caravel  Films,  Color 
Ser\'ice.  Jam  Handy  Org.,  Mecca  Film  Lab..  Precision  Film  Lab., 
Sarra.  Transfilm.  Warner  Bros.,  United  Artists,  Paramount. 

16  and  35  mm 
ORIGINALS  •  NEGATIVES  •  KODACHROMES  •  PRINTS 

RAPID  FILM  TECHNIQUE,  INC. 

est^iblished  1939 
21  West  46th  Street  •  New  York  36,  N.  Y.  •  JU  2-2446 


NEEDS     THE- 


EVERY      FILM      EDITOR 

CAMART 

TIGHTWIND   ADAPTER 

UNIVERSAL  MODEL 

HERE  ARE  8 
REASONS   WHY: 

•  JUNKS    SPLIT    REELS    &    FLANGES 

•  Designed  to  fit  standard  rewinds. 

•  Chrome-plated  BALL  BEARING 
film  guide  roller. 

•  For  left  ond  right  side  rewinds. 

•  Core  adapter  for  16mm  and  35mm 
male  and  female  plastic  cores. 

•  Saves  storage  space  and  reels. 

•  Eliminates  film  cinching  and  abrasions. 

•  Does    not    interfere    with    normal    use    of    the    rewind. 

PRICE:     $29.00     -     MONEY     BACK     GUARANTEE! 

Winds  16mm  or  35mm  film  quickly  and  smoothly  on  plastic  cores. 
Now  used  by  film  libraries,  laboratories,  editing  departments, 
animators,  film  opticals  and  film  handling  rooms.  Special  models 
made  to  order  for  Little  Giant  and  Dynamic  rewinds  and  for  large 
reels  up  to  5000  feet.  Send  for  descriptive  literature. 

THE  CAMERA  •  MART,  inc. 

Phone:    Circle   6-0930 
CABLE:    CAMERAMART 


1845   Broadway  at  60th   St. 
NEW  YORK  23,   NEW  YORK 
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SHELDON   NEMEYER 

Audio  Productions  Appoints 
Sheldon    Nemeyer   as   Sales  Mgr. 

M  The  appoiiUiiient  of  Sheldon  Ne- 
meyer as  sales  manager  of  Audio 
Productions.  Inc.  has  been  an- 
nounced by  Frank  Speidell.  presi- 
dent of  the  Eastern  production  or- 
ganization. A  former  Navy  film 
executive.  Mr.  Nemeyer  was  intro- 
duced to  sponsors  and  members  of 
the  industry  via  the  full  page  an- 
nouncement on  another  page. 

^^  idely  known  and  well  liked 
throughout  the  field,  Mr.  Nemever 
brings  considerable  experience  to 
his  new  post.  \^  e  extend  him  our 
best  for  a  long  and  successful  career. 
«        *        «- 

Two  Named  Assistant  Treasurers 
at  Pathe  Laboratories,  Inc. 

♦  Appointment  of  W  alter  S.  Prusie- 
wicz  and  Burton  H.  Bastedo  as 
assistant  treasurers  of  Pathe  Labo- 
ratories. Inc..  has  been  announced 
by  James  L.  \^'olcott.  executive  vice- 
president. 

Prusiewicz  has  been  chief  ac- 
countant of  the  lab  since  1951,  com- 
ing to  Pathe  from  a  position  with 
Pictorial  Films.  Inc.  He  is  co-chair- 
man of  the  Motion  Picture  Industrv 
Credit  Group  of  the  National  Asso- 
ciation of  Credit  Men. 

Bastedo  came  to  Pathe  from  its 
parent  company.  Chesapeake  Indus- 
tries. Inc..  where  he  was  controller. 
He  has  been  with  Chesapeake  Indus- 
tries for  the  past  10  years,  spending 
one  year  of  this  time  with  a  former 
subsidiary.  Eagle  Lion   Films.   Inc. 

*        *        it 
Wanda  Duke  to  Depicto  Films 

♦  Miss  \^  anda  Duke  has  joined  De- 
picto Films,  Inc.,  New  York,  in  the 
capacity  of  art  department  produc- 
tion manager.  John  Hans,  president, 
recently  announced. 

Miss  Duke  has  been  in  the  film 
industry  for  14  years,  participating 
in  various  phases  of  slidefilm  and 
animation  production.  Currently 
she  is  directing  her  efforts  at  De- 
picto Films  to  the  production  of 
wide  screen,  anamorphic  slidefilms. 


Movielab's   25th   Anniversary 
as  Firm  Continues  Its  Growth 

■¥■  This  month  marks  the  25th  .An- 
niversary of  Movielab  Film  Labo- 
ratories, Inc.,  now  engaged  in  a 
large  expansion  of  its  facilities  in 
the  big.  and  newly  re-named, 
Movielab  Building,  at  619  'Rest 
51th  Street.  New  York. 

The  new  space  arrangement. 
co\ered  by  a  ten  year  "million  dol- 
lar" lease,  is  representative  of  steady 
growth  of  the  Movielab  organiza- 
tion over  the  past  25  years.  Presi- 
dent Saul  Jeffee  recalls  his  first 
independent  operation  as  a  "hole- 
in-the-wall"  rack  and  tank  develop- 
ing lab,  housed  in  one  room. 

Today.  Movielab  is  one  of  the 
largest  independent  labs  in  the 
East,  and  the  largest  processor  of 
foreign  films  in  this  country. 

Ever  since  his  entrance  into  the 


laboratory  end  of  the  motion  pic- 
ture business.  Mr.  Jeffee  has  been 
active  in  iillcmpting  to  bring  in- 
creased moti<in  picture  production 
back  to  New  York  City,  birthplace 
of  the  movies. 

He  has  also  played  an  important 
role  in  the  fight  to  keep  New  ^  ork 
as  the  capital  of  TV  broadcasting. 
The  only  way  to  keep  the  motion 
picture  end  of  the  TV  industry  in 
New  ^ork.  according  to  Mr.  Jeffee. 
is  to  offer  the  same  quality  and 
technical  abilitv  once  a\ailable  only 
in  Hollv\\ood. 

Hartley  Occupies  New  Quarters 

♦  Hartlev  Productions.  Inc.  has 
moved  to  a  new  building  at  339 
East  48th  Street,  New  York.  The 
new  headquarters  include  two  large 
sound  stages,  work  shops,  editing 
rooms  and  storage  space. 


Films  are  under- 
stood  belter    and    re- 
membered   longer  —  wiiti 
Victor's  superb  sound  and  pic 
nire  quality. 

The  new  VICTOR   1  6  mm 
SOUND    PROJECTOR 

is  easy  as  1-2-3  to  operate 

IEasy  3-spot  threading  .  .  .  over  sound 
drum,  through  film  gate,  on  to  single 
drive  sprocket. 

2  Easiest  to  operate  (with  finger-tip  con- 
trol panel,  softly  illuminated).  Start 
motor,  turn  on  lamp,  adjust  sound 
volume. 
61  Easiest  on  your  films  —  3-spot  safety 
•I  film  trips  protect  films  by  stopping 
projector  immediately  in  case  of 
emergency. 

%  VICTOR, 


YOU  CAN  TAKE  IT  WITH  YOU 
The  new  Victor  is  lightweight! 
Carry  it  with  \ou  from  tlepanment 
to  department,  from  plant  to  plant, 
or  from  cit\'  to  cit\-.  \'ictor  is 
smartly  styled,  too  .  .  .  looks  like 
fine  luggage  and  isn't  an\-  larger. 

SEND    FOR    FREE    FOLDER   TODAY 


Dept.  L-35, 


ioaiaoh 


iUC) 


Davenport,   Iowa,   U.  S.  A, 
New  York  —  Chicago 

Qualify    Motion    Picture    Equipment    Since    1910 


Crawley   Films   Ltci.    Names 
Donald    Carter   Production    Head 

♦  Donald  F.  Carter,  long  a  British 
motion  picture  executive,  has  been 
appointed  to  succeed  Quentin  Brown 
as  director  of  production  at  Crawley 
Films  Limited.  Ottawa,  Canada. 
Brown  « ill  head  a  new  Crawley  tele- 
vision division  in  Toronto. 

Before  coming  to  Canada,  Carter 
was  executive  producer  of  the  Gau- 
mont  British  Specialized  (spon- 
sored! Film  Unit.  As  production 
head  at  Crawley's,  he  will  direct  the 
work  of  six  production  crews  whose 
assignments  often  take  them  to 
Europe,  the  Caribbean  and  South 
America  as  well  as  all  parts  of 
Canada.  He  also  will  be  in  charge  of 
scheduling  work,  music,  recording, 
script  writing,  animation,  cameras 
and  lighting. 

Since  1948.  Carter  has  repre- 
sented the  J.  Arthur  Rank  interests 
in  the  Association  of  Specialized 
Film  Producers  and  in  1950  became 
the  Associations  vice-president.  In 
1950  he  was  elected  to  the  Board  of 
the  British   Film  Production   Fund. 

Sharkey  Joins  Telecine 

as  Director  of  Photography 

♦  F.  D.  .^harkey.  for  the  past  nine 
\ears  cameraman  at  Coronet  In- 
structional Films,  has  joined  the 
staff  of  Telecine  Film  Studios,  Inc.. 
Park  Ridge.  111.,  as  director  of 
photography. 

In  his  new  position.  Sharkey  ;is- 
sumes  responsibility  for  the  tech- 
nical excellence  of  all  Telecine  mo- 
tion picture  productions.  He  has 
more  than  275  films  on  various  sub- 
jects to  his  credit.  J 
«        <        »  ■ 

Animation  Firm  Retains  Agency 

♦  Ihe  Animation  Equipment  Corp., 
New  Rochelle.  New  York,  has  re- 
tained Friend,  Krieger  and  Rader, 
Inc.,  New  York,  as  its  advertising 
agency. 

Oxberry  cameras,  optical  printers 
and  animation  equipment  will  be 
promoted. 
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E.   B.   "Mike"  McGREAL 


McGreal   Becomes   President  of 
Houston  Color  Film  Labs 

♦  E.  B.  "Mike"  McGreal  has  been 
named  president  of  the  Houston 
Color  Film  Laboratories,  Inc..  of 
Burbank.  Cal..  color  film  processors. 

McGreal  brings  to  his  new  job  a 
background  of  experience  and 
thorough  knowledge  of  the  indus- 
try. The  first  of  his  plans  for  ex- 
panding the  company's  operations 
«i]l  be  announced  shortly. 

For  26  years.  McGreal  has  been 


I  ti;i\e  to  giyc  .t  fcllou  pnnhiter 
my  right  arm  in  tiie  form  of  my 
present  assistant,  a  production  co- 
ordinator .ind  expediter  of  rare 
ingenuity,  t-xtellcnt  all  rr)und  film 
liackground.  and  outstanding  edu- 
cation. He  hasn't  yet  heard  of  the 
•iO-iiour  week,  and  if  faced  with 
tlie  impossible  always  says.  "Maybe 
can  do"  .  .  .  and  most  often  does! 

POLICY  OF  THE  MOMENT 
MAKES  HIM  AVAILABLE.  LET 
MY    LOSS    BE    YOUR    GAIN 

Write  Box  789 
BUSINESS   SCREEN 

489   Fifth    Ave.,    New    York    17 


associated  with  the  motion  picture 
industry  in  Hollywood,  haying 
joined  MGM  in  1929.  Later  he  was 
associated  with  W  arner  Brothers.  In 
19.54  he  became  yice-president  of 
the  Houston -Fearless  Corp..  manu- 
facturers of  motion  picture  studio 
and  processing  equipment. 

#  *        » 

Herb  Silver  Radiant  Sales  Mgr. 

♦  Kadiant  Manufacturing  Corpora- 
tion. Chicago  manufacturer  of  pro- 
jection screens,  has  appointed  Herb 
Siher  as  district  sales  manager  for 
New  England  and  L  pstate  Nei\ 
^  ork.  His  headquarters  will  be  in 
Boston. 

Silyer  has  a  background  of  eight 
years  in  the  photographic  field  with 
extensiye  sales  experience  at  both  re- 
tail and  distributor  leyels. 

*  *        • 

Visualscope,  Inc.  Joins  Field 

♦  \  i>ualsriij)i-.  Inc..  with  offices  at 
ll>3  Park  Ayenue.  New  York,  is  a 
new  firm  formed  to  produce  film- 
strips,  slides,  presentations,  art,  and 
other  seryices  connected  with  the 
film  and  teleyision  industry. 

President  of  the  new  company  is 
John  H.  Rose,  Jr.,  previously  with 
Training  Films,  Inc. 

Manny  Rey.  former  art  director  at 
Transfilm  Incorporated,  is  vice- 
president:  and  Robert  G.  Taylor, 
also  formerly  with  Training  Films, 
Inc..  is  secretar\ -treasurer. 
«         «         * 

TV  Specialty  Equips  Caldwell 

♦  Television  Specialty  Company  has 
recently  shipped  a  Hills  Filmatic 
processing  machine  to  S.  \^ .  Cald- 
well Ltd.,  Toronto.  The  Hills  Fil- 
matic is  a  special  machine  that  will 
process  60  to  80  feet  a  minute  of 
negati\e  film  and  115  feet  per  min- 
ute of  positive  film.  This  is  the  first 
processing  machine  TSC  has  ship- 
ped to  Canada  and  is  part  of  the 
complete  film  processing  lab  that 
S.  W.  Caldwell  Ltd.  has  recently  in- 
stalled as  part  of  its  TV  service 
facilities. 


FILM  ASSOCIATES 

OF            MICHIGAN 

1          610       NORTH       WOODWARD      AVENUE 

1  BIRMINGHAM,  MICHIGAN 

1          TELEPHONE       MIDWEST       4-3619 

ESTABLISHED    IN    PENNSYLVANIA    IN    1940 
REORGANIZED      IN     MICHIGAN      IN      1953 

^i.iacc<iteeC  Stccdio<i  in 

DETROIT -CHICAGO -NEW   YORK 
BALTIMORE  -  WASHINGTON 
ST.   LOUIS -NEW   ORLEANS -HOUSTON 
SAN   FRANCISCO -LOS   ANGELES 

JAMES  E.  MacLANE,  Executive  Producer 

20  YEARS   PROFESSIONAL  EXPERIENCE   IN   FILM   PRODUCTION 

$tieet 

NeMYoTK36,W. 


QTCcinmeveialS 
Slides 


Headquarters  for  Motion  Pictures 
and  Slide  Films  to  stimulate  ACTION 


America's  most  versatile 
sound  slldefilm  projector. 
Compare  and  you'll  buy 


SOUNDVIEW 


Only  SOUNDVIEW  offers  these  unex- 
celled features:  Removable  8"  speaker 
with  25  ft.  cable  for  best  placement  in 
front  of  large  group  audience.  Standard 
and  long  playing  records.  High  quality 
sound.  Brilliant  picture.  Fan  forced  air 
cooled.  Easy  operation.  Compact,  light 


in  weight.  Projector  is  removable,  can 
be  used  as  independent  remote  push- 
button control  projector  for  35mm  strip- 
film.  Automatic  operation  on  either  high 
or  low  frequency  systems.  300  watt  and 
500  watt  models  available.  Accommo- 
date all  2  X  2  slides. 


Telephone  Circle  7-6797 


AUTOMATIC  PROJEaiON  CORPORATION 

282  Seventh  Avenue,  New  York   1,  N.Y. 

Please  send  brochure  on  complete  line  of 
SOUNDVIEW  audio-visual  equipment  for 
cither  automatic  or  manual  sound  slidefilm 
operation,  also  information  on  35mm  remote 
control  pushbutton  stripfilm  projectors  only. 
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Reference  Shelf 

FILM  CATALOGS  &  BOOKLETS 
ON  PRODUCTION  &  EOUIPMENT 

United  States  Steel  Films 
Listed   in    14th   Corp.   Catalog 

*  The  I  tilted  Stales  Steel  (Corpora- 
tion has  released  the  1  llh  edition 
of  its  motion  picture  eatalosr  which 
contains  information  on  11  films 
sponsored  and  rurrently  being  dis- 
tributed by  the  Corporation  and  its 
various  subsidiaries. 

Two  new  motion  pictures  are  in- 
cluded in  the  listing:  Iron  Ore  from 
Cerro  Bolivar,  a  16mm,  31-minute 
film  in  Kodachromc  on  the  discovery 
an<l  development  of  a  new  iron  ore 
mine  in  \  enezuela :  and  The  Wail- 
ing Harvt'M,  a  color  film  running 
23  minutes  and  available  in  16nim 
and  35mm.  This  is  a  story  of  L  nited 
States  Steels  production  of  basic 
chemicals  from  coal. 

Details  on  the  distribution  of 
these  and  other  films  relating  to  the 
steel  industry  are  given  in  the  19 
page  catalogue.  Advice  on  the  han- 
dling of  prints,  conditions  under 
which  films  are  loaned,  a  short  his- 
tory of  I  SS'  sponsorship  of  indus- 
trial films  and  tips  on  how  to  best 
use  films  complete  the  contents.  The 
catalogue  is  available  from  L  nited 
States  Steel  Corp.,  525  William 
Penn  Place,  Pittsburgh  30,  Pa. 
«        *        « 

Van   Praag  Circulates  Second 
Booklet   on   Production   Material 

♦  "Take  Slock  Of  Your  Picture,'' 
the  second  of  a  .series  of  pocket-sized 
motion  picture  handbooks,  has  been 
circulated  to  a  select  list  of  advertis- 
ing agency  film  executives  by  Van 
Praag  Productions.  New  \  ork.  pro- 
ducers of  television,  industrial  and 
commercial  pictures. 

The  booklet,  illustrated  with  film 
samples,  tells  the  superv  isor  or  pro- 
ducer what  t)'pe  of  film  to  use,  or 
what  type  of  film  has  been  used  in 
a  given  circumstance.  The  folio  also 
contains  information  on  sound  and 
film   recording. 

The  first  booklet  in  this  series, 
'The  Lens  In  Your  Picture,"  is  a 
dissertation  on  how-  lenses  are  used 
in  the  production  of  motion  pic- 
tures. 

Assembled  and  edited  by  William 
Van  Praag,  president  of  the  com- 
pany, the  handbooks  are  314  by 
8V2  inches  and  bound  in  a  heavy 
stock,  three-fold  cover.  Each  one 
bears  the  following  on  the  cover: 
'"Motion  pictures  are  made  by  men 
vith  materials.  Since  the  materials 
are  available  to  anyone,  it  follows 
that  the  quality  of  the  pictures  de- 
pends upon  the  men  who  produce 
them." 


Guide    to    Projection    lamp    Use 
Offered  by  Sylvanio   Electric 

*  ""Projection  Lamp  Buying.  a 
booklet  illustrating  Sylvania  pro- 
jection lamp  types,  details  and  uses, 
has  been  announied  by  H.  W. 
Jones,  photolamp  merchandising 
manager.  Sylvania  Electric  Prod- 
ucts.  Inc. 

■'For  some  time  the  need  for  as- 
sembling under  one  cover  a  com- 
pendium of  information  on  projec- 
tion lamps  has  been  evident."  Jones 
said.  "The  new  "Projection  Lamp 
Buying  Guide'  is  the  result  of  this 
need. " 

The  new  guide  contains  informa- 
tion on  specifications  and  voltage 
ratings,  base  and  filament  diagrams, 
lamp  construction  details  and  lamp 
characteristics  and  technical  data. 

\  feature  of  the  booklet  is  a  series 
of  four  lamp  guides  covering  8mm 


projectors,  16mm  projectors,  minia- 
ture slide  and  slidefilin  projectors, 
and  glass  slide  and  opaque  copy 
|irojectors.  It  also  contains  a  series 
of  the  questions  most  asked  about 
projection  lam[)s  and  the  answers. 
(Copies  of  the  guide  will  be  available 
through  the  various  Sylvania  dis- 
Iriil  ollices. 

»        «        » 

19-Page  Kodak  Guide  Lists 
Expert  References  in  the  Field 
♦  \  new  booklet  listing  authorita- 
tive sources  of  information  on  all 
pha.scs  of  photography,  amateur  and 
professional,  has  just  been  published 
liv  the  Eastman  Kodak  Companv 
under  the  title,  ""Kodak  Books  and 
Guides." 

The  Kodak  publications  described 
in  this  19-page  guide  have  been 
prepared  by  experts  in  their  re- 
spective   photographic    fields.    They 


Movie  ot 

TVCirdes 


CAPITAL 

FILM  LABS,  INC. 

•^  Formerly  McGeary-Smith  * 


'ephone  Lawrence  6- 


1905  Fairview  Ave.,  N.E.,  Washington  2,  D.C. 


include  the  latest  authoritative  in- 
formation on  both  general  and 
specific  photographic  subjects,  in- 
cluding the  industrial,  scientific  and 
graphic  arts  fields. 

It  is  available,  free  of  charge, 
from  the  Sales  Service  Division, 
Eastman  Kodak  Companv,  Roches- 
ter 4,  N.  Y. 

*  «       * 

"Scotch"   Brand   No.    190  Tape 
Discussed    in    3-Page    Bulletin 

*  Characteristics  and  application 
of  ""Scotch  "  brand  No.  190  "Extra 
Plav*'  magnetic  tape  are  discussed 
in  "".Sounil  Talk"  bulletin  No.  .30 
now  available  on  request  from  Min- 
nesota Mining  and  Manufacturing 
Co..  900  Fauquier  St..  St.  Paul  6. 
Minn. 

The  three  page  bulletin  covers 
the  phvsical  and  magnetic  specifica- 
tions of  the  new  tape  and  is  illus- 
trated by  two  charts  showing  com- 
parative frequency  response  cur\es 
and   layer-to-layer  signal   transfer. 

The  new  No.  190  tape,  which 
employs  a  high-remanance  oxide 
coated  on  a  thinner  acetate  backing, 
was  introduced  by  the  3M  Company 
recentlv  and  is  said  to  boost  re- 
cording   time    on    anv    machine   by 

50%. 

*  *        * 

Revere    Recorder    Guide    Book 
Details    Tape    Uses    in    Business 

*  The  Kevere  Tape  Recorder  Guide, 
a  practical  manual  for  recording 
macliine    users,    is    now    available. 

A  non-technical  book,  the  guide 
tells  the  user  how  to  get  the  most 
out  of  his  equipment  and  avoid 
common  errors.  \S  hile  this  manual 
is  aimed  at  owners  of  Revere  re- 
corders, it  will  be  ser\iceable  to 
all  tape  recorder  users. 

Many  new  uses  for  the  tape  re- 
corder  in  business  and  education 
are  detailed,  including  dictation 
voice  training,  music  practice,  mak- 
ing sound  eifects  and  sound  tracks 
for  silent  pictures.  The  127-page, 
pocket-size  book  is  illustrated  with 
photographs  and  diagrams.  The 
book  was  written  by  Dr.  Kenneth 
J.  Tvdings.  author  of  camera  guide 
hooks. 

The  Revere  Tape  Recorder  Guide 
is  the  first  in  a  series  which  Tyd- 
ings  Book  Publishing.  Inc..  is  sched- 
uling for  publication  during  1955. 
It  will  he  followed  by  guides  to  the 
other  leading  makes  of  tape  re- 
corders. The  book  is  available  in 
radio,  camera,  book,  music  and  dc 
partment  stores. 

5th   Annual   Production  Review 

*  A  few  remaining  copies  of  the 
recent  5th  .Annual  Production  Re- 
view Issue  of  Bi  SINESS  Scrf:e\  are 
available   at   S2.(X)  per   copy. 
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Closeup    on    Moy     Edge     Number    Unit 

'55  Model  Moy  Visible  Film  Edge 
Numbering    Machine    Announced 

■^  S.O.S.  (jiu'iiia  SuppK  (_l<np.  is 
now  iiiarketing  a  new.  1955  model, 
of  the  Moy  Visible  Film  Edge  Num- 
bering Machine,  featuring  a  newly 
improved  inking  system. 

The  machine  simplifies  the  task 
of  checking  titles  and  footage.  It 
eliminates  the  necessity  of  using  film 
'"originals"  for  editing  by  substitu- 
ting a  work  print  which  can  later  be 
matched  with  the  original  for  edge 
numbering.  Lengths  of  fades  and 
dissolves  vary  and  laboratories  find 
edge  numbering  indispensable  in 
determining  the  number  of  frames 
when  editing  the  work  print.  Where 
titles  are  replaced  by  commercials 
in  films  distributed  to  television  sta- 
tions, the  problem  of  identification 
is  solved  by  edge  coding.  As  film  be- 
comes older,  mishaps  occur  and 
where  frames  are  broken  the  projec- 
tionist can  readily  identify  film  that 
is  numbering  between  the  perfor- 
ations. TV  stations  and  film  dis- 
tributors can  number,  code  and 
catalog  every  film  before  its  release. 

The  Moy  machine  can  also  be 
used   for  numbering  magnetic  film 


For    16mm.   Film  —  400'  to  2000'   Reels 

Protect  your  films 

Ship  In  FIBERBILT  CASES 

Sold  di  leading  dealers 


because  all  parts  coming  in  contact 
with  the  tape  are  made  of  non- 
magnetic material.  The  numbering 
block  itself  has  no  effect.  .Aside  from 
identification,  numbering  catalog- 
ing, and  editing,  the  use  of  this  ma- 
chine saves  valuable  time  and  sim- 
plifies the  handling  of  film  from  the 
lab  to  the  exhibitor. 

Printing  the  Footage  Number 
The  various  units  of  this  de\ice 
are  mounted  on  a  cast  aluminum 
base  with  a  bright  black  enamel  and 
polished  chromium  plate  finish.  The 
film  movement  is  non-intermittent. 
Numbering  is  done  by  an  auto- 
matically operated  metal  numbering 
block  which  prints  the  footage  num- 
ber on  the  film  at  each  revolution 
of  the  sprocket.  The  film  subsequent- 
ly passes  over  a  series  of  rollers  and 
elevators  before  being  rewound.  A 
bristle  brush  and  felt  pad  are  fitted 
to  keep  the  numbering  block  clean. 
A  central  lubricating  point  is  pro- 
vided for  all  working  parts  of  the 
main  mechanism.  Film  capacity  is 
1600  ft.  on  the  16mm  model  and 
1000  ft.  on  the  35mm  model  with 
any  model  adaptable  to  2000  ft. 
Printing  speed  is  50  ft.  per  minute. 
The  16mm  model  prints  between  the 
perforations  only:  the  35mm  be- 
tween the  perforations  or  on  the  out- 
side edge. 

Standard  Block  Has  6  Figures 
The  standard  numbering  block  is 
for  6  figures  either  with  2  handset 
and  4  automatic  figure  wheels,  or  3 
handset  and  3  automatic.  Both  nega- 
tive and  positive  films  can  be  num- 
bered. Power  supply  coupling  is  bv 
a  special  plug,  suitable  to  take  flex- 
ible tubing;  also  a  built-in  switch  is 
provided.  The  machine  is  made  for 
16mm.  17' ..mm.  35mm  and  easily 
adaptable  to  65  70mm  for  the  new 
Todd  AO  Process,  as  done  for  the 
American  Optical  Companv. 

The  previous  "wick"'  method  has 
been  replaced  by  a  series  of  transfer 
rollers  feeding  the  ink  directly  to 
the  numbering  block,  .\nother  fea- 
ture is  the  "ink  flo""  control  adjust- 
ment assuring  correct  and  even  ink 
application.  Present  Moy  owners 
may  replace  their  old  inking  as- 
sembly with  a  new  unit  at  nominal 
cost. 

Recent  Installations  Are  Noted 
Among  new  installations  of  the 
Moy  machine  are  those  at  Consoli- 
dated Film  Industries.  Cinerama. 
Inc..  W.  A.  Palmer  Films.  Columbia 
Broadcasting  System.  Moodv  Bible 
Institute.  Fischer  Photographic 
Laboratories.  U.S.  Department  of 
Agriculture,  Movielab  Film  Labora- 
tories. Reeves  Soundcraft  Corp..  and 
Holland  &  Wegman. 

BUYERS    READ     BUSINESS    SCREEN 


•  DOCUMENTARY 
•TRAVEL 

•  SPORT 

•  CONSERVATION 

•  WILDLIFE 


CHELMSFORD 
MASSACHUSETTS 


"The  Fi'nesf  In  Outdoor  Films" 


It  Sells- 
On  Sight 

THE   COMPLETELY 
DEPENDABLE  SALESMAN 
SELLING  YOUR  PRODUCT- 
YOUR  STORY-ENDLESSLY 
WITHOUT  SUPERVISION 


-■"itS!*- 


•  Self-contained  speaker 

•  800-foot   continuous  film   reel 


Performs  in 
lighted   room 

Self-contained  screen 
•    Pre-threaded  film 

DiRLcr  sales  arc  easier  .  .  .  promotion  more  potent  .  .  .  training  work 
simpler  .  .  .  operating  costs  dramatically  lower  with  the  Busch  CINE- 
S.ALESM.AN  16mm  continuous  movie  projector  on  your  staff.  Hundreds 
of  CINES.'\LESM."\N  projectors  are  now  selling  for  scores  of  national 
concerns  everywhere.  Look  for  the  CINES.^LESMAN,  it's  sure  to  catch 
your  eye  and  e.ir  at  conventions,  sales  presentations,  displavs.  point  of 
sale  locations,  trade  shows  ...  in  fact,  anwhere  and  ever\ivhere  that 
sound  and  motion  are  combined  for  more  effective,  potent  sales  impact. 
Color  or  black  and  white,  sound  or  silent,  anv  1 6mm  film  works  al- 
ways in  the  CINESALES.MAN  ...  and  the  Busch  CINESALESM.\N 
alwavs  works  for  vou! 


BUSCH    FILM    &    EQUIPMENT    COMPANY 

*  Saginaw,  Michigan 


212  South  Hamilton  Street 
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the  mark  of 

excellence  in 

commercial  films 
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CATE  &  MCGLONE 

films  for  industry 
1521  cross  roads  of  the  world 
Hollywood  28,  California 


the  proof 


the  projector! 

WHERE   OUR    16  MM   lAB    AND    SOUND 
RECORDING  SERVICES  ARE  CONCERNED 

Expert  printing  and  processing 

comes  to  life  in  the  projection  room. 

Let  us  handle  your  next  job 

and  prove  that  this  personalized 

attention  costs  no  more. 

ivrite  today  for  detailed  descriplion 
^n      of  our  sen'iees  and  prices. 

FISCHER 

PHOTOGRAPHIC 
•  /\  LABORATORY,    Inc. 

1731  No.  Mobile  Ave.,  Chicago  39,  III.  ME.7-5314 


5th   PRODUCTION   REVIEW 

These  listings  from  the  5th  Annual  Production 
Review  are  reprinted  to  correct  minor  errors 
in  text;  paste  into  proper  areas  on  your  copy. 


1010    Euclid    Bldg..   Cleveland.    Ohio. 
Tower    1-6440.    De.in    Coffin,    Districl 


WILDING   PICTURE   PRODUCTIONS,   INC. 

1345  .\rgyle  Street,  Chicago  40.  Illinois 
Phone:  LOngbeach  1-8410 

Date  of  Organization:  1914 

Incorporation:    1927 

BR.ANCH   OFFICES 

New  York:   385   Madison  .Ave.,  New  ^ork.   N.  Y, 
Phone:  Plaza  9-0854.  T.  H.  Wislennanii,  Vice- 
President. 

Detroit:   4925  Cadieux  Road,  Detroit.   .Michigan. 
Phone:   TUxedo  2  3740.   Don   Calhoun,    Vice- 

President. 

Clevela.n'D 
Phone: 

Manager. 

Pittsblrgh:    429   Fourth   .\ve..   Room    1201.    Pitts- 
burgh. Pa.  Phone:  Grant  1-6240.  Ralph  Mait- 

land.  in  charge. 

Cincinnati:   Enquirer  Building,  Cincinnati,  Ohio. 
Phone:    Garfield    0477.    R.    L.    McMillan,    in 

charge.    (Under  supervision  of  Jack  Rheinstrora.) 

Chicago:   Address  given  above.  Jack  Rheinstrom. 
Vice-President. 

St.  Lotts:  New  office:  address  to  be  announced. 

Hollywood:  5981  Venice  Blvd..  Hollywood,  Cali- 
fornia.  Phone:   ^V'ebster  0183.  John   Oser,   ;/i 

ciiarge. 

C.  H.  Bradfield,  Jr.,  President 

H.  W.  Fish.  Executive   Vice-President 

Lang  S.  Thompson,   Vice-President,  Sales 

J.  .A.  Kellock,   Vice-President,  Production 

C.  B.  Hatcher,  Secretary-Treasurer 

M.  W.  Gibney,  Production  Development  Depl. 

J.  M.  Constable,  Production  Development  Dept. 

Walter  Tinkham,  Executive  A.'^sistant 

Jerome  C.  Diebold,  Manager,  Navy  Sendees 

Harold  .\.  Witt,  Manager,  Air  Force  Services 

Harold  Kinzle,  Laboratotj  Superintendent 

Gilbert  Lee,  .-Irt  Director 

J.  E.  Dickert,  Recording  Director 

.\.  J.  Bradford,  Customer  Service  &  EquipynenI 

Duncan  Taylor,  Slidefilm  Dept. 

Jack  A.  Krieger,  .4dvertising  k  Sales  Promotion 

FILM  ASSOCIATES   OF   CALIFORNIA 

10521  Santa  Monica  Blvd.,  Los  .Angeles  25,  Calif. 
Phone:  Arizona  9-8726 

Branch   Office:    26   W.    9th    Street.    New    \ork, 
II,  N.  Y.  Heniian  Boxer. 

Date  of  Organization:  July,  1954 

Paul  Burnford,  President 

Bernice  Davis,  Publicity  and  Distribution 

Helen  McKee,  Sales  Representative 

SERVICES:  Production  of  industrial  and  educa- 
tional films  and  T\'  spots,  16min  color  or  black 
and  white,  from  script  to  finished  film.  FACILI- 
TIES: Offices,  production  studio. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOTIO.N  PICTL  RES:  Design  for  Comfort  (Louis 
Roth  Clothing  Co.);  Something  to  Talk  About 
(Walsco  .Antenna  Co.):  Men  at  Mars  (Mars  Engi- 
neering Co.);  Steel  Tubes  for  ]Vestern  Industry 
(PaciBc  Tube  Co.);*  Art  in  .Action  Series  and  Face 
of  the  Earth  (Encyclopaedia  Britannica  Films). 
•Produced  by  Audience  Tested  Produttions.  Mr. 
Bernard  D.  Cirlin,  presitleni. 


A  COMPLETE  SERVICE 

BACKEDBYAyV^TO/V^Z 
ORGANIZATION 


From  script   ^ 
to  screen         ~ 


-A-    CLOSED  CIRCUIT  TV 

Planning,  ProiJuction 

ic    FILM  PRODUCTION 

TV   Procrani   Films   •   Travel    Promotion 
Product   Promotion  •  Sales  Training 
Public   Relations  Projects 

ir    SLIDE  FILM  PRODUCTION 

ir    INDUSTRIAL  REPORTING  .  .  .    inexpen- 

sive  reports  made  on  film  —  facts,  no  frills  or 
other  "gimmicks",  for  use  of  management  in 
evaluating  operations,  new  projects,  present- 
ing new  products,  for  use  in  Board,  Planning, 
and  Annual  Stockholders'  meetings. 


LAWRENCE 
CROLIUS 


^uced  Fil ,. 

D«lto-CtS  Airlines  •  E.  I.  du  Pont 

Curfii-Wrighl  Propdler  Div. 

Otis  Elevator  Company  •    and  others 


Fi7m  Production  Division 

MASTER  VIDEO  SYSTEMS,  INC. 

37  WEST  53rd  STREET,  NEW  YORK  22,  N.  Y, 


SOUND  RECORDING 

at  a  reasonable  cost 

High    fidelity    16    or    35.     Quality 

guaranteed.    Connpiete   studio  and 

laboratory  services.    Color  printing 

and  lacquer  coating, 

ESCAR 

MOTION  PICTURE  SERVICE, 

7315   Carnegie   Ave., 
Cleveland   3,   Ohio 


' 


IMITATED  ...buf 
Never  Equalled ! 

Someone  has  said,  "Imitation  is  the  sincerest 
form  of  flattery."  If  so,  we're  really  flattered 
...but  not  nearly  as  much  as  we  are  by  the 
outstanding  producers  who  insist  on  using 
our  Type  Titles . . .  which  are  never  equalled  I 

The  Knight  Studio 

159  E.  Chicago  Avenue  -  Chicago  11,  Illinois 
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Audio-Master  Corp.    Redesigns 
Transcription    Playback   Machine 

♦  l\f*(lesi{;iie(l  motk-ls  of  their  stand- 
ani  all-purpose  Transcription  Play- 
back Machine  have  been  announced 
by  Audio-Master  Corp..  17  East 
45th  Street.  New  York. 

The  new  units  feature  a  front 
panel  operation  for  simpler  oper- 
ation. Components  incorporated 
into  the  redesigned  models  lA-M 
3.52    and    A-M    353 1     assure    finer 


quality  of  tone  reproduction  and 
most  dependable  all-around  per- 
formance, according  to  the  com- 
pany. 

Both  models  incorporate  a  5-tube 
"push-pull  high  gain  amplifier,"  are 
equipped  with  3-speed  motors  for 
33-1  3.  45  and  78  rpm  speeds  and 
play  records  up  to  17^4  inches. 
Other  features  are  the  transcription 
arms  with  twist  crystal  reversible 
cartridges  fitted  with  2  permanent 
needles  for  standard.  LP  and  micro- 
groove  records,  variable  \c)lume  and 
tone  control  and  pilot  light  jewel  in- 
dicating on   off  operations. 

The  model  A-M  #52  has  an  8" 
loudspeaker  and  lists  for  $78..50. 
The  A-M  #53  has  a  12"  loudspeaker 
and  retails  for  S89..50. 


RAPID   PROCESSING 

OF   YOUR   OWN 
16mm  &  35mm  FILM 

IMMEDIATELY  AFTER  SHOOTING 


Portable  WATSON  Cine  Developing  Out- 
fit provides  a  simple,  efPicient,  economical 
and  speedy  meons  for  processing  up  to 
200  ft.  of  16mm  or  35mm  (also  70mm) 
film. 

Low  Cost,  Uniform  Processing  — requires 
only  1  gal.  of  solution.  The  WATSON 
Outfit  with  its  3  nesting  tanks— reels  and 
scratch-proof  loader  is  preferred  by  more 
professionals  because  of  its  simplicity  of 
operation  and  minimum  cost —  o  prime 
factor  to  most  smoll  T,V.  Stations,  Lobs, 
etc.  Fully  Guaranteed- Prices  from  $89.00 
— Extra  Reels,  Tanks,  etc.,  available. 
Write  Dept.  B.S.M.  for  FREE  detaited 
Processing    booklet 


BURKE  &  JAMES,  Inc.  chiIagoT 


Florman   &   Babb  Nominar  Lens 
a   Speed   Demon  on   Tough   Shots 

♦  besirihi-d  b)  Florman  i.  Balih. 
New  York,  as  the  "fastest  movie  lens 
in  the  world."  the  F  &  B  1"  F0.95 
Nominar  lens  in  "C"  mount  for  all 
16mm  cameras  is  now  available. 

According  to  the  manufacturer,  it 
is  now  possible  to  take  needle-sharp, 
well-exposed  films  "of  anything 
which  can  be  seen.  In  tests  with 
Super  W  film,  excellent  exposures 
were  obtained  by  the  light  from  a 
40-watt  bulb. 

\X  ith  Tri-X  negative,  it  is  possible 
to  get  correct  exposures  with  as  little 
as  .3  foot  candles  (jf  light  reaching 
the  subject,  it  is  claimed.  Fully  color 
corrected,  the  Nominar  can  produce 
good  Kodachrome  results  where 
previouslv  color  was  impossible  due 
to  insufficient  light.  Night  exteriors. 
made  by  moonlight  or  streetlight, 
huge,  dimly  lit  interiors  such  as 
Cathedrals,  industrial  plants,  cafes, 
theatres,  etc..  are  among  subjects 
the  lens  can  capture.  It  also  is  valu- 
able for  fine  grain  and  color  Kine- 
scope recording. 

The  Nominar  is  composed  of  nine 
coated  elernents  of  a  new  tvpe  opti- 
cal glass.  The  lens  is  1-1  3  stops  or 
more  than  twice  as  fast  as  F1.4 
lenses.  It  has  diaphragm  click  stops; 
an  engra\'ed  depth  of  field  scale; 
chrome-plated  brass  mounting  and 
is  supplied  with  series  VT  adapter, 
sunshade  and  leather  case.  Priced  at 
.*I65.00  plus  89.90  FET.  the  lens  is 
available  at  F&B.  70  West  4.5th  St., 
New  York  City.  N.Y. 

#       «        » 

Consolidated   Film   industries 
Builds  Film  Storage  Center 

♦  A  film  storage  building  capable  of 
accommodating  60  million  feet  of 
fihn  under  electrically  controlled 
temperature  and  humidity  condi- 
tions has  been  built  by  Consolidated 
Film  Industries.  Fort  Lee.  New  Jer- 
sey Division. 

The  new  structure  maintains  con- 
stant 72  degrees  temperature  and 
•50%  relative  humidity  to  prevent 
shrinkage,  curl,  decomposition  or 
fading.  Modern  safety  procedures 
have  been  installed,  including  the  in- 
spection of  all  film  under  ultra-violet 
light,  to  guarantee  that  no  nitrate 
film  enters  the  premises. 
«        *        « 

Processing    Equipment   Catalog 

♦  A  new  fihn  processing  equipment 
catalog  has  been  issued  bv  Tele- 
vision Specialty  Company.  Inc.  This 
catalog,  which  lists  all  available 
processing  machines  on  the  market, 
includes  recommendations  as  to 
which  machine  is  best  suited  for 
various  needs.  It  is  available  from 
Television  Specialty  Co.,  350  West 
31st  St.,  New  York  City. 


A  REVOLUTIONARY  NEW 


MEANS  OF  ANIMATED 
PROJECTION  FOR 
SALES  MEETINGS 


0  IN  FIVE  MONTHS 
$  CELLOMATIC      -^ 

1  HAS  BEEN  USED  | 
$  BY  THE 
I  FOLLOWING  FIRMS: 

i 

0  FORD  MOTOR   COMPANY 

^  PAN  AMERICAN 

i  PRUDENTIAL                    ^ 

^  TEXACO                          I 

0  WESTINGHOUSE  $ 

1  NASH-KELVINATOR  ^ 
0  WYETH-PHARMACEUTICAL  0 
^  UNITED  FRUIT  0 
^  HOT  POINT  0 
^  KAISER-WILLYS  0 
^  SYLVANIA                       i 


INORIVEa 

fffia 


DOW  CHEMICAL 

NATIONAL  ASSOCIATION 

OF  MANUFACTURERS 


§   NATIONAL  CASH  REGISTER   g 
g  SCHLITZ  f 


Now,  for  the  first  time,your  live 

presentations  will  achieve  the 

impact,  movement  and  flexibility 

of  motion  pictures ...  all  this  on  a 

slide  presentation  budget. 

Write  for  information  today. 

Better  yet.  See  Cellomatic  in  action  at 


CELLOMATIC   756  seventh  ave.,  new  york  is,  n.y. 

■PATENTED    BY    HOWELL-ROGIN    STUDIO,     INC. 


PLaza    7-7895 


•UtiiiTiTtM 


FILM  STORAGE  CABINET 

ALL  STEEL 


PROTECTS 

YOUR 

FILM! 


MM-n9 
A  practical  stor- 
age cabinet  for 
the  varied  film 
librarv-  Holds 
400,  800,  1200, 
1600  ft.  reels: 
1  00  filmstri  p 
cans  plus  util- 
ity drawer  in 
base.  Overall 
siie:  30"  wide, 
70"  high.  16" 
deep.  Over  GO 
models  to 
choose    from. 


RK-250 

Ideal  for  School  Film 
Libraries.  Seven  tieri 
of  Separator  Racks  hold 
2S0-400  feet  l&mm  reels. 
Many  models  to  choose 
from. 


FOR    COMPLETE    FILM 
EQUIPMENT  SEND 
FOR  FREE  CATAIOG 


PRODUCTS    CORPORATION 

330  West  42nd  Street        New  York  16,  N.  Y. 


NUMBER     2 


VOLUME     16 


1955 
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NATIONAL  DIRECTORY  OF  VISUAL  EDUCATION  DEALERS 


EASTERN  STATES 

•  CONNECTICUT  • 
Rockwell  Film   &   Projection 

Service,  182  High  St.,  Hartford  5. 

•  MASSACHUSETTS   • 
Cinema,  Inc.,  234  Clarendon  St., 
Boston  16. 

•  NEW  JERSEY  • 

Slidecraft   Co.,  142  Morris  Ave., 

Mountain  Lakes,  N.  J. 

Association  Films,  Inc.,  Broad  at 
Elm,  Ridgefield,  N.  J. 

•  NEW  YORK   • 

Association    Films.   Inc..  347 

Madison,  New  York  17. 

Buchan  Pictures,  122  W.  Chip- 
pewa St.,  Buffalo. 

Comprehensive  Service  Co.,  245 

W.  55th  St..  New  York  19. 

Crawford.  Immig  and  Landis, 
Inc.,  26.5  West  14tli  Street, 
New  York  11,  New  York 

The  Jam   Handy   Organization, 

1775  Broadway,  New  York. 

Ken  KiUian  Co.  Sd.  &  Vis.  Pdts. 

17    New    York   Ave.,   Westbury, 

N.Y. 

S.  O.  S.  Cinema  Supply  Corp., 

602  W.  52nd  St.,  New  York  19. 

Training  Films,  Inc.,  150    West 

54th  St..  New  York  19. 
Visual  Sciences,  599BS  Sufiern. 

•  PENNSYLVANIA   • 
The  Jam  Handy  Org^anization, 

Gateway  Center,  Pittsburgh  22. 

J.  P.  Lilley  &  Son,  928  N.  3rd 

St.,  Harrisburg. 

Lippincott  Pictures,  Inc.,  4729 
Ludlow  Sl,  Philadelphia  39. 

•  WEST  VIRGINIA  • 

B.  S.  Simpson,  818  Virginia  St., 
W.,  Charleston  2,  PH  6-6731. 


SOUTHERN   STATES 

•  ALABAMA   • 

Lewis  M.  Stone,  Projector  Serv- 
ice. "Specialized  in  Service." 
1409  Ford  Ave..  Tarrant  City  7, 
Ala. 

•  FLORIDA   • 
Norman  Laboratories  &  Studio, 

Arlington  Suburb,  Jacksonville. 

•  GEORGIA   • 

Colonial  Films,  71    Walton    St., 

N.W.,  ATwood  7588,  Atlanta. 
Stevens  Pictures,  Inc..  101  Walton 

St.,  N.  W.,  Atlanta  3. 


•   LOUISIANA   • 
Stanley     Projection     Company, 

2111A  Murray  St.,  Alexandria. 

Stevens  Pictures,  Inc.,  1307  Tu- 
lane  Ave.,  New  Orleans. 

Delta  Visual   Service,   Inc.,   815 

Poydras  St.,  New  Orleans  13. 

•  MISSISSIPPI   • 
Herschel   Smith   Company,    119 

Roach  St.,  Jackson  110. 

•  TENNESSEE  • 
Southern    Visual    Films,    687 

Shrine  Bldg.,  Memphis. 

Tennessee  Visual  Education 
Service,  416  A.  Broad  St.,  Nash- 
ville. 

•   VIRGINIA   • 

Tidewater  Audio-Visual  Center, 

617  W.  35th  St.,  Norfolk  8,  Phone 
51371. 


MIDWESTERN  STATES 

•  ILLINOIS   • 

American  Film  Registry,  24  E. 

Eighth  Street,  Chicago  5. 

Association  Films,  Inc.,  79  East 

Adams  St.,  Chicago  3. 

Atlas    Film    Corporation,    1111 
South  Boulevard,  Oak  Park. 

The  Jam  Handy  Organization, 

230  N.  Michigan  Ave.,  Chicago  1. 

Midwest  Visual  Equipment  Co., 

3518  Devon  Ave.,  Chicago  45. 

SwaTik  Motion  Pictures.  614  N. 

Skinker  Blvd.,  St.  Louis  5,  Mo. 

•  IOWA  • 

Pratt  Sound  Films,  Inc.,  720  3rd 

Ave.,  S.E.,  Cedar  Rapids,  Iowa. 

•  KANSAS-MISSOURI  • 

Erker   Bros.   Optical    Co.,   908 

Olive  St.,  St.  Louis  1. 

Swank  Motion  Pictures,  614  N. 
Skinker  Blvd.,  St.  Louis  5. 

•  MICHIGAN  • 
Engleman    Visual    Education 

Service, 4754-56  Woodward  Ave.. 
Detroit  1. 

The  Jam  Handy  Organization, 

2821  E.  Grand  Blvd.,  Detroit  11. 

Capital  Film  Service,  224  Abbott 
Road,  East  Lansing,  Michigan. 

•  omo  • 

Ralph   V.    Haile   &   Associates, 

215  Walnut  St..  Cincinnati. 


•  OHIO   . 

Academy    Film    Ser\'ice    Inc., 

2110  Pavne  Ave.,  Cleveland 
1). 

Frvan  Film  Service,  1810  E.  12th 
St,  Cleveland  14. 

Sunray  Films,  Inc.,  2108  Payne 
Ave.,  Cleveland  14. 

The  Jam  Handy  Organization, 

310  Talbott  Building,  Dayton  2. 

Twyman  Films  Inc.,  400  West 
First  Street,  Dayton. 

M.  H.  Martin  Company,  1118 
Lincoln  Way  E.,  Massillon. 

WESTERN   STATES 

•  CALIFORNIA  • 

LOS  ANGELES  AREA 

Donald  J.  Clausonthue  Co.,  1829 

N.   Craig  Ave.,  Altadena 

Coast  Visual  Education  Co.,  5620 
Hollywood  Blvd.,  Hollywood  28. 

Hollvwood    Camera    Exchange, 

1600  N.  Cahuenga  Blvd.,  HoUy- 
wood  28. 

The  Jam  Handy  Organization, 

5746   Sunset    Boulevard,    Holly- 
wood 28. 

Raike  Company,  829  S.  Flower  St., 
Los  Angeles  17. 

Spindler  &  Sauppe,  2201  Beverly 
Blvd.,  Los  Angeles  4. 

SAN  FRANCISCO  AREA 

Association  Films,  Inc.,  351  Turk 

St.,  San  Francisco  2. 

Westcoast  Films,  350  Battery  St., 
San  Francisco  11. 

•  COLORADO   • 

Dale  Deane's  Home  Movie  Sales 
Agency,  28  E.  Ninth  Ave.,  Den- 
ver 3. 

•  OKLAHOMA   • 

Cory  Motion  Picture  Equip- 
ment, 522  N  .Broadway,  Okla- 
homa City  2. 

•  OREGON  • 
Moore's  Motion  Picture  Servi«-r. 

33  N.  W.  9th  Ave.,  Portland 
9,  Oregon. 

•   TEXAS   • 

Association  Films.  Inc.,  1108 
Jackson  Street,  Dallas  2. 

George  H.  MitcheU  Co.,  712  N. 

HaskeU,  Dallas  1. 

•  UTAH  • 

Deseret  Book  Company,  44  E.  So. 

Temple  St..  Salt  Lake  City  10. 


USE  THIS  DIRECTORY  TO  LOCATE  THE  BEST  IN  EQUIPMENT,  FILMS  AND  PROJECTION 


I     Ditto,    Inc.    Develops   Method   to 
Reproduce    Color    Transparencies 

•¥  \  Inw-rnst  nii'thiul  ijf  niakiiifr  a 
large  number  of  duplicate  trans- 
parencies in  i\\c  colors  promises 
to  faeilitale  ihe  use  of  the  overhead 
projector.  Ditlo.  Inc..  Chicago  has 
introduced  the  process  as  a  func- 
tion   of   its   Ditto   duplicator. 

The  overhead  projector  ha.s  found 
popularity  in  the  visual  field  be- 
cause it  permits  a  speaker  to  face 
his  audience  in  a  fully-lighted  room 
and  project  pictures  on  a  screen 
above  and  behind  him.  He  can  point 
to  data  or  write  on  the  transparency. 

Ditto's  new  non-photO';raphic 
method  works  accordinpr  to  the  fol- 
lowinfr    outline: 

1.  Make  the  master  copy:  a  Ditto 
master  is  prepared  as  for  regular 
duplicating  run  on  paper:  type,  let- 
ter or  draw  material  on  the  master 
in  the  exact  scale  desired  on  the 
transparency;  switch  carbons  dur- 
ing the  preparation  to  get  red.  pur- 
ple, green,  blue  or  black  colors. 
These  colors  will  appear  on  the  pro- 
jector picture. 

2.  Use  special  finish  acetate:  to 
get  bright  copies  from  the  master 
on  cellulose  acetate  use  a  sheet  with 
special  matte-finish  on  one  side  in- 
stead of  a  smooth  finish.  The  matte 
surface  provides  a  "tooth"  that 
makes  the  Ditto  dye  stick. 

3.  Run  off  copies:  feed  plastic 
sheets  into  the  macbiiie  by  hand, 
matte  side  up. 

4.  Spray  with  transparentizer: 
the  copy  on  the  matte-finish  ace- 
tate can  be  projected  in  full  color 
without  further  treatment.  The  light 
will  be  less  than  the  amount  which 
can  be  projected  from  a  transparent 
sheet,  however. 

The  key  to  success  of  the  new 
method  is  the  restoration  of  the 
matte  surface  so  that  transparency 
is  obtained.  This  is  done  by  spray- 
ing the  matte  side  with  a  clear 
plastic.  The  spray  can  will  not  op- 
erate facing  down,  so  the  traiis- 
|)arency  must  be  tacked  to  a  slighllv 
inclined  surface.  Hold  can  about 
8  to  Kl  inches  away  and  spray 
\\ith  e\en.  overlapping  strokes. 
Spray  beyond  the  edges  before  re- 
versing the  hand  direction  to  a\iiid 
build-up  of  the  plastic  on  the  sides. 
Try  to  keep  the  direction  of  the 
spray  nozzle  parallel  to  the  sur- 
face rather  than  in  an  arc.  \^'hen 
the  spray  has  dried,  the  transpar- 
ency can  be  moutUed  in  the  nor- 
mal manner. 

The  master  copy  can  be  sa\ed 
and  used  again.  Errors  can  be  cor- 
rected   before    the   copy    is    run    off. 

For  further  information  nii  the 
process,  write  to  Training  Depart- 
ment. Ditto.  Inc..  2213  ■«'.  Harri- 
son St..   Chicago,   12. 
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CREATIVE 

SKILL  AND 

TECHNICAL 
PERFECTION 


•  MOTION   PICTURES 

•  FILMAGRAPHS 

•  SLIDE  FILMS 

•  SLIDES 

•  TRAINING  COURSES 

•  TRAINING  GUIDES 

•  FLANNEL   BOARDS 

•  TV  COMMERCIALS 

•  PAN   SCREEN   PROD. 

•  VU-GRAPHS 


254  WEST  54th  ST.,  N.Y.C. 
COIumbus  5-7620 


SPECIAL      SERVICES 

•    reasonable   charges    • 

EDITORIAL:  Thr  (.i,(ilf!.l  I'aliie  to 
■YOi  R  STOKV  is  Smooth  Editorial 
Timing  .  .  .  Sympathetic  Understand- 
ing of  ■YOUR  STORY"  theme  .  .  . 
Sensitive  Appreciation  ot  "YOl'R 
STORY"  mood. 

GEORGE    HALLIGAN 

Motion     Pictures  Hollywood     9-7962 

New    Address:    I34A    No.    Highland    Ave. 

Hollywood    38,    Calif. 


IMMEDIATE  CASH 

FOR 

CAMERA  EQUIPMENT 

NEED  EYEMOS  (SINGLE  LENS  AND  TURRET). 
MITCHELLS.  ARRIFLEX.  DE  BRIES.  B&H  STAND- 
ARDS AND  HI-SPEEDS.  WALLS.  AKELEYS.  CINE 
SPECIALS.  AURICONS.  MAURERS.  FILMOS. 
ALSO  BALTARS,  COOKES  AND  OTHER  LENSES. 
SOUND  STAGE,  LABORATORY  AND  EDITING 
EQUIPMENT  OF  ALL  TYPES  REQUIRED.  PLEASE 
SHIP  INSURED  OR  FORWARD  DESCRIPTIONS 
AIRMAIL     IMMEDIATE   PAYMENT. 

GORDON    ENTERPRISES 

53i2  N.  CAHUENGA  •  N.  HOLLYWOOD,  CAL 


BUSINESS     SCREEN     EDITORIAL 
Bread,  Circuses  and   Golden  Reels 

I  (,  U  >  T  I  N  I   t.  I)     t   R  U  M     FACE     E  I  G  H  T  E  E  .N  ) 

■"Has  anybody  computed  the  number  of  di- 
rertlvinterested  audiences  lost  by  the  sponsors 
of  these  films  during  the  past  three  and  one-half 
months?" 


^lorth   Texas  Training  Directors  Hold 
a  Film    Festival  With   a  Useful  Purpose 

■¥■  Readers  probably  find  Business  Screen's 
viewpoint  on  film  festivals  somewhat  paradoxi- 
cal. We've  been  critical  of  affairs  like  the  Ameri- 
can Film  Assembly  because  of  its  over-emphasis 
on  national  awards,  the  needless  waste  of  time 
and  expense  involved  and  the  confusion  of  cata- 
sories.  But  we've  publicized  and  encouraged 
the  purely  regional  show-casing  of  films  because 
we  believe  that  its  good  for  business  in  Boston. 
Cleveland.  Stamford.  Louisville.  San  Fran<-isco. 
et  al.  Films  should  go  to  the  people. 

We  espeeiallv  like  the  singular  purpose  of  the 
event  staged  in  late  February  by  members  of 
the  \orth  Texas  Chapter  of  the  American  Soci- 
etv  of  Training  Directors.  There  weren't  any 
prizes  awarded  but  Dallas  and  other  Southwest- 
ern business  and  industrial  executives  and  voca- 
tional school  people  got  to  look  at  a  fine  selec- 
tion of  sales  training,  human  relations,  industrial 
safetv  and  supervisory  training  films.  This 
Training  Film  Festival  program  committee  was 
headed  up  by  Max  Sprenger  and  what  it  set 
out  to  do  was  achieved  in  the  reWew  of  just  26 
well-selected  examples  of  readily  available  films 
these  business  and  industrial  people  could  later 
get  and  use  in  their  training  activities. 

Sponsors  of  similiar  events  at  San  Francisco 
and  Louisville  helped  with  their  ideas  and 
we're  proud  to  say  that  Business  Screen  is 
credited  with  a  helping  hand.  The  net  result 
of  all  this  is  that  it  should  happen  again  and 
again,  in  Denver,  the  Twin  Cities.  St.  Louis. 
New  Orleans.  Houston.  Atlanta.  Seattle.  A  focal 
operation  like  this  saves  duplication  of  preview- 
ing, adds  interest  to  the  medium  and  sells  the 
visual  idea  where  it's  needed  most  and  does  its 
best. 

P.S.  The  North  Texas  event  took  only  one 
Saturdav  morning  when  both  business  and  edu- 
cational people  could  attend  without  breaking 
up  a  busy  working  week. 


Personalities  in  the  MontKs  Neivs 

■¥■  John  W  heeler,  attorney  for  the  Film  Produc- 
ers Association  of  New  \ork.  played  a  key  role 
in  the  successful  negotiations  held  with  the 
Screen  Actors  Guild  for  the  new  contract  con- 
cerning the  production  and  use  of  filmed  TV 
commercials.  The  new  pact  has  since  been 
okaved  bv  members  of  the  Guild  and  by  studio 
members  of  the  New  \  ork  group. 
■¥  A  pleasant  letter  from  Henry  Nathan,  for- 
merly of  the  metropolitan  Chicago  area,  tells  of 
his  successful  first  year  in  the  operation  of 
South-West  Films  at  Wichita.  Kansas  where  he 
now  makes  his  home.  The  best  of  luck  to  this 
able  young  producer.  ^ 


BUSINESS  SCREENS  VOLUME 

♦  The  complete  1954  volume  of  Business 
Screen  (eight  issues  including  4th  Pro- 
duction Review)  is  now  available  as  a 
bound  volun^c  at  S8.50.  Order  today. 
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GOOD     TAPE    TECHNIQUES    FOR     INDUSTRY 


A  sound-proof  room  is  necessary  part  of  proper  recording.  Bob  Mytlnger, 
sales  manager  of  M&C,  is  awaiting  cue  to  start  recording. 


Tape  Delivers  the  Nutrilite  Story 

MYTINGER    &    CASSELBERRY,    INC.   UTILIZES  SALES  TAPE  NETWORK 


f  I  Transmission  of  information  is 
•*-  the  most  important  operation  in 
business  and  industry.  \^  itlioul  this 
transmission,  other  operations  do 
not  begin.  If  this  transmission  is 
sluggish,  other  operations  suffer. 
Magnetic  tape  with  its  ability  to 
store  and  echo  sound  in  volumi- 
nous lengths  continues  to  prove  itself 
as  an  information  transmission- 
belt.  Magnetic  tape's  versatilitv  as 
a  messenger,  an  idea-conveyor-strap, 
is  impressively  demonstrated  in  the 
sales  operation  job  it  does  for  Myt- 
inser  &  Casselberrv.  Inc. 


-K  Keeping  19.0110  salesmen  up  to 
dale  on  product  development,  sales 
techniques,  company  policv  and  pro- 
cedure, as  well  as  the  countless  other 
facets  of  distribution  would  be  a 
challenge  to  any  sales  organization. 

"iet.  basically,  that  is  the  problem 
faced  by  Mytinger  &  (.assclberry. 
Inc..  Long  Beach.  California,  dis- 
tributors of  Nutrilite  food  supple- 
ment. 

The  solution?  Lse  of  tape  record- 
ings— plus  more  conventional  media 
.such  as  sales  bulletins,  memos  and 
a  house  organ — to  reach  the  19.000 
independent  distributors  who  sell 
the  firm's  vitamin-mineral  food  sup- 
plement. 

Since  Lee  S.  Mytinger  and  Dr. 
William  Casselberrv,  co-founders  of 
the  firm,  began  operations  in  1945. 
they  ha\e  developed  a  business  now- 
grossing  over  SIO.000.000  annually. 

The  partners  allribule  this  rapid 
growth  to  two  faitors — a  good  prod- 
uct and  a  highly  efTeclive  marketing 
plan  that  has  enabled  hundreds  of 
men  and  women  to  go  into  direct 
selling  successfully,  many  of  them 
without    previous   sales   experience. 

The    establishment    and    mainte- 


nance of  good  communications,  is 
the  major  problem  in  a  sales  organi- 
zation of  this  type.  Because  many 
of  the  distributors  are  selling  for  the 
first  time,  it  is  imperative  that  they 
receive  current  information  as  fre- 
quently as  possible. 

To  accomplish  this,  the  partners 
turned  to  magnetic  tape  as  a  dra- 
matic and  effective  means  of  com- 
munication that  would  carry  their 
enthusiasm — their  personal  touch — 
right  down  through  the  organiza- 
tion. 

Today  tape  recordings  covering 
a  wide  range  of  material  go  out 
from  the  firms  new-  audio-visual 
studios  to  some  850  top  agents 
throughout  their  nationwide  organ- 
ization, who.  in  turn,  channel  the 
information  into  the  field.  These 
include: 

I  1  I     Sales    Meeting    Tapes  —  Re- 


cordings on  the  principles  of  selling, 
arnl  on  .selling  Nutrilite  in  particu- 
lar. These  are  recorded  and  edited 
fur  use  in  local  and  regional  sales 
meetings.  A  number  of  talks  made 
bv  recognized  sales  authorities 
(with  their  approval!  have  been 
recorded,  then  edited  to  15  or  20 
minutes. 

(2)  General  Information — When 
specific  problems  arise,  they  are 
discussed  and  questions  answered 
on  tape.  The  tapes  are  dispatched 
by  mail,  making  it  possible  to  trans- 
mit vital  information  in  greater  de- 
tail, with  more  clarity  than  by  letter, 
and  at  a  much  lower  cost  than  by 
telephone.  The  use  of  tapes  for 
transmission  of  information  add-  an 
important    personal    touch,    as    well. 

Salesmen  Exchange  Good  Ideas 

i.S)  Idea  Exchange — New  sales 
ideas  are  recorded  and  sent  from 
group  to  group.  In  this  manner, 
salesmen  in  all  parts  of  the  counlrv' 
mav  capitalize  on  the  experiences 
and  ideas  of  those  in  another  area. 
These  tapes  may  be  used  over  and 
over  again. 

C4)  Sales  Presentation  Training 
— With  the  help  of  their  group 
leaders.  Nutrilite  distributors  record 
their  sales  presentations,  then  listen 
to  the  playback.  \^"hen  they  can 
listen  to  their  presentation,  weak 
spots  are  more  evident  and  easier 
to  correct.  New  distributors  make 
much  faster  progress  and  gain  con- 
fidence once  they  have  organized 
their  presentation  and  are  able  to 
voice  it  well  before  tackling  actual 
sales. 

Use    Role    Playing    Technique 

M  group  meetings,  one  distribu- 
tor  acts   as    the   prospect    while   an- 


Below:  files  of  master  recordings  are  kept  on  "Scotch"  magnetic  recording 
tape.  Equipment  shown  Is  for  monitoring  and  editing   masters. 


other  makes  a  presentation.  This  is 
recorded   and   then   played   liai  k.   a 
lew   sentences   at   a   time.     In    i' 
fashion,    it    tan    be    analyzed 
criticized   constructivelv  by  thi 
lire    group.     This    procedure    li. 
the  distributor  with  his  presenlali  in 
and  also  helps  those  criticizing    hmI 
analyzing  to  recognize  good  point-. 
Tapes  are  available  to  individn  il- 
or  groups  for  the  cost  of  the  i     . 
only.    Their  use  is  popular  with    ' 
distributors  and  duplicates  are 
being  made  by  the  firm  at  the   ' 
of   150   to   200   monthly,    and 
steadily  irn  reasing  in  use. 

Produced   by  A-V  Department 

The  firm's  Audio-Visual  Depart- 
ment has  a  complete  installation  of 
Magnecord  tape  recorders  for 
making  the  master  tapes  and  dujili- 
cates.  In  addition,  several  ta[)e  re- 
corders are  available  for  geii'vnl 
use.  All  recordings  are  on  pi 
No.  Ill  or  No.  120  "Scotch""  iM..fi- 


Borney  Boiley,  audio-visuol  manager 
(standing)  ond  Bert  Blonchell,  oudio 
tectinician.  are  getting  a  master  tape 
ready   for  duplication. 

netic  tape.  One  wire  recorder  is 
kept  on  hand  for  use  with  the  Nutri- 
lite groups  who  have  not  yet 
switched    to   tape   recordings. 

Currently  in  production  are  a  j 
series  of  twenty-minute  slide  films  j 
on  various  phases  of  the  company's 
operations.  The  slides  include  scenes 
of  the  Nutrilite  Products,  Inc., 
plant,  and  Control  &  Research  Lab- 
oratories in  Buena  Park,  California; 
the  Nutrilite  Products.  Inc..  alfalfa 
farms  at  Hemel.  California:  and 
the  Mytinger  &  Casselberry,  Inc., 
offices  in  Long  Beach.  These  slides 
are  used  with  a  tape  recorded  com- 
mentarv  in  instructing  and  inform- 
ing the  sales  organization  about 
manufacturing  processes  and  pro- 
cedures, w  I 

Editor's  Note:   A  feature  depart- 
ment on  Tape  Techniques  for  Busi- 
ness   i>     Industry     will     appear    in 
-ubseipient    issues.    We    invite   your  i 
1  lintribiilions   and  questions.  : 
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CURRENT  AD 

y 

ATLAS  FILM  QUOTED: 

"May 

we  show  you  the 

excel 

ent  16mnn   reduction 

prints 

obtainable  from  the  new 

Easfm 

an  35mm   Negative- 

Positive 

color 

-  the  superb 

color 

rendition  achieved 

in 

'ONE 

ABOVE  ALL'?    You 

have 

to  see  it  to  believe  it." 

~Vii 

^^m^^^ 

^i... 

color  service  co.,  inc. 

115  W.  45th  ST.  NEW  YORK,  N.Y. 


to  have  participated  as 

the  color  laboratorv 

with  Atlas  Film  Corporation 

and  Anheuser-Busch,  Inc., 

makers  of  Budweiser, 

in  bringing 

this  wonderful 

film  to  your  screen. 


For  a  i^ood  neiirhbor . . . 


^W 


a  health  message 


,      d  bv  the  Foreign 

••>--' ^""'"oTpron'oces  health 
•    c  Administration,  pr" 

^P^^'"  of  the  PhilipP^-^- 

,  ,he  rural  areas  of  the  V  ^^^^^^^ 

n.  colorful  animated  mot.on  picture  p 
by  The  Jam  Handy  Orgamzation  gets  across 

a  lucid  lesson  in  prevention.  It  is  not 
only  dear;  it  is  entertaining. 


To  get  across  your  message  simply,  effectively, 
dramatically,   call   on 


/^  JAM  HANDY  6lyafu^a^^^^ 


VISUAUZATIONS 

NEW   YOMC   19 
1775  BROADWAY 


PRESENTATIONS 

PinSBURCH  32 
GATEWAY  CENTER 


LIVE  SHOWS 

DETROIT   11 
3821    E.  GRAND  BLVD. 


MOTION   PICTURES 

DAYTON   2 
310  TAIBOTT  BLOG. 
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FILI»4S  THAT  GET  RESULTS 
Cose  History  Anolysis  of  Recent 
end  Successful  Sponsored  Progrons^ 


rfor 


me 


no>v  on 


says  producer  Roger  Comian 

Palo  Alto  Productions 


AMERICAN    RELEASING   CORPORATION 

8223  SELMA  AVENUE     •     HOLLYWOOD  28,  CALIFOBMA 
HOLLYWOOD  3-3271 


March  1,    1955 

Mr.  James  L.  Uolcott 
PATHE  LABORATORIES,    INC. 
105  East  106th  St. 
Hew  Tork  29,  N.   T. 

Dear  Mr.  Uolcott: 

Now  that  the  3ciin  Lund  -  Dorothy  Mai 
GUNS  WEST",  has  been  turned  over 
leasing  Corporation  for  diatribu 
you  and  your  organization  for  thi 
you  gare  me  during  production  an( 
with  th^beanty  of  Patheeol or . 

sA0^^^^cCarlo9^^J^NaB|taA^£la]|iUtaaib 
^•solts  wa 

Tmiiiul     111 


fresolts  wore  of  a  unlfonaly  high  quality. 


ritafcaoH 


slower  and  conse- 


quently more  ezpenslTS  than  black  and  white,  ngr  oamsrs' 
■an,  Floyd  Crosby,  was  able  to  shoot  with  your  new 
ess  at  a  speed  coii;>arable  to  the  product  lonagtiaMCSJ) 
he  had  net  on  mrpr.ggigBfl_ll^fll^^Mii*^ilil  I.U  pic  Lot  es. 
The  MBlB^TJS^aDeauty  of  color  far  surpassing  ny 
at  foost  considerably  below  ay  preproductlon  estimates 
uiioVmgja<.t«.H  vide  sereej^fiii  n'^mBeSprrf^tai^aad 
ijArxa^jzfSO^KIBmiggjniS'tTTSS^'^iSB  breatntaKing. 
I  attribute  much  of  the  aiBal^"^  reaction  I  havfl.jaa*' 
celTed  on  the  picture  to  theBeSBB^^JPTSHTECOL^^and 
definitely  Intend  to  tue  it  on  all  igy  future  color  films. 


Sincerely, 


hopesS 
ates  ,J 


l^-rr-zp^  Cy^l^tc*-*^ 


RC:an 


ROGER  GORMAN 


CALL  OR  WRITE; 


splendid  cooperation. 


"...results  were  of  a 
uniformly  high  quality." 


'...cost  considerably 
below  my  pre-production 
estimates." 


". . .  the  effect  was 
breathtaking." 


^like  color     o 


^G^TTr^° 


Laboratories,  Inc. 

HOLLYWOOD  6823  Santa  Monica  Blvd.  •  Hollywood  9-3961     •     NEW  YORK  105  East  106th  Street  •  TRafalgar  6-1120 

GREAT  MOTION  PICTURES  ARE  PROCESSED  BY  ^rz/Ae 

-L-^A'/^/^'Laboratories.lncis  o  subsidiary  of  CHESAPEAKE    INDUSTRIES,  INC. 


TO  SALES   PROMOTION    EXECUTIVES 


YOUR  NEXT  FILM 


Results  from  carefully  planned  sales  promotion 
films  are  "better  than  ever. 

Westinghouse  — Chrysler— Clinton  Foods— A  T  &  T— 
NEMA— Curtis  Publishing— Socony  Vacuum— 
Towmotor— have  recently  scored  with  Caravel- 
produced  films  aimed  at  their  markets. 

Caravel's  information  and  ideas  are  freely 
at  the  disposal  of  sales  promotion  executives 
interested  in  film  production.* 


CARAVEL  FILMS,  INC. 

730  Fifth  Ave.,  New  York  19,  N.  Y. 
Telephone:  Circle  7-6110 


''Manufacturers  who  sell   through  jobbers  may 
be  especially  interested  in  our  Wholesale 
Gains  Plan.   Write  or  telephone  for  it  today. 


TROUBLE   COMMUNICATING? 

IF  SO  — OUR  CREATIVE  AND  P  R  O  D  U  C  T  I  O  N  ST  AFF  CAN  CONTRIBUTE 
UNIQUE  AND  VALUABLE  SERVICES  TO  INSURE  THE  MOST  EFFECTIVE 
METHOD  OF  COMMUNICATING  IDEAS  TO  AUDIENCES  THROUGH  THE 
PROPER   UTILIZATION    OF    BETTER    MOTION    PICTURES. 


201    NO     OCCiDENTAL   BLVD     LOS   ANGEUtS    20.   CALIFORNIA 


BUSINESS     SCREEN     MAGAZINE 


Bell  &  Howell's  JAN-for  service  to 
industry  beyond  the  call  of  duty 

Militar>'  service  was  the  proving  ground  for  Bell  &  Howell's  commercial  JAN  (joint  Army- 
Nav\-  approved).  This  projector,  engineered  to  "take  it"  for  years  on  end.  is  powerful 
enough  to  show  movies  in  large  auditoriums  or  areas  that  can  be  only  semi-darkened. 
For  business  or  institutional  use.  no  other  16mm  portable  projector  can  duplicate  the 
Bell  &  Howell  JAN's  ease  of  operation,  ruggedness  and  simplicity  of  maintenance. 


HONDRARV  ACADEMY  AWARD  1954 
T.i  B.ll  S  Huwell  for  17  Yiars 
of  Pioneering  Contributions 
to  the  Motion  Picture  Indu&try 


JAN  PROJECTS  twice  as  many  units  of 
light  as  a  standard  projector  with  1.000- 
watt,  25-hour  lamp.  Unit  construction  for 
easy  parts  replacement.  Auxiliary  speakers 
available  to  supplement  built-in  unit. 


SAPPHIRE  JEWELS  bonded  to  hlm- 
handling  parts  greatly  increase  life  of 
equipment.  .Ask  your  Bell  &  Howell  Spe- 
cial Representative  to  demonstrate  J.\N 
superiority.  Write  for  his  name  today. 


Bell  &  Howell 


7106    MCCORMICK    ROAD  •   CHICAGO    45.    ILLINOIS 

BELL    a    HOWELL    CANADA.    LIMITED 

TORONTO.    ONTARIO.    CANADA 
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COMPARE 


DEVRYLITE 

omJU  cauf,  oilte/i  **uiJze. 

Regardless  of  what  basis  you  use  for 
comparing  the  DeVrylite  projector  with 
other  makes,  you  will  come  to  the  con- 
clusion that  the  DeVrylite  is  your  best 
buy.  Compare  the  construction  features. 
DeVrylite  gives  you  simplicity  of  design, 
compactness,  ease  of  operation,  light- 
weight portability  and  trouble-free  serv- 
ice life.  Compare  the  projection  qualities. 
The  DeVrylite  is  unexcelled  for  brilliance, 
clarity,  steadiness  of  image,  natural  rich 
tonal  quality  and  high  fidelity  of  sound. 
Don't  take  our  word  for  it  —  make  the 
comparison  yourself. 

FREE     FOLDER     AVAILABLE 

Write  for  the  free  folder  today  and  compare 
the  specifications.  Then  you  will  be  convinced, 
as  thousands  of  others  have,  that  DeVrylite  is 
the  finest  in  16  mm  motion  picture  projectors. 
And  for  an  on-the-spot  demonstration — call 
your  nearest  DeVrylite  dealer  ...  or  check 
the  coupon  below.    Write   Dept.   C. 

Technicol  Service,  Inc. 
30865  Five  Mile  Rood 
Livonio,  Michigon 

□   Send  me  fhe  free  fo'der  on  the  DeVrylite  projector. 
Q    Wirhout    obligation,    I    would    like    to    see    the 
DeVrylite  demonstrated. 


NAME_ 


AFFILIATION. 

ADDRESS 

CITY 


Technical 
i^'  Service 
Incorporated 

30865   Five  Mile   Road 
LIVONIA,    MICHIGAN,    U.  S.  A. 
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ft£  Piiosoyi 


I    NCORPORATED 

F  i  I  m  i     for     industry     and     t  e  I  e  v  i  t  i  o  n 

1920     LYNDALE     AVENUE    SOUTH 
MINNEAPOLIS    5,    MINN. 


A  COMPLETE  SERVICE 

BACKEDBYA/V/17/^/V/IZ 
ORGANIZATION 


FtoiH  script 
to  screen 


•k    CLOSED  CIRCUIT  TV 

Planning,   Production 

if    FILM  PRODUCTION 

TV   Program   Films   •   Travel   Promotion 
Product  Promotion  •  Sales  Training 
Pulilic   Relations   Projects 


• 
• 


SLIDE  FILM  PRODUCTION 
INDUSTRIAL  REPORTING  .  . .   inexpen- 

pive  reports  made  on  film  —  facts,  no  frills  or 
other  "gimmicks",  for  use  of  management  in 
evaluating  operations,  new  projects,  present- 
ing new  products,  for  use  in  Board,  Planning, 
and  Annual  Stockholders'  meetings. 


LAWRENCE 
CROIIUS 


lius-Produced  Fil 
D*lta-C(S  Airlines  •  C.  I.  du  Pent 
CuitJfWright  Propeller  Oiv. 
Oth  llevotor  Company  •   and  ellieri 


Film  Production  Division 

MASTER  VIDEO  SYSTEMS,  INC. 

37  WEST  53rd  STREET,  NEW  YORK  22,  N.  Y. 
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color  harmony 
every  time 


You'll  also 

have  pfoduction  harmony 

every  time  you  schedule 

these  Byron  16mm  facilities: 

script 

art 

titling 

animation 

editing 

sound  effects 

recording 

location  photography 

music  library 

sound  stage 

complete  black-and-uhite 

laboratory  facilities 

precision  magnetic  striping 


color-correct  * 
prints .... 

Quality  conscious?  Byron  color-correct*  prints  are 
what  you  want.  Get  duplicate  prints  processed 
with  exacting  fidelity  —  color  prints  in  balance  that 
retain  all  their  natural  beauty  with  full  depth  and 
clarity.   Color-correct'  is  a  Byrou  exclusive,  the  result 
of  many  years  of  engineering  research  and  development 
by  a  pioneer  laboratory  —  staffed  by  master  craftsmen 
—  working  with  the  finest  equipment  at  top  le\  el 
efficiency.   Choose  the  leader  in  the  16mm  color  field. 
Time  important?    Try  our  8-hoiir  service. 


byron 


Studios  and  Laboratory 


1  226  Wisconsin  Avenue,  N.W.,  Washington  7,  D.C.     DUpont  7-1800 
'Reg.  U.  S.  Patent  Office 
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No  need 
to  darken  the  room 

WITH    AN 

AMERICAN    OPTICAL 
EDUCATOR    SCO 

At  last,  a  filnistrip  and  slide  projector  so  bright  you  seldom  even 
have  to  darken  the  room.  So  bright,  that  even  some  750  watt  pro- 
jectors can't  match  it.  Audiences  see  better,  understand  quicker 
with  the  super-bright  Educator  500.  And  it's  so  easy  to  operate. 
Long  proven  and  accepted  as  the  finest,  simplest  classroom  and 
auditorium  projector  in  the  500-watt  class,  now  the  addition  of 
46.8'^  f  more  light,  by  means  of  a  new,  e.xclusive  condensing  sys- 
tem, makes  an  AO  Educator  500  your  brightest  buy. 


Sight  &  Sound 

NEWS  OF  PEOPLE  AND  PICTURES 
Bell  &  Howell  Names  Execs 

♦Ailliur  II.  liMlt  lui.s  lic<ji  iiained 
assistant  to  the  vice-president  of 
uesterii  opcratiuns  and  moves  to  the 
Hollywood  uliice  of  Bell  &  Hcnvell. 
George  L.  Oakley,  former  manager 
of  professional  ajid  industrial  sales, 
has  been  appointed  manager  of  the 
company's  professional  equipment 
division. 

Maj.  Gen.   O'Connell  Sworn   In 
as  Army's  Signal   Chief 

♦  Major  (,eneral  J.  D.  Otionncll 
was  sworn  in  as  the  army's  rhief 
signal  officer  on  May  1.  succeeding 
Major  General  George  I.  Back,  who 
retired.  O'Connell  has  served  as 
deputy  chief  for  the  last  three  years. 

O'Connell  is  a  former  de|>ut\ 
president  of  the  signal  corps  board 
and  director  of  the  signal  corps 
engineering  laboratories  at  Fort 
Monmouth.  N.J.  He  served  in  the 
office  of  the  chief  signal  officer  dur- 
ing World  War  II  and  with  the  12th 
army  group  overseas.  Army  motion 
picture  activites.  including  the 
Photographic  Center  in  Long  Island 
City  and  other  units,  are  in  the 
.Signal  Corps. 

Fenner   Headley   to    Supervise 
duPont  New  York   Film   Sales 

♦  Fenner  G.  Hcadlcv  lius  been 
named  motion  picture  sales  super- 
visor of  the  New  York  district  of 
E.  I.  duPont  de  Nemours  &  Co.  He 
succeeds  Norman  F.  Oakley,  a 
veteran  of  nearly  40  vears  service 
with  the  company,  who  becomes 
special  adviser  on  motion  picture 
sales  problems  in  the  district. 

Headley  joined  the  duPont  Com- 
pany as  a  chemist  in  1936  and  later 
served  as  an  x-ray  technical  repre- 
sentative in  the  Cleveland  and  Los 
.Angeles  district  for  10  years.  Fol- 
lowing this,  he  headed  the  photo 
products  sales  office  in  Atlanta.  Re- 
cently he  has  been  motion  picture 
finishing  supervisor  bir  the  com- 
pany's photo  jjiddncts  plant  at 
Parlin.   N.J. 

Oakley  has  been  associated  willi 
duPont  since  the  company's  enln 
into  the  photo  field.  He  joined  Ihr 
company  in  1916  and  was  instru- 
mental in  the  design  and  operation 
of  duPonl's  first  experimental  and 
commercial  film  manufacturing 
))lar)l^. 

Name  Feldman   Radiant  V.  P. 

♦  Herschel  Y.  Feldman  has  been 
named  vice-president  in  charge  of 
sales  at  Radiant  Manufacturing  Cor- 
poration, the  Chicago  screen- 
making  firm  announced  recently. 


Good  promotion  for  a  new  film  is 
this  "Velvet  Cushion"  exhibit  now 
being  used  by  members  of  the  Sav- 
ings Banl<  Association,  Nev^  York 
(story   below). 

"Velvet  Cushion"  Tours  Bonks 
in  Statewide  Film   Promotion 

*Tlir  I  rlicl  (ALsltioii  is  the  in- 
triguing title  of  the  latest  addition 
to  the  motion  picture  library  of  the 
Savings  Banks  Association  of  the 
State  of  New   York. 

As  special  promotion,  the  cushion 
itself  —  the  "leading  character'' 
about  which  the  film  story  revolves 
—  is  displayed  on  bank  floors. 
When  a  depositor's  curiosity  is 
aroused  and  he  asks  a  bank  em- 
ployee what  the  display  means,  he 
is  given  a  folder  which  describes 
the  motion  picture  in  detail  and 
lists  the  other  free  films  available 
through  the  organization's  state- 
w  ide  program. 

Enclosed  in  the  folder  is  a  return 
post  card  making  it  easy  to  order 
the  films  for  showings  to  churches, 
civic  groups  and  other  community 
audiences. 

McAlisfer  Expands  Warehousing 

♦  Prompted  b\  increased  demand 
for  motion  picture  and  television 
equipment.  J.  G.  McAlister  has  ex- 
panded their  warehouse  facilities, 
leasing  an  additional  10.000  square 
feet  of  floor  space  at  5418-20  Sierra 
\  ista  Ave..  Hollywood. 

The  firm  will  continue  to  manu- 
facture at  its  Mc.Adden  address  the 
complete  line  of  McAlister  studio 
e(|uiprnent.  including  the  original 
Dual  Steering.  All-.iAngle  Camera 
Dolly,  recently  acquired  from 
Ste\ens  Rentals  of  Los  Angeles. 

--'         #         » 
Universal  Recorders'  Soles  Up 

♦  Income  of  the  Employee's  Profit 
Sharing  Plan  of  I  niversal  Record- 
ers. Inc..  Hollywood,  for  the  first 
(|uarter  of  19.55  was  up  1.50%  over 
the  similar  period  last  year.  Arthur 
B.  Hogan.  president,  announced  re- 
cently. The  increase  was  attributed 
to  a  generally  higher  level  of  sale- 
in  all  divisions  of  the  company, 
especially  film  recording.  Sales  are 
rumiing  about   Iri'^i   over  last  year. 
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direct  line  to  decision 


Facts  ...  so  \ital  to  management  in  making  wise 
decisions,  are  often  buried  in  \oluniinous  documents, 
records  and  reports.  To  translate  this  extensive  data  into 
d\namic  facts.  International  Business  Machines 
Corporation  is  now  making  Electronic  Data  Processing 
Machines  available  to  business.  The  intricate  functions, 
wide  applications  and  amazing  accomplishments 
of  these  machines  are  explained  in  a  new  film  "Direct 
Line  to  Decision"  produced  for  IBM  .  .  . 
demonstrating  that  motion  pictures,  too,  can  gather 
a  multitudinous  anioimt  of  information 
and  present  it  in  a  clear,  understandable,  forceful  way. 
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SHOW  MOTION  PICTURES 
THIS  NEW  TABLE-TOP  WAY 

with  New  CRAIG  Projecto-Editor 


CASE  HISTORIES  OF  FOUR  CURRENT  SPONSORED  FILMS 


Ideal   for  showing 

sales  films 

n   prospect's 

offices  —  for 

studying 

engineering   films 


$7952 


THE  most  interesting  — the 
most  effective  talks  —  are  a 
skillful  combination  of  both  oral 
and  visual  methods.  And  the  best 
way  to  present  a  technical  or  sales 
story  to  a  key  prospect  is  to  show 
selected  motion  pictures  ri^ht  on 
his  desk  —  with  a  Craig  Projecto- 
Editor. 

Compact  and  lightweight,  your 
salesmen  can  set  up  the  Craig 
Projecto-Editor  in  less  than  60 
seconds.  No  need  to  make  com- 
plicated arrangements.  With  a 
Craig  Projecto-Editor  you  can 
present  your  story  to  the  right 
person  when  it  is  convenient  for 
him.  And  you  get  all  his  attention. 

You  don't  even  have  to  darken 
his  office.  Movies  show  bright  and 
clear  on  built-in  3^"x454"  ground 
glass  screen.  You  can  stop  the  film 
to  examine  certain  scenes  frame 
by  frame  without  harm  to  film. 
You  can  rerun  scenes  repeatedly 
to  emphasize  a  strong  selling  point, 
without  waiting  until  you  get  to 
the  end  of  the  reel. 

A  Craig  Projecto-Editor  is  ideal 
for  analyzing  time  and  motion 
study,  job  training  and  other  films 
in  your  plant. 

WRITE  FOR  ILLUSTRATED  CATALOG  NO.  BS-5.  ADDRESS  CRAIG,  INC. 
DIVISION  OF  THE  KALART  COMPANY,  INC.    •    PLAINVILLE,  CONN. 


EASY  TO  CARRY 
Complete  unit  folds  into  Carrying  Case 
no  larger  than  table  model  radio.  Weighs 
only  10'  2  pounds.  UL  approved. 
Models  for  8mm  or  16mm  (400'  reel  ca- 
pacity) complete  with  Carrying  Case — 
$79.50. 

Craig  Studio  Model  for  reels  to  2000' 
capacity.  Price  complete,  as  shown, 
$79.50.  Viewer  only,  S49.50. 


Delta-C&S  Film  Shows 
"The  Great  New  South" 

,S|»<»nH<»r:   iJclta  -  (^&,S  .Air  I^incs. 
Title:    The  Great  New  Soulli,  28 

mill,  color,  produced  by  Lawrence 

Crolius  of  Master  \  ideo  .Systems. 

Inc. 
■¥  The  resurgence  of  the  South  is  a 
story  that  is  being  told  in  many 
ways.  Statistically,  the  South  s  year- 
ly industrial  and  agricultural  ad- 
vances are  impressive  proof  that 
prosperity  will  not  be  a  shot  in  the 
pan  but  a  well-grounded  start  on  a 
bright  future. 

One  of  the  best  over-\  lews  of  the 
south  as  it  looks  today  is  found  in 
Delta  -  C&S's  The  Great  i\en'  South, 
a  fast-moving  trip  which  covers  old 
and  new  industries  from  Florida  to 
Texas.  It  shows  the  forest-product 
industries,  pulp  and  paper  plants,  oil 
refineries,  steel  mills,  vast  h\  dro- 
electric  s\stems.  power  farming  and 
new  style  cattle  raising  where  range 
ponies  ride  to  work. 

The  film  tours  ultra  modern  cot- 
ton mills,  synthetic  fibre  plants, 
watches  the  new  alchemy  of  chemi- 
cals, aluminum  production,  airplane 
manufacture  and  the  great  tourist 
mecca  that  climate  has  built. 

Delta  -  C&S  films  are  available  on 
free  loan  from  the  company's  office 
at  Municipal  Airport,  Atlanta,  Ga.. 
or  from  any  of  the  air  lines  local 

offices.  IS" 

*        e        * 

Ford   Pictures   Rebirth 
of  Typical   Small   Town 

Sponsor:    V<m<\    Miilm    (lompan\. 
Title:  The  Town  That  Came  Back. 

28  min.,  color,  produced  by  MPO 

Productions.  Inc. 
•♦f  People  in  this  little  Missouri  town 
always  thought  they  had  a  nice 
comnmnity.  Everybody  was  content 
to  just  let  life  go  on  in  its  normal 
tenor,  as  life  had  always  gone  on  in 
little  towns  on  the  prairie. 

1  hings  were  so  peaceful  that  most 
of  the  people  never  saw  what  was 
happening.  Actually,  the  town  was 
dying.  Young  people  were  taking 
off  for  the  cit\  and  local  business 
was  stagnating. 

The  Toun  That  Came  Hark  is  the 
story  of  how  a  few  thoughtful  citi- 
zens got  together  to  breathe  new 
life  into  the  town.  Working  on  a 
practical  level,  the  group  revitalized 
a  dying  4-H  club,  and  through  this 
activity,  the  town  discovers  a  way 
to  pull  itself  out  of  its  lethargic  past 
into  a  progressive  and  prosperous 
future. 

The  picture  is  a  wcpiidirful  >\\u\\ 
in     authentic     diK-umenlar\     film- 


making. No  professionals  were  used, 
and  the  voices  are  all  those  of 
people  who  took  active  parts  in 
bringing  the  Town  back  to  life. 
Some  were  recorded  live — on  the 
spot  —  and  a  few  were  brought  to 
New  York  for  recording  voice-over 
sequences.  jj' 

Role  of  Industrial  Research 
Shown   in   N.A.M.  Film 

Sponsor:    .\alioiial   Association   c  i 

Manufacturers. 
Title:  Industrial  Research — Key  to 
Jobs  and  Progress,  14  min.  b   w, 
produced  by   Arthur  Lodge  Pro- 
ductions. 
•^  Recent  reports  indicate  that  Rus- 
sia   is    training    five    scientists   and 
engineers   for   every    two   similarly 
trained   in   the   Linited   States.   Last 
year,  there  were  60.000  more  engi- 
neering jobs  open  in  .American  in- 
dustry than  there  were  engineers  to 
fill  them. 

Among  other  national  organiza- 
tions interested  in  the  problem,  the 
NAM  has  been  making  efforts  to 
create  greater  public  understanding 
of  the  significance  of  continuing 
scientific  and  industrial  research. 
thus  helping  to  alleviate  the  shortage 
of  technical  personnel. 

Along  with  booklets  on  the  sub- 
ject and  speeches  by  staff  and  com- 
mittee members,  the  NAM  has  pre- 
pared a  new  film  yvhich  describes 
some  variety  of  research  develop- 
ments and  the  contribution  of  re- 
search in  creating  increasing  em- 
ployment and  providing  a  dynamic 
economy. 

The  new  film  has  been  re-edited 
largely  from  NAM's  television  news- 
reel  series.  Industry  on  Parade.  It 
may  be  borrowed  by  clubs,  schools 
and  industry  for  SI -50  handling 
charge,  or  may  be  purchased  for 
S35  from  the  Film  Bureau.  NAM. 
2  East  4oth  St..  New  Y'ork  17.     j^ 

*  *  » 

The  Philadelphia  Market 

Sponsor:     TcIi-n  i>i.in    ."^l.ition 

W  PTZ.  Philadelphia. 
Title  :  Miracle  on  the  Delatvare.  16 

min.,    color,    produced   by    the 

\^TTZ  Film  Department. 
"k  This  new  picture,  an  institutional 
sales  pitch  for  big  WPTZ.  Phila- 
delphia s  leading  television  station, 
is  also  a  documentary  plugging  tin 
physical  location  and  advantages  ■  ; 
the  greater  Philadelphia  area. 

It  is  currently  pla\  ing  in  thealn- 
in  the  Philadelphia  area  and  will  1  ■ 
distributed  to  interested  audieni  •  - 
throughout  the  country.  It  is  avail- 
able from  W  PTZ.  Architects  Bldg.. 
Philadelphia  .5.  Sf 
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QUALITY 

IS  OUR  BUSINESS 


For  COMPLETE 
FILM  PROCESSING 


MOVIELAB  FILM  LABORATORIES,  INC. 

619  West  54th  Street,  New  York  19,  N.  Y.         JUdson  6-0360 


SAFETY  FILMS 

SAFETY  EDUCATION  PROGRAMS 

U.S.  Rubber  Company  Pitches 
into  Traffic  Battle  with  Film 
■¥  III  iiiiiii)  iiri'iis.  Irallii-  snarls 
threaten  to  drive  auto  drivers  and 
potential  auto-drivers  off  the  road — 
for  keeps.  Besides  those  phvsiealK 
rammed  off  the  road  in  traffic 
hassles,  there  are  gro»in<;  nuinliers 
of  would-be-motorists  fatigued  to 
the  point  of  surrender.  This  situ- 
ation is  one  that  tire  manufacturers, 
among  other  industrial  interests, 
would  like  to  remedy. 

They  would  like  to  see  roads  on 
which  the  driver  could  fairlv  test 
their  product  performance  claims 
and  enjoy  himself  while  doing  so. 
Only  when  traffic  control  permits 
the  customer  to  glide  down  the  road 
with  assurance  and  comfort,  are  the 
truth  of  speed  and  durability  claims 
apt  to  be  appreciated. 

The  need  for  better  highways  and 
parking  facilities  throughout  the 
nation  is  dramatized  in  Memo  lo 
Mars,  a  24-minute  black  and  white 
film  recently  released  bv  I'nited 
States  Rubber  Company.  The  public 
education  and  good  will  film  is 
being  distributed  for  use  by  civic 
and  church  groups,  women's  clubs, 
high  school  driving  classes,  tele- 
vision programs  and  other  non- 
theatrical  audiences. 

Memo  lo  Mars  is  suggested  as  an 
introduction  for  group  discussions 
on  local  traffic  problems.  An  auto- 
mobile salesman  from  Mars  visits 
the  United  States,  makes  himself 
invisible  and  finds  that  our  roads 
and  streets  are  so  crowded  that  the 
Martians  would  never  be  able  to 
sell  their  "Convertible  Jet-16''  to 
Americans.  His  memo  to  the  boss  is 
a  report  on  our  present  highway 
conditions,  and  hints  that  the  situ- 
ation can  be  improved  when  the 
people  of  a  community  get  together 
to  fight  for  better  highway  and 
parking  facilities. 

Memo  to  Mars  can  be  borrowed 
free  of  charge  except  for  shipping 
fees,  by  writing  to  Public  Relations 
Department.  L'nited  States  Rubber 
Co..  1230  Avenue  of  Americas. 
New  York  20.  N.Y.  ^' 

Aetna  Safety  Film  Compares 
Work's   Dangers  with   Sport's 

♦  llie  use  of  personal  protective 
equi|)nient  by  American  workers  is 
being  promoted  in  a  new  industrial 
safety  motion  picture  sponsored  by 
the  Aetna  Casualty  and  Surety 
Company. 

One  lo  a  Customer.  11  minutes, 
compares  the  wearing  of  personal 
protective  equipment  by  workers  to 
wearing    of   similar    equipment    bv 


"Beneoffi  t/ie  Flame"  is  a  recent 
Socony-Mobiloil  Co.  film  which 
demonstrates  control  and  extinguish- 
ing of  oil  tank  fires. 

the  nation  s  athletes  who  also  must 
guard  themselves  against  injury. 

The  film  illustrates  many  different 
types  of  industrial  safety  equipment 
for  both  men  and  women  workers, 
showing  the  specific  hazards  each 
was  designed  to  meet.  The  insurance 
compan>  isn't  selling  equipment  but 
it  is  selling  safety  as  an  accident- 
preventative  idea  and  practice. 

One  of  a  series  of  safety  films 
produced  b\  Aetna's  motion  picture 
bureau.  One  to  a  Customer  will  be 
available  on  a  free  loan  basis  from 
the  compan)  s  education  department 
at  Hartford.  Conn.,  or  through  the 
company's    local    representatives. 

V-  ■;;-  * 

EBF  Film,  "Any  One  at  All," 
Brings  Accident  Toll  to  Life 

■¥■  >,inety-five  thousand  deaths  from 
accidental  causes.  9.500.000  injuries 
and  an  economic  loss  of  at  least  9 
billion  one  hundred  million  dollars 
are  the  annual  statistics  svnopsized 
in  a  new  Encyclopaedia  Britannica 
Film.  An\  One  At  AH. 

The  20-minute  color  motion  pic- 
ture, written  by  \\  allace  Purcell  and 
John  Barnes  and  produced  in  co- 
operation with  the  National  Safety 
Council,  brings  to  life  the  tragic 
statistics  of  one  year's  accident  toll. 

The  new  16nuii  film  recreates 
many  typical  causes  and  effects  of 
accidents  in  various  communities. 
Farmer,  industrialist,  housewife  and 
automobile  driver  are  spotlighted  in 
case  histories  of  accidents  yvhich 
(CONTINUED     ON     PAGE     12^ 


SPECIAL  OFFER  TO     . 


S.  0.  S.  WILL  ACCEPT  YOUR  OLD  CAMERA  AS  A 

TRADE  IN  FOR  THE    'ALL  NEW  AURICON  PRO- 

600. •■  TIME  PAYMENTS.  TOO! 

S.  O.  S.  CINEMA  SUPPLY  CORP. 

DEPT.   H,   602   West  52nd  Sireel,  N.Y.C.    19 
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No  one  wants  to  work  under  pressure.  But  from  time 
to  time,  agencies  and  clients  do  find  themselves  up  against 
a  seemingly  impossible  deadline,  in  an  important  situation, 
involving  the  use  of  films. 


Sound  Masters  has  faced  such  problems  many  times, 
and  successfully  solved  them.  When  there  is  a  target 
date  that  must  be  met,  we  can  meet  it  and  still  maintain 
high  quality  of  producion. 


ESTABLISHED  J937 


SOUND  MASTERS,  INC 

165  WEST  46TH  STREET,  NEW  YORK  36,  N.Y. 


MOTION  PiaURES 

SLIDE  FILMS                M 

TV  SHORTS 

COMMERCIALS 

PLAZA  7-6600 

,'««:;S¥^3--j..'.v3a?^  .  .:■              a 

This  is  Color  Reproduction  Company's 
16th  YEAR  of  Specializing  Exclusively 
in  16mm  Motion  Picture  COLOR 
PRINTING! 


The  produttioii  cost  ot  vour  16mm  color  motion  picture 
warrants  careful  consideration  of  extra  quality  in  your 
release  prints.  Color  Reproduction  Company's  16  years 
of  16mm  color  print  specialization  has  developed  a 
technique  for  guaranteed  film  quality  which  is  the 
standard  of  the  16mm  Motion  Picture  Industry.  Why 
not  see  what  Color  Reproduction  Company's  years  of 
specialization  in  l(»nini  lolor  printing  can  do  for  YOUR 
RELEASE    PRINTS! 


7936  Santa  Monica  Blvd.,  Hollywood  46,  California 

Telephone:  Hollywood  4-8225 


NEW    SAFETY    FILMS; 

(CONTIMKI)      FROM      PACE      1 6  I 

could  have  been  avoided  by  ordi- 
nary safety  measures.  The  film  hiph- 
lif-'hts  the  apathy  of  the  general 
public  III  adidenls.  and  the  resull- 
inp  loss  of  life,  briiifiinfi  sharpK 
into  focus  the  National  .Safety 
Council's  (Tusaile  for  safety  and 
longer   life-spans   in   America. 

Any  One  At  All  tells  the  story  of 
a  teen-ager's  death  in  an  auto- 
mobile accident  and  the  inoliyation 
it  brings  t(]  his  friends  and  his  town 
to  make  their  community  accident 
free.  As  this  story  unfolds,  so  too 
does  the  history  of  the  National 
.Safety  Council  —  from  its  begin- 
ning in  1913  to  its  present  role  in 
aiding  ciyir  groups,  industry,  aulo- 
miibilf  associations  and  the  general 
public  with  safety  programs. 

The  drama  says  that  any  effective 
safety  program  has  to  be  an  or- 
ganized community  wide  eflort  with 
a  local  Safety  Council  representing 
business,  schools,  the  police  depart- 
ment and  constantly  educating  and 
reminding  the  general  public  to 
practice  safety  measures  in  the 
home,  at  work,  and  while  traveling. 

Any  One  At  All  is  available  in 
color,  for  preview  screening  and 
rental,  at  the  following  EBF  li- 
braries: W  ilmette.  Illinois:  Port- 
land. Oregon:  Cleveland:  Atlanta: 
New  York:  Boston:  Mimieapolis: 
Dallas;  Hollywood:  and  Birming- 
ham. Michigan. 

Troubled    Tizzle    Reminds    Belles 
of  Sober  Fact:  "Safety  Is  Always" 

■♦'{■or  warnings  of  highwa\  danger?, 
burning  houses  and  peril  at  sea, 
perhaps  the  angry  look  is  the  most 
eflfective  way.  But  there  are  areas 
and  species  of  accidents  that  have 
an  emphatically  funny  side.  A  new 
Bell  Telephone  Company  film  for 
internal  training  makes  use  of  the 
dislocated  funny-bone  [.svchologv 
and  teaches  operators  safet\  lesson? 
with  the  rough  and  linnblc  art  of 
ridicule. 

In  Safety  Is  Aliiays.  the  uncons(  i- 
ous  self-ridicule  is  provided  b\  a 
talented  real-life  operator.  Betty 
Nallen.  who  plugs  in  the  frayed 
vacuum  cleaner  cord  and  receives 
an  electric  jolt  to  begin  her  day  I'l 
symbolic  slapstick,  a  day  rich  in 
lizzie-typical  accidents.  Tumbling 
through  her  household  chores  and 
operator  duties,  the  fated  Tizzie  en- 
acts the  very  buffooneries  with 
which  her  actual  careless  counter- 
parts break  their  backs  and  batter 
the  nerves  and  furniture  of  entire 
industries.  Tizzies  dreadful  da\ 
vividly  bats  out  the  idea  thai 
fumbling  is  a  chronic  absent- 
(  C  O  N  T  1  Nf  E  D     ON      I'  A  C  E      1  4  i 


12 


BUSINESS     SCREEN     MAGAZINE 


NUMBER      3       •       VOLUME      16       •       1955 


13 


The  Screen  you  asked  for... 
the  new  radiant  SCWlJUiMTC^ 


Here  is  the  Projection  Screen  that  incorporates  all  the  features  requested  by 
leading  business,  sales  and  industrial  users  of  motion  pictures  and  slides.  The 
Screenmaster  offers  a  brilliant  reflective  surface,  amazing  ease  of  setting-up  and 


dismantling,  rugged  trouble-free  const 
that  enhances  every  showing. 

Net)^  "FRICTION   CLUTCH" 
CARRYING   HANDLE 


New  grip  fit  handle  for  easier  carrying  .  .  .  in- 
corporates friction  clutch  with  gliding  action 
for  instant  adjustment  of  screen  to  any  height. 
Illustration  also  shows,  just  below  the  handle 
the  Screen  Leveller  for  horizontal  levelling  of 
screen  when  floor  is  uneven. 


The  World's  Most  Complete 
Line    of    Projection    Screens 

There  is  a  Rodiant  screen  for  every  need  —  Por- 
table tripod  models,  Walt  Screens,  Ceiling  Screens, 
Table  Models,  Lace  and  Grommet  Screens  —  and 
the  ne^  ^ide  screens  in  sizes  from 

30  inches  to  30  feet!  .  .  . 


uction,  plus  colorful  streamlined  design 

New  '^ATOM-ACTION"  LEG  OPENING 

JiJ- 


The  Screenmaster  offers  a  new  sensitive  trigger- 
type  leg  opening  device.  One  touch  of  your  toe — 
and  POW! — all  three  legs  spring  into  proper 
position.  No  stooping,  no  lifting,  no  sticking. 


IMPROVED  'Vyna-Flect* 

SCREEN   FABRIC 


The  Screenmaster  utilizes 
the  newest  de\elopment  in 
beaded  screen  fabric.  It's 
washable  and  mildew- 
proof — and  gives  you  bril- 
liant, contrasty  pictures. 


..Plus 


MANY    OTHER    FEATURES 


including  added  ruggedness,  new  leg  lift-up 
fab,  stronger  cases,  new  finish  and  colors. 
Write  for  illustrated  catalog  and  complete  prices. 


JS.  3D  I  .ZS.  2SE  T 

RADIANT  MANUFACTURING  CORP. 


1225   SOUTH  TAIMAN  AVENUE 


CHICAGO  S.  ILLINOIS 


NEW     SAFETY     FILMS: 


(CONTINUED     FROM     PACE     12) 

niiiidediipss.  that  the  person  who 
bungles  at  home  will  bungle  at 
work,  that  safety  requires  all-day 
practice. 

lo  safeguard  their  use  of  the 
truth  long  explored  by  great  co- 
medians —  that  pies  in  the  face, 
pratlfalls.  the  low  comedy  of  ca- 
lamity and  near-calamity  often  are 
hilarious  to  the  viewer  —  the  Bell 
I'ublir  Realticjns  Department  filmed 
the  wrong-way  satire  in  black-white 
and  followed  it  with  right-way  se- 
quences in  color. 

This  windup  contrasts  Tizzie's 
Mack  .Sennett  tragedy  with  the  model 
deportment  of  comely  phone  belles 
who  are  hep  to  caution.  A  montage 
carries  the  company  audience 
through  familiar  work  areas  which 
pro\ed  so  disasterous  for  Tizzie  to 
show  that  nontizzie  tvpes  of  oper- 
ators, stenos.  plant  girls,  service 
reps  can  take  this  occupational 
scenery  in  their  alert  stride. 

A  photo  finale  repeats  previous 
sequences  to  strengthen  recall  of 
accident  traps  and  safety  discipline. 
The  last  recall  is  a  re-run  of  the 
title:  Snjely  Is  Always. 


Dramatic  Film  Symbolizes 
Woodmen  of  the  World  Society 

♦  l-ipr  audiences  interested  in  stories 
of  moral  courage  and  an  organiza- 
tion which  is  described  as  fraternal 
as  well  as  financial.  (Juest  for  Valor 
ma\  fill  the  bill. 

This  27-minute  color  and  sound 
motion  picture  tells  a  tale  of  valor 
in  doubt  and  stars  a  HoUywood-tv 
actor.  Richard  Kiley.  Kiley  plays 
the  part  of  a  bitter  young  army  of- 
ficer who  questions  the  heroism  of 
a  fello\\'  soldier.  Torn  by  doubt  and 
self -torment,  he  makes  a  cross- 
country search  to  learn  the  identity 
of  the  man  who  saved  his  life  and 
to  determine  the  purity  of  his  bene- 
factors  motives. 

The  story  of  this  (juest  and  its 
effect  on  the  character  of  the  cyni- 
cal young  officer  symbolize  the  spirit 
and  temper  of  the  sponsoring  or- 
ganization. W  oodnien  of  the  World 
Life  Insurance  Society. 

Following  its  premiere  on  tele- 
vision. June  Olh.  as  an  event  of  the 
6.Sth  Amii\'prsarv  of  the  sponsoring 
organization,  the  film  will  be  re- 
leased through  the  Society's  regional 
oflices. 

Quest  for  I  alor  was  produced  in 
Chicago  by  Colhurn  Film  Services, 
Inc.,  for  Jewell  Radio  and  Tele- 
vision Productions.  Location  scenes 
were  made  at  Ft.  .Sheridan,  111.  and 
at  the  Omaha.  .Neb..  Woodmen 
national   headquarters. 
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On  the  Mt  of  "I  love  Lucy,"  starring  Lucille  Ball  and  Deti 
Arnoz.  The  nation's  Number  1  TV  show  for  195T,  1952  and 
1953  is  a  pioneer  of  the  technique  of  filming  its  program  os  a 
live  show  with  audience.  Desilu  Productions  uses  three  Mitchell 
35mm  BNC  cameras  in  filming  "I  Love  Lucy>" 


A  ewaams sFijL  urn 


avis  oti  the  set  of  "I  Married  Joan," 
produced  by  P.  J.  Wolfson  and  appearing 
on  NBC.  Three  Mitchell  35mm  BNC  cameras 
are  used  on  this  top  TV  sho 
its  2nd  year.  Jim  Backus  plays  the  male  lead. 


It  takes  more  than  just  a  good  script  to  insure  the  success 
of  a  top-rated  network  program.  The  on-stage  performances  of 
the  stars  and  supporting  cast  must  be  outstanding, 
carefully  timed,  superbly  directed.  And  the  camera  must 
perform  flawlessly  in  its  vital  role  of  recreating  the 
superior  quality  of  the  show  for  millions  of  TV  viewers. 

Mitchell  cameras  — internationally  famous— provide  the 
matchless  photographic  performances  so  necessary  to  the 
successful  making  of  the  finest  theater  quality  films. 
That  is  why,  wherever  top  quality  filming  is  the  foremost 
consideration,  Mitchell  Cameras  are  to  be  found . . . 
bringing  success  into  focus. 


a  top-rated  NBC  program.  Originally  "live," 
this  series  is  in  its  second  year,  and  is  now 
produced  on  film  by  Denmac  Productions 
using  a  Mitchell  35mm  BNC  camera. 


MITCHELL  The  only  truly  Professional  Motion  Picture  Camera 


I 


/^StMlC^mem  corporation 

666  West  Harvard  Street  •  Glendale  4,  Calif.  •  Cable  Address:     MITCAMCO 
85%    of  the   professional   motion   pictures  shown   throughout  the  world   are   filmed  with   a   Mitchell 
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SLIDE-FILM 
PRODUCERS 


WE  BEGIN  WITH  YOUR 

•  sound 

DONE  IN  OUR  STUDIOS  OR  TOURS) 

AND  END  BY  PROVIDING  YOU  WITH  THE 

•  finest 

•  slide -film  pressing 

•  in  the  industry 


we 
st(pphj 

all 


or 
amj 
pari 


MUSIC 

SOUND  EFFECTS 

SIGNALING  *  lESI) 

MASTERING 

PROCESSING 

PRESSING** 

PACKING  &  SHIPPING 


♦ELECTRONIC  SIGNAL  INSERTER  AN 
EXCLUSIVE  DEVICE  DEVELOPED  BY  US 
FOR  PERFECT  SIGNAL  PLACEMENT. 

**PURE   BED   VINYLITE   RECORDS 


DISC  recording  •  masters 
processing  •  pressing 

TAPE  recording  •  editing 
assembly 

FILM  recording  •  re-recording 
transferring  ■  interlocking 


vxriie  or  phone  for 
Special  Producers  Price  List 

UNIVERSAL  RECORDERS 

6757    HOLLYWOOD     BLVD. 
HOLLYWOOD  28,  CALIF.,  Hollywood  9-8282 


Right  OFF  the  Heel 

A    COLUMN    OF    EDITORIAL    COMMENT 


Til  \T'S  \  HOI  W  Ml  l.cing  »a^c(l  l,r- 
twfen  the  junjiorn'iil?-  of  |)a\-as-\i)U-see 
teleN'ision  and  the  thi*atrt*  owners,  network 
iillicials  and  theatrical  unions  who  are  lined  up 
a^iairist  the  three  suhseription  systems.  Biggest 
1'1\  joli  in  recent  years  is  the  press  cam|)aign  of 
Zenilh  for  its  Phonevision  method.  An\\\a\.  the 
mails  to  the  Federal  (^ommunieatioiis  Commis- 
sion close  June  9.  A  decision  might  come  a 
month  later  or  it  might  take  a  lot  longer  to 
decide   this   very   complex   issue. 

Raises  some  interesting  problems  for  this 
segment  of  the  industry.  Constantly  growing 
costs  of  network  program  talent,  production  and 
time  have  become  a  major  factor  aiTecting  ad\er. 
tising  budgets.  With  actual  television  fihn  in- 
come from  conimercials.  etc..  totaling  about  lO'.i 
of  the  volume  of  studios  in  this  field,  pay-as-you- 
see  wont  affect  that  part  of  our  economy  too 
much. 

Anyway  you  look  at  it.  the  arguments  are 
going  to  bring  out  a  lot  of  points  worth  thinking 
about,  pro  and  con.  Let's  listen. 

Federal  Road  Building  Program 
Should  Be   Explained  on   the  Screen 

•¥  The  S50  billion  dollar  ten-year  program  for 
nationwide  road  construction,  in  which  the  Fed- 
eral Government  and  the  states  divide  the  costs 
in  equal  amounts,  is  one  of  the  nations  biggest 
undertakings.  The  idea  is  being  advanced  that 
the  Federal  half  of  this  improvement  program 
be  financed  by  a  newly  created  "authority' 
which  would  issue  long  term  bonds. 

Before  future  generations  are  saddled  with  this 
enormous  addition  to  the  Federal  debt,  why  not 
put  the  issue  squarely  before  all  drivers  who 
would  benefit  from  these  improvements?  In- 
stead of  a  complicated  pamphlet,  a  group  of 
sponsors  from  the  automoti\e  and  road  con- 
struction industries  can  do  a  wonderful  job  of 
enlisting  deserving  support  through  an  informa- 
tional  motion   picture. 

Television  and  the  theatres  are  just  two  of  the 
channels  available  to  such  films:  influential  citi- 
zen groups  such  as  Rotaries,  Kiwanis.  Lions 
Clubs.  Legion  posts,  etc.  as  well  as  union  halls, 

(CONTINLED        ON        PACE        THIRTY-TWO  I 


There  s  no  trick'  to  producing  fine 

TYPE  TITLES 

It  just  takes  the  knowledge  gained  through 
years  of  experience  .  .  .  and  the  ability  not 
only  to  "set  type"  but  to  interpret  ideas 
and  convert  those  ideas  into  a  typographic 
picture.  All  our  craftsmen  have  that  ability  ! 

The  Knight  Studio 

159  E.  Chicago  Avenue  ■  Chicago  It,  Illinois 


YOUR  AUDIO-VISUAL  CALENDAR 

JUNE 

)une  lr>-lf)-l7:  I-.liAinth  Annual  National 
Conlercnte  oi  the  Ameriam  Society  of 
Training  Directors,  held  in  the  .Embassador 
Hotel,  Los  .\ngeles.  Training  and  educa. 
tional  aids  will  be  exhibited.  Training  di- 
rectors, industrial  executives  and  educators 
will  c<»nfer. 

June  21-22:  The  Kighlh  Annual  Film  Festi- 
v;il  of  the  Cle\cland  Film  Council,  held  at 
the  Hf>lel  Carter.  Cle\cland.  Films  will  be 
shown  in  Hi  categories.  John  Flory,  Eastman- 
Kodak  Co.,  will  give  keynote  address. 

JULY 
July  2-3:  PrcConferencc  Audio A'isual  Insti- 
tute held  as  part  of  the  71th  .Aimual  Con- 
ference of  the  American  Library  .\ssn.  in 
Philadelphia.  Film  showings:  survey  of  co- 
operati\'e  film  scr\'ites;  problem  clinic;  dis- 
cussions on  materials,  library  service  and  tise 
of  films  in  discussion. 

July  22-27:  1955  National  Audio  A'isual  Con- 
vention and  Trade  Show,  field  in  the 
Hotel  Sherman.  Chicago.  Get-together  of  a-v 
specialists— directors,  dealers,  manufacturers, 
materials  producers  from  L'.S..-\.  and  abroad. 
Concurrent  meetings  during  this  period  in- 
clude: 

Educational  Film  Library  Assn. —July  22- 
23-24:  N.W.A  Trade  Show  —  e.xhibits  open 
July  21-27:  .Audio-Visual  Workshop  for  .Agri- 
cultural Leaders— July  25-26:  NAV.A  Meet- 
ings—July 24-27:  Assn.  of  Chief  State  School 
A-V  Officers-July  21-26:  Audio-A'isual  Work- 
shop lor  Training  Directors  in  Business  and 
Industry  — Jutv  26:  Industrial  .\udio-Visual 
.Assn.- July  26;  .\udio-\'isual  Conference  of 
Medical  and  Allied  Sciences  — July  25-26. 

Exhibits:    More    than    165   displays   of   a-v 
materials,   equipment,   covering  over   33.000 
sq.  ft.  of  floorspace. 
I  AUGUST 

I 

Augusi  1-2-3:  .\nmial  Meeting  of  die  Ameri- 
can Trade  As.so(.iaiion  Executives,  Grand 
Hotel.  Mackinac  Island.  Michigan. 
August  15-19:  75th  .Anniversary  Convention 
and  Trade  Show  of  the  Photographers* 
.Association  of  America,  held  at  tlie  Conrad 
Hilton  Hotel.  Chicago.  More  than  10.000 
portrait,  commercial,  industrial  and  press 
photogp-aphers  expected.  Progress  of  pho- 
tographv  reviewed. 

August  18:  16ih  International  Exhibition  of 
Cinematographic   Art.   \'cnice,   Italv.   (De- 
tails: Contact  Film  (Council  of  America.  600 
Davis  St..  Evanslon.  III.) 

August    21 -Sept.     II:     Ninth    International 
Edinburgh  Film  Festival.  Edinburgh,  Scot- 
i.ind.  (Contact  Film  (inuiuil  of  America.) 

SEPTEMBER 
September    21:     Fourth     Kentuckiana     Film 

Festival,  held  at  the  I'niversitv  of  Louis- 
ville. .Main  Speed  Building.  Categories  in- 
clude economics,  industrial  safety,  manage- 
ment training,  travel,  arts  and  crafts, 
industrial  relations,  merchandising,  sales 
training. 

OCTOBER 
October  17-21:   Liid  National  Safety  Congress 

and  Exposition.  Sessions  in  Congress,  Con- 
rad Hiltt)n,  Morrison  and  I.a  Salle  hotels, 
Chicago.  For  detailed  information,  write 
R.  L.  Forney,  general  secretary,  National 
Safety  Council.  -125  N.  Michigan  Ave.,  Chi 
cngo!  I     HI 
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l/ith  animation  in  color,  the  step-by-step 
rocedure  of  saving  products  that  were  once 
[>st  ond  putting  them  to  work  usefully,  is 
xploined  simply  and  clearly. 


Intricate  chemical  formulae  are  expressed  in 
symbols  with  vari-colored  balls  indicating 
changes  in  molecular  structures  to  create  new 
substances  for  new  uses. 


Nv 


"if^- 


If/ 


iramatic  scene  in  the  U.  S.  Steel 
n  "The  V/aiting  Harvest"  is  the 
le  push  in  brilliant  color. 


United  States  Steel 

.,.for  a  film  on  basic  chemicals 


Everybody  knows  that  united  states  Steel 
is  the  world's  largest  producer  of  steel,  but  USS  decided 
that  more  people  should  know  that  the  company  is  also 
one  of  the  great  chemical  producers.  To  tell  the  public 
that  story.  Wilding  was  commissioned  to  write  and  pro- 
duce "The  Waiting  Harvest."  This  30-minute  picture 
in  color  shows  that  to  create  a  ton  of  steel,  lii  tons  of 
coal  must  first  be  con\erted  into  coke,  and  in  that  pro- 
cess, vast  chemical  wealth  is  released  that  is  utilized  by 
such  industries  as  paint,  pharmaceuticals,  explosives, 
building  materials  and  plastics.  Those  industries  are  the 
primary  audience  for  the  picture,  but  all  Americans 
e%erywhere  comprise  the  larger,  secondary  audience,  for 
thev  are  the  ultimate  users  of  these  valuable  products 
deriN  ed  from  the  making  of  steel.  If  you  have  a  problem 
that  is  hard  to  solve  and  that  involves  communication, 
Wilding  would  be  happy  to  counsel  with  you. 


Among  industry's  most  owesome  machines 
are  these  mammoth  ore  boat  unloaders  with 
their  gigantic  jows.  This  one  scoops  up  ore 
that  will  be  converted  Into  steel  by  USS. 


W  I  L  D  I  N  e 


CHICAGO  NEW  YORK  CINCINNATI  ST.  LOUIS 


DETROIT 


CLEVELAND  PITTSBURGH  HOLLYWOOD 


SPECIALISTS  IN  VISUAL  SELLING 


%? 


IN   MOTION   PICTURES 
AND  SOUND  SLIDE  FLIMS 


M^Bif||l- 


IN  TV  COMMERCIALS 


IMK 


IN  ADVERTISING 
ILLUSTRATION 


ALWAYS  SHOOTS  TO  SELL 


NEYi  YORK 

200  East  5Sth  Street 

CHICAGO 

16  East  Ontario  Street 


PICTURE  PARADE 

FUNCTIONAL  FILMS  IN  THE   NEWS 

THAI  ■HiiH  TO  Iwkst"  *1i<.« 
sponsorpd  by  Merrill  L\nrli. 
Pierce,  Fenner  &  Beaiie.  and  held  in 
New  York's  Tlsl  Infantry  Repinicnl 
Armory  on  May  24-30  is  going  lo 
"road-show "  as  a  color  motion  pic- 
ture, following  the  investment  firms 
previous  successes  «ith  16mni  films. 
The  exhiliition  features  the  past, 
present  and  future  of  American  in- 
dustry, was  co-sponsored  by  Ameri- 
can Gas  &  Electric,  the  American 
Iron  &  Steel  Industry .  General  Elec- 
tric. General  Foods.  General  Motors. 
International  Business  Machines. 
Manufacturing  Chemists  and  the 
New  \ork  Telephone  Co.  The  aim 
of  the  "first  \^  orld's  Fair"  devoted 
to  investing  is  to  show  what  capital- 
ism can  do  and  "why  more  capital- 
ists are  needed." 

-,        .*        -i 

Navy  Dehumidified  Storage 
Method   Subject  of  Training    Film 

*  A  tfihniipjc  has  liecn  de\ eloped 
by  the  L  .S.  Navy  for  storing  things 
for  an  indefinite  period  without 
danger  of  rust,  mildew  or  other 
moisture-induced  deterioration.  The 
dehumidified  storage  method  en- 
ables the  Navy  to  store  machinery 
without  greasing  it  for  Long  Term 
Storage,  which  gives  a  great  saving 
in  time  as  the  machinery  is  usable 
immediately  when  it  is  needed.  In 
order  to  train  personnel  to  handle 
the  new  storage  method,  the  Navv 
has  contracted  with  Dvnamic  Films 
to  produce  a  training  film  at  The 
Navy  Supply  Depot.  Mechanics- 
burg,  Pa. 

The  Navy  storage  technique  has 
important  apjilication  in  heavv  in- 
dustry. Tools  and  dies,  for  example, 
can  be  stored  for  almost  indefinite 
periods  in  dehumidified  huts  and 
kept  ready  for  instant  use  whenever 
needs  for  them  arises. 


"Spray's  the  Thing" 
Is  Released  by  duPont 

♦  A  new  131 :;  minute 
animated  color  film  on 
push-button  aerosol 
products  and  how  thev 
contribute  to  better  liv- 
ing by  easing  household 
and  industrial  chore- 
has  been  produced  b\ 
John  Sutherland  Studios 
for  the  duPont  Com- 
pany's "Kinetic  '  Chemi- 
cals Division.  Theatre 
and  television  release  i> 
on  a  free  loan  basis. 


Color  Film,  "Operation  Attic" 
Shows  "How"  of  Home  Paneling 

•*  Hip«  to  turn  that  dusty  catch-all 
kricuMi  as  the  atti(  into  a  clean,  good 
luiikirig  |)enihi>use  is  the  informative 
trick  a(  ( uiii|>li>heil  in  Operation 
Allic.  a  new  2U-minute  color  film 
sponsored  by  the  V\  estern  Pine  As- 
sociation. 

Operation  Attic  is  the  first  of  a 
projected  series  of  "how-to-do-it'' 
subjects  designed  to  show  home 
owners  the  steps  in  remodeling  and 
finishing  in  and  around  the  home. 
\^  ith  an  enterprising  young  couple 
as  its  leads  and  a  retail  lumber 
dealer  in  the  supporting  role,  the 
film  is  plotted  to  lift  viewers  out  of 
the  "|ilanning  '  stage  and  into  ham- 
mer-and-nail  action. 

The  film  shows  how  the  couple 
select  the  materials  with  the  dealers' 
help  and  advice.  Then  it  shows  the 
steps  taken  in  paneling  the  attic 
with  wood  from  the  Western  Pine 
region.  Such  details  as  proper  saw- 
ing and  nailing  of  the  panels  and 
color  finishing  are  depicted.  Floor- 
ing, trim,  moulding,  paneling  pat- 
terns, furring  and  other  points  of 
installation  and  beautification  are 
shown.  Operation  Attic  was  pro- 
duced bv  Photo-.Xrt  Commercial 
Studios.  Portland.  Ore. 

\^  estern  Pine  Association,  which 
has  been  sponsoring  films  for  20 
vears.  reports  that  its  The  Bounty 
of  the  Forest  has  been  receiving 
heavy  bookings.  This  film  tells  the 
story  of  lumber  from  seedling  to 
paneling  and  other  end  uses.  It  is 
proving  popular  with  retailers,  civic 
groups,  schools  and  clubs  and  has 
enjoved  a  wide  showing  on  tele- 
vision. Both  movies  are  available 
for  showings  bv  retailers  and  other 
interested  people.  Prints  may  be  ob- 
tained by  writing  the  Western  Pine 
Association.  51(1  \eon  Building, 
Portland  4.  Ore.  The  films  are  avail- 
able free  except  for  payment  of 
transportation  charges  one-way. 


A  SUPERB  COLLECnu.N  OF 
MOOD  AND  BRIDGE  MUSIC 

For  Details  Write: 

AIDIO-MASTER  Cur|i. 

1  7  East  4.Mh  St.  •  New  York  1  7.  \.  Y. 


18 


BUSINESS     SCREEN     MAGAZINE 


Each  frame  —  each  scene  in  the  print  must  be  perfectly  matched  to  assure  an  out- 
standing film  production.  Leading  producers,  directors  and  cameramen  knoiv  that  Precision 
processing  guarantees  that  individual  attention. 

Skilled  hands  and  e.vclusice  Maurer-designed  equipment  are  teamed  to  bring  these  perfect 
results  to  each  Precision  print.  Even  more  important,  continuing  research  constantly 
improves  techniques  that  are  already  accepted  as  unequalled  in  the  field. 

In  everything  there  is  one  best  ...in  film  processing,  it's  Precision. 


P  R  E  C  I 


FILM 


ION 


O       R      A     T      O       R^l       E       S    . 


#, 


21  WEST         46TH  STREET.  NEW^         YORK         36 


w 


N       C 

N    .       Y  , 


A  division  of  J.  A.  Maurer,  Inc. 
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Personalities  in  the  News 


Close-Ups  on   People  and   Events  of  Interest  This  Month 


Dave  Garroway  of  TV  (right)  was  leading 
player  and  commentator  in  recent  Chevrolet 
film  "Hall  of  Wonders."  He  is  receiving  print 
from  Fred  Noyes  of  The  Jam  Handy  Organi- 
zation, which    mode   the   picture. 

These  Names  Get  the   Accolade: 

M  Sam  G.  Rose  is  celebrating  his 
45th  anniversary  with  Victor  Ani- 
nialiiniaph.  The  president  of  the 
eijiiipnient  firm  came  up  through 
the  ranks  after  joining  Victor  in 
1910  on  his  graduation  from  the 
University  of  Nebraska.  Business 
Screen  salutes  his  years  of  devoted 
service  to  the  audio-visual  field  as 
well  as  the  past  decade  smce  he  be- 
came chief  executive  of  this  pioneer 
company. 
♦  Boston  University  Professor  Abra- 


ham Krasker  was  awarded  a  scroll 
(if  recognition  by  the  Eastern  Massa- 
chusetts Department  of  Audio- 
Visual  Instruction.  Presentation 
honored  his  2.5  \ears  of  leadership 
since  he  founded  both  the  depart- 
ment aiul  liosloii  I  "s  aiulio-visual 
facilities. 

♦  St.  Paul  members  of  the  Industrial 
\udio-\isual  Association  merited 
a  triliute  from  that  group  for  the 
successful  annual  meeting  program 
llicy  arranged  last  month. 

Latest  RCA  Sound  at  Ray  Studio: 

♦  (loniplcU-  rcplacciniMil  of  extensi\e 
RCA  sound  recording  equipment  in 
the  Reid  H.  Ray  Film  Industries 
studio  has  been  completed.  All 
amplifying  equipment,  a  console 
mixer,  speakers.  .35mm  optical  re- 
corder, are  new.  Screening  room 
reproduction  equipment,  consisting 
of  o]>tical  and  magnetic  repro- 
ducers, auditorium  speaker  and 
aluminum  RCA  screen,  have  been 
installed.  A  complete  integrated 
sound  recording  department  now 
is  in  one  convenient  area. 


Steinke  Going   to  Sumatra  as 
Oil   Company's   School   Chief 

♦  Uon  V.  Steinke  has  accepted  a 
position  with  the  Standard  Vacuum 
Petroleuiu  .Maatschappij,  of  The 
Hague.  Holland,  as  overseas  co- 
ordinator (if  training.  cITective  June 
1.  The  firm  is  a  wholK -owned  sub- 
sidiary of  Slanthtrd  Vacuum  Oil 
Company. 

He  will  be  stationed  in  Sumatra 
at  Sungei-Gerong  (Palembang),  In- 
donesia, leaving  for  that  country 
about  August  1.  Among  his  duties 
HJll    be    the   administration    of   the 

DON    F.   STEINKE 


Raphael  G.  Wolff  (right)  was  a  recent  guest 
of  the  Secretary  of  the  Navy  during  quolifi- 
cation  cruise  of  the  giant  flat-top  U.S.S.  Hor- 
net. The  Wolff  Studios'  heod  is  pictured 
obove  with   Ensign  R.  B.  McCallum. 


American  sch(j<jls  for  company  em- 
ployees, vocational  and  apprentice 
schools,  management  development 
and  scholarship  awards. 

Steinke  formerly  was  director  of 
power  education  for  the  Dow  Chemi- 
cal Company.  Midland.  Michigan. 
He  joined  the  Dow  educational  de- 
partment 10  years  ago  and  helped 
develop  the  current  "on-the-job" 
power  educational  program. 

He  is  the  author  of  nine  training 
textbooks  and  has  developed  lesson 
plans  and  training  facilities.         S" 


Films 

in 

Production 


The  Firestone  Tire  &  Rubber  Co. 
American  Telephone  &  Telegraph  Co. 
The  Pennsylvania  Railroad 
New  York  Telephone  Co. 
New  Holland  Machine  Co. 


wen 


-wp,^^^ 


DISTINGUISHED 
MOTION    PICTURES 
FOR  INDUSTRY 
AND  TELEVISION 


JHurpby 

Productions,  he. 


723    SEVENTH    AVENUE     .      NEW   YORK    19,    N.   Y.     •      PLAZA    7-8144 
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SALES  •  SERVICE  •  RENTALS 


THE    WORLD'S    MOST    COMPLETE    ASSORTMENT 
OF    PHOTOGRAPHIC     EQUIPMENT    FOR 

T.\l.  tmlo  m^mVlj^tm  SlWrn^ 


-J 


STOP  MOTION  MOTOR 

FOR  CINE  KODAK  SPECIAL 

Runs  forward  or  reverie,  110 
AC  synchronoui  motor  with  frame 
counter.  May  be  run  continuously 
or  for  single  frames.  Camera 
mounts  without   speciol   tools. 


$550 


Also  available  —  Slop  Motion 
Motors  for  16mm — 3Smm  B  &  H, 
Mitchell  ond  other  professional 
comerai. 


ELECTRIC 
FOOTAGE  TIMER 

Dual  model  for  both  16mm 
and  35mm.  Large  white  num- 
erals on  black  background.  Accu- 
rote  reset  dial.  Switch  controlled 
by  operator,  who  selects  either 
16mm  operating  at  36  feet  per 
minute — or  35mm  operating  at 
90  feet  per  minute  ...  or  both 
in   synchronization.  $95 

Single   model,   either    16mm   or 


$45 


Write  lor  COLOR-TRAN  Catalogue. 


presto -splicer 

GIVES  PERMANENT  SPLICE 
IN  10  SECONDS! 


$237.50 

Other    style 
kits    available. 


Especially  good  for  splicing  magnetic 
film.  Butt  Weld  type  for  non-perforated 
or  perforoted  film.  16mm,  35mm  or 
70mm.  $547,80 

16mm  or  35mm  models — 
for   perforated  film. 


GRISWOLD 
HOT  FILM  SPLICER 

Model  R-2  for  35mm  silent  ond  sound 
film.  Precision  construction  makes  it  easy 
to  get  a  clean,  squore  splice  with  occur- 
ate  hole  spacing.     Nothing  to  get  out  of 

•"'"•       $65 

Also  Bell  S  Howell  8mm,  16mm  and 
35mm  Hot  Splicers  and  B  &  H  Labora. 
tory  model  Foot  Splicer. 


*9.5mm  Lenses  in  16mm  C  mount.  18.5  (extreme  wide  angle-flat  field)  Lenses 
available  in  mounts  for  all  35mm  Motion  Picture  Cameras.  *PHOTO  RE- 
SEARCH Color  Temperature  Meters.  *Electric  Footage  Timers.  *Neumade 
and  Hollywood  Film  Company  cutting  room  equipment.  Griswold  &  B.&H. 
Hot  Splicers.  *DOLLIES  *  Bardwell-McAllister,  Mole  Richardson,  Century  and 
Colortran  Lighting  Equipment.    Complete  Wne  of  J  6mm  one/  35mm  Cameras. 


FRANK     C.     ZUCKER 


(7flni€Rfl  €ouipmenT  (o. 

^*-^     1600  BROflDuuny  \neujyoRKCiTy    ^^-^ 


7£^ 


Motion    Picture   fr  TV   Film   Pioduction 

EQUIPMENT 


7&S 


YOU  CAN  shoot  a  black  cat 
at  midnight  with 


F&B  NOMINAR  1  "//0.95 

/n  J  6mm  "C"  mount  for  all  cameras 
8mm  adapter  available 

Sharper,  faster  pictures  with  70%  less  light 

1.  1    1    3    stops  faster  than   f    1.4 

2.  Shoot  TRI-X  with  3   FC  at  24fps 

3.  Shoot  Kodachrome  with  150  FC  at  24fps 

4.  Resolution,  definition  and  contrast  proved 
superior  by  optical  bench  tests  and  80x  micro- 
scopic comparison 

5.  Nine  coated,  fully  color  corrected  elements 

6.  Brass  mounted  for  durability 

Dealer  inquiries  invited 
Write  F  &Bfor  brochure 

Absolute  Money   Back   Guarantee   if   F  &  B   Nominar    1 
f   0.95    is    not   everything    we    say    it    is 

List  price  $165.00    (federal  excise  tax  $9.00) 

Including  Series  VI   filter  holder, 
sunshade,  and  beautiful  leather  carrying  case! 


mm 


FLORMAN  &  BABB 

70  West  45th  Street,  New  York  19,  N.  Y. 

Phone:  Murray  Hill  2-2928 

Cable  Address  -  FLORBABB,  N.Y. 


Films  in  Medicine 


NEWS  AND   REVIEW  OF  NEW   FILMS  AND  TECHNIQUES 

•^  trii  the  loiuiMiifiicf  nf  niir  inaii\  rcadcr-'i  inlfri-^li-d  in  tin- 
liriiaii  phase  n!  film  a|i|ili('aliiin  which  emliracc  liolh  \a\  luallli 
t'flucatinii  and  iirofosinnal  techMic|u*'s  of  nifilicint'  and  dcn- 
li?lr\.  thi'  Kdilors  (if  Bl.stNKSS  .Sckkkn  presi-nt  this  feature 
department.  Man\  iihviou:?  ad\ anta^es  !<>  the  reader  are 
ofTered  in  this  ^niiipinti  of  related  tf>pics. 


Creer  Calls  Closed   Circuit  TV 
Vital  Medium  in   Emergency 

"♦^  Closed  circuit  television  niav  be- 
come the  nation's  number  one  edu- 
cational medium  in  the  event  of  a 
national  eniergencv  according  to 
Ralph  P.  Creer.  in  charge  of  motion 
pictures  and  medical  television  at 
the  American   Medical  Association. 

A  familiar  name  as  a  contributing 
authority  in  the.se  pages.  Creer 
pointed  out  in  a  recent  address  to 
members  of  the  Society  of  Motion 
Picture  and  Television  Engineers, 
that  physicians,  nurses,  hospital 
superintendents,  health  officers  and 
other  medical  personnel  from  coast 
to  coast  could  be  assembled  in  kex 
cities  throughout  the  countrv  on 
short  notice  to  receive  current  in- 
structions and  to  witness  demonstra- 
tions on  medical  management  and 
handling  of  atomic,  as  well  as  chemi- 
cal and  bacteriological  casualties. 

Creer  noted  that  the  .Army  Medi- 
cal Service  is  presently  considering 
plans  to  implement  a  program  nf 
this  kind. 

He  indicated  that  closed  or  open 
circuit  tv  may  also  be  used  to  com- 
municate vital  information  to  farm- 
ers and  others  concerned  with  the 
food  supply  and  the  welfare  of  our 
countrv. 

Speculating  on  other  closed- 
circuit  tv  applications.  Creer  en- 
visioned the  time  when  medical  so- 
cieties of  Europe  or  Latin-.America 
can  join  the  American  Medical  .As- 
sociation in  a  color  tv  symposium 
on  some  important  medical  problem 
of  the  day. 

Of  a   recent  closed-circuit    report 


FOJi  THAT^ 


s/<? 


on  the  polio  vaccine  story,  he  said: 
"Closed  circuit  television  pro- 
vided an  excellent  method  of  re- 
porting the  .  .  .  storv  to  physicians 
and  nurses  throughout  this  crountry 
and  Canada.  IX  itbout  doubt,  the 
largest  medical  audience  assembled 
in  the  historv  of  the  world  witnessed 
an  hour  long  illustrated  discussion 
of  the  subject  by  Drs.  .Salk  and 
Francis  and  their  associates  on  the 
same  da\  that  it  was  amioiinced  to 
the  public. 

"Sponsored  h\  Eli  Lilly  &  Com- 
pany, this  program  was  received  in 
62  cities  in  the  I  nited  States  and 
three  cities  in  Canada.  In  order  to 
reach  a  total  audience  of  approxi- 
mately .52.31)4.  the  program  was  re- 
ceived, for  the  most  part,  in  theatres 
rather  than  hotel  auditoriums  which 
had  been  used  for  similar  closed 
circuit  presentations  in  the  past." 

National  League  for  Nursing 
Shows  a  Selection  of  Films 

♦  An  e\tensi\e  film  program  was 
shown  early  this  month  at  the  1955 
Convention  of  the  National  League 
for  Nursing  in  St.  Louis. 

Selected  by  the  ANA-NLN  Film 
Service  to  be  shown  during  the  con- 
vention as  being  useful  to  nursing 
schools  and  agencies  were:  A  Is 
For  Atom  ( produced  for  General 
Electric  Co.  by  John  Sutherland 
Productions!  :  Worlil  Without  End 
I  The  I  nited  Nations  l;  The  Lonely 
Mghl  (Mental  Health  Film  Board  I : 
The  Rehabilitation  Story  l  Film  Pro- 
duction Service.  Virginia  Depart- 
ment of  Education  I  :  That  The  Deaj 

I   (:  O  \  T  I  .N  I  K  D     ON      1>  A  C  E     2  4  I 


IMPRESSION -IT'S 


PAN-SCREE^ 


> 


The  Wide-Screen  Panoramic  Filmstrip  Show  with 
Optional  Stereophonic  Sound! 
YOU     CAN     RENT    OR     BUY  !  1^" 


A 


.  .  .  beyond  belief! 

Patent  Applied  For 
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PROUDLY 

SERVING    THE 

INDUSTRIAL 

LEADERS 

OF   THE    NATION 


American-Radiator 

&  Standard  Sanitary  Corp. 

American  Telephone 
&  Telegraph  Co. 

American  Tobacco  Company 

Andrew  Jergens  Company 

Broun  &  Williamson 
Tobacco  Corporation 

Burlington  Mills  Corp. 

Church  World  Service 

Colgate-Palmolive  Company 

Cudahy  Packing  Company 

Gulf  Oil  Corporation 

Lever  Bros.  Company 

Liggett  &  Myers  Tobacco  Co. 

Manchester  Oil  Ref.  Ltd.,  England 

Nash-Kelvinator  Corporation 

Pabst  Brewing  Company 

Phillips  Petroleum  Company 

Procter  &  Gamble  Company 

Protestant  Radio  Commission 

Remington  Rand,  Inc. 

R.  J.  Reynolds  Tobacco  Co. 

F  &  M  Schaefer  Brewing  Co. 

Sterling  Drug,  Inc. 

United  Coffee  Growers  of  Brazil 

United  States  Air  Force 

United  States  Army 

United  States  Brewers 
Foundation,  Inc. 

United  States 

Department  of  State 

Wallerstein  Company.  Inc. 


r 
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A  BIG  PICTURE  FOR  A  BIG  JOB 


How  do  you  explain  the  size  and  complex  nature  of  a 
world-wide  organization  so  that  every  employee  will  understand 
the  importance  of  his  activities  in  relation  to  the  whole  enterprise? 

That  is  the  job  which  was  undertaken  in  the  production  of 
"On  Stream"  for  Socony-Vacuum  Oil  Company  and  its  affiliates. 
General  Petroleum  Corporation,  Magnolia  Petroleum  Company 
and  others  throughout  the  world.  To  secure  the  material  for  this 
film,  camera  crews  traveled  more  than  a  quarter-million  miles 
to  record  the  myriad  activities  of  a  company  whose  products  are 
marketed  in  practically  every  free  country  of  the  civilized  world. 

Xow,  after  more  than  two  years  in  production,  the  com- 
pleted feature-length  color  picture  is  ready  to  assume  its  function 
of  helping  to  build  a  firm  basis  of  understanding  among  the 
67,000  men  and  women  in  the  family  of  the  Flying  Red  Horse. 

We  are  proud  that  Socony-Vacuum,  through  its  Film 
Consultant  and  Executive  Producer,  John  J.  Hennessy,  selected 
us  to  produce  what  will  undoubtedly  rank  as  one  of  the  most 
important  industrial  films  of  1955.  Possibly  you,  too,  can  utilize 
the  services  of  an  organization  which  knows  how  to  apply  the 
techniques  of  the  "big"  picture  to  a  big  job.    Let's  discuss  it. 


CATE    &   M^GLO 

Jilms  for  inthislry  •  1521  crossroads  of  the  world  •  hiilliinood  28,  calif. 


FILMS     IN   MEDICINE; 

(CONTINUED     FROM      PACE     22  I 

May  Speak  I  produced  for  The  Le\- 
irigloM  School  for  the  Deaf  bv 
(^aniiius  Film  Productions)  :  The 
Lon/i  Cane  (Veteran's  Administra- 
tion I  :  li(.(i  y acciiialion  Againsl 
Tiiherciilosi.s  I  National  Tuberculosis 
Association  I  :  Fatenl  Ductus  Arter- 
iosus (produced  for  E.  R.  Squibb  & 
Sons  by  Sturgis-Grant  Produc- 
tions I  :  Post  Anesthesia  Rooms  ( E. 
R.  S(|uibb  &  Sons  I  ;  Stop  Rheumatic 
Fever  I  produced  for  the  American 
Heart  Association  by  Transfibji  \  : 
Care  oj  the  Cardiac  Patient  ( U.S. 
Office  of  Education  I  :  Motivating 
the  Class  (  McCraw -Hill  Text 
Films) :  All  I  Need  Is  A  Conference 
(produced  by  Henry  Strauss  & 
Co.  I:  Molly  Grows  Up  (Medical 
Arts  Productions);  When  You 
Choose  .\ursing  ( produced  for  the 
National  League  for  Nursing  by 
\S  illard  Pictures  I:  and  .\urse. 
Please  ( produced  for  the  .National 
Association  for  Practical  Nurse 
Education  bv  Trident  Films.  Inc.). 


Health  Information  Foundation 
Cartoon  Backs  Health  Insurance 

♦I lie  Health  Information  Founda- 
tion has  released  a  new  color  car- 
loon.  Second  Sight  Sam,  5  min.. 
color,  produced  by  UFA,  which  '• 
shows  the  dangers  of  being  unpro- 
tected by  health  insurance. 

The  Foundation,  sponsored  by 
pharmaceutical  concerns,  is  set  up 
to  conduct  research  and  disseminate 
information  on  improving  the  avail- 
ability of  health  services. 

L  PA  s  gargoyles  show  a  situation 
invobing  a  circus  type  "who's 
never  been  sick  in  his  life"  until 
pneumonia  invades  his  raucous 
livelihood.  He  learns. 

Association  Films  has  this  orje. 
A\ailable  e\er\  where. 

Ralph   Creer  to  Speak  at  , 

Surgeons  Meeting   in  Geneva  I 

*  Kalpli   t.reer.  ilircctor   of  motion    ' 
pictures   and   medical   television    of 
t  C  O  N  T  I  .\  U  E  D     O  Ji     PACE     2  6  i 


FOR   SALE 

DoLite   Electrol  Screen 

■SO"  X  50" 


(icmiplele  with  Controls.  Ideal 
for  cctnference  room  or  small 
theatre. 

Write   Box    55-5B 

BUSINESS   SCREEN 

7064  Sheridan  Rd.,  Chicago 26 


I 
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FOR  TV  COMMERCIALS  THAT  CLIENTS  APPLAUD- 


Shoot  on  Du  Pont  "SUPERIOR"  2, 
print,  on  Du  Pont.  Type.  824 


When  you  film  your  TV  commercials  on 
Du  Pont  "Superior"  2— and  print  them 
on  Du  Pont  Type  824— you'll  get  footage 
to  satisfy  the  fussiest  client.  Here's  why: 

Du  Pont  "Superior"  2  is  the  all-purpose 
negative  film  for  both  indoor  and  outdoor 
sets.  It  gives  you  clean  highlights  and 
plenty  of  shadow  detail.  "Superior"  2  is 
fine-grained,  yet  fast  enough  to  keep  light- 
ing costs  down.  Its  wide  latitude  guaran- 
tees you  consistent  results. 

But  a  good  negative  is  only  part  of  the 
story.  You'll  need  the  fine  release  proper- 
ties of  Type  824— a  fine-grain,  low-contrast 


SPECIFY 


release  stock— to  get  the  best  out  of  your 
"Superior"  2  negatives.  With  Type  824, 
you'll  turn  out  prints  of  perfect  low- 
density,  low-gamma  TV  quality.  That  way, 
your  "Superior"  2  negative  gets  to  the  TV 
screen  in  all  its  original  tonal  fullness. 

Try  this  "Superior"  2— Type  824  team 
on  your  next  TV  commercials.  Results  will 
put  a  satisfied  smile  on  any  clients  face  — 
and  more  of  his  work  in  your  studio!  E.  I. 
du  Pont  de  Nemours  &  Co.  ( Inc. ) ,  Photo 
Products  Department,  Wilmington  98, 
Delaware.  In  Canada:  Du  Pont  Company 
of  Canada  Limited,  Montreal. 


DISTRICT  OFFICES 

ATLANTA  S,  GA 105  Peachtree  BIdg. 

BOSTON    10,  AAASS 140  Federal   Street 

CHICAGO  18,  ILL 3289  N.  California  Ave. 

CLEVELAND   14,  O.  1033  Union  Commerce  BIdg. 

DALLAS  7,  TEXAS 1628  Oak  Lown  Ave. 

LOS  ANGELES  38,  CALIF. 

7051  Soma  Monica  Blvd. 
NEW  YORK  II,  N.  Y..  .  .  .248  West  18lh  Streel 
PHILADELPHIA  2,  PA..  .  .225  South   IStli  Streel 
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Manufacturers  and 
Distrihiitors  of: 

Bloop  Punches 

Cans,  Film  Strip 

Editing  Tables 

Film  Bins 

Film  Racks 

Flanges 

Film  Editing  Gloves 

Leader  Stock,  16  &  35  mm 

Measuring  Machines 

Plastic  Cores,  16  &  35  mm 

Reels,  16&  35  mm 

Reels,  Non-Magnetic 

Split  Reels 

Rewinds 

Sound  Readers 

Splicers 

Storage  Cabinets 

Vault  Cans 

Scotch  Tape 

Cloth  Tape 

Sound  Recording  Tapes 


HOl_l_Y\A/OOD 
FILM    COMPANY 


HO-23284 
HO  4-7191 


precision  film  editing  equipment 


956  NO.  SEWARD  ST. 
HOLLYWOOD  38.  CALIF. 


FILMS    IN    MEDICINE; 

(CONTINUED  FROM  PACE  24  I 
Surjiiiai  Trainiiif;."'  at  the  2IHh  (^>ii- 
{irfss  iif  ihi-  International  (^illege  of 
Surgeons  which  meets  in  (»ene\  a. 
Switzerland.  Ma>  2S-26.  He  also 
has  heen  invited  to  participate  in 
conferences  on  the  international  dis- 
trihulioii  of  nieilical  fdnis  with  of- 
ficials of  tlie  W  orld  Health  Organi- 
zation and  the  International  Feder- 
ation of  Gvnecologii  and  Obstetrics 
in  (Jiiiisa.  He  will  visit  the  motion 
picture  production  unit  of  ('ilia 
Limited  in  Basle.  .Switzerland. 

Creer  flew  to  Frankfort.  Germain. 
May  16.  where  he  met  with  medical 
motion  picture  producers  and  rc|itc-- 
sentatives  of  the  medical  professinn. 
Conferences  were  held  at  the  Insti- 
tute for  Scientific  Films  in  Gottin- 
gen.  Frankfort  and  with  the  presi- 
dent of  the  A.ssociated  Phvsicians 
Council  of  \^  est  Gernianv  in  .Stutt- 
gart. The  production  and  exchange 
of  medical   films   was  discussed. 

Creer.  who  directed  the  Amu 
Medical  Illustration  Ser\  ice  during 
World  War  II.  planned  to  spend  the 
week  end  of  .May  21  with  his 
friend.  General  William  Wilson, 
Chief  Surgeon  to  the  Seventh  Army 
in  Germany,  with  headquarters  in 
Stuttgart.  Creer  will  return  to  the 
states  in  time  to  supervise  and  di- 
rect the  motion  picture  program  of 
the  annual  AM.A  convention  to  he 
held    in    Atlantic    Cit\.    June    Gin. 

Magnetic  Tape  Digest  Saves  Time 
for  Busy  Physicians,  Surgeons 

♦A  weekly  magazine  digest  for 
doctors  that  is  published  on  a  reel 
of  magnetic  tape  rather  than  on 
the  printed  page  is  an  object  lesson 
ill  time  saving  which  busv  men  in 
every   field  should  value. 

.Audio  Digest,  manufactured  by 
the  Minnesota  Mining  and  Manu- 
facturing Company,  was  developed 
by  Jerr\  Pettis.  pnbli<-  relaliipii^ 
man  for  the  California  Medical  \>- 
sociatioii. 

Tope  playback  equipment  in  his  car  enobles 
the  physician  to  keep  up  with  professional 
literoture   while    making    house   calls. 


26 


BUSINESS     SCREEN     MAGAZINE 


EAST  5 3«  STREET 


Campus  Film 
Productions 


the  first  step 
to  a 
better  film 


PLaza  3-3280 
New  York,  N.Y. 
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KeR|iiiiq  Scnrn  on  Hi'siiltful  Films 


YOUR 

NEW  EMPLOYEES 

With  proper  induction  and  job 
Instruction  they  will  be  more 
effective,  happier  employees.  This 
means  less  personnel  turnover, 
better  work  faster,  more  efficiency 
and  increased  productivity. 

It's  up  to  your  supervisors.  It  can 
be  accomplished! 

Show  your  supervisors  how  with: 
"INDUCTION  AND 
JOB  INSTRUCTION" 

port  of  an  outstanding  sound  slide 
program  SUPERVISOR  TRAINING 
ON  HUMAN  RELATIONS,  which 
includes: 

•  "THE  SUPERVISOR'S  JOH" 

•  "INTERPRETING 

COMPANY  POLICIES' 

•  "THE  SUPERVISOR 

ASA  REPRESENTATIVE 
OF  MANAGEMENT" 

•  "HANDLING 

GRIEVANCES" 

•  "MAINTAINING 

DISCIPLINE" 

•  "PROMOTIONS, 

TRANSFERS  AND 
TRAINING  FOR 
RESPONSIBILITY" 

•  "PROMOTING 

COOPERATION" 

You  may  obtain  a  preview 
without  obligation. 

Write  Dept.  S  for  details. 


INC. 

6)08  SANTA  MONICA  BLVD. 
HOLLYWOOD   38,  CALIFORNIA 


Nylok  Gets  Soles  Action 
With   an    Effective   Slidefilm 

♦  llii-  \\lok  Ci.i  |.i.r;ilii.n  niakc?^ 
screns.  Al  first  yhiiice  ihey  niijihl 
look  like  oi'iliiiar)  screws,  but  each 
wears  a  phig  of  Nylon  inserted  in  a 
liny  hole.  It  does  fatitaslie  things. 
When  seated  in  a  threaded  hole,  it 
prevents  (he  screw  from  working 
loo-s^e.  it  provides  a  fluid  seal,  per- 
mits accurate  adjustment  and  is  re- 
usable. It  means  the  end  of  loose- 
ning. 

Nylok  decided  thai  lo  get  this 
story  across  to  potential  buyers  — 
engineers  who  specify  the  product, 
and  purchasing  agents  who  acquire 
it  —  the  best  medium  would  be  a 
sound  slidefilm.  This  choice  was  de- 
termined because  of  its  effective- 
ness, low  cost  and  convenience  in 
use. 

Roger  Wade  Productions,  chosen 
to  produce  the  film,  utilized  a  movie 
animation  pop-on  technique,  some 
new  art  and  some  of  Nylok "s  own, 
and  brought  forth  a  very  good- 
looking  picture  designed  to  oi>erate 
on  automatic  ssf  projection  ma- 
chines. 

The  picture  simply  dramatized 
the  problem  of  loosening  screws, 
and  two  possible  solutions  —  with 
conventional  fasteners  —  and  with 
Nylok. 

Carl  H.  Borner.  Sales  Manager 
of  Nylok,  outlines  the  results  of  the 
film  as  follows: 

"111  It  provided  a  visual  and 
oral  presentation  to  supplement  the 
work  of  the  salesmen. 

(2 1  .\ided  in  training  of  sales 
personnel  of  licensees. 

(3)  Appealed  to  prospective  buy- 
ers because  it  taught  while  selling. 
(4))  Proved  that  the  initial 
higher  cost  of  the  Nylok  fastener 
itself  was  far  outweighed  by  the 
overall  savings.*' 

All  well  and  good,  but  did  it  sell? 
Here  is  some  of  the  direct  business 
the  film  produced  for  Nylok: 

Republic  Aviation  became  a  large 
volume  user  of  both  standard  and 
special  parts. 

Sikorsky  Aircraft,  since  seeing 
the  presentation,  has  become  a  large 
user  of  Nylok  screws. 

Fairchild  Aircraft  has  also  be- 
come a  steady  user. 

Thomas  A.  Edison.  Inc.  adapted 
Nylok  for  use  in  its  Kdiphone  dic- 
tating equipment. 

UuMont  Laboratories,  after  see- 
ing the  film,  adapted  Nylok  for  use 
in   radar  ci|uipmenl. 

Continental  Screw  became  a  Ny- 
lok licensee. 

General     Electric     now     uses     a 


variety  of  Nylok  parts  in  aircraft 
rtpiipment. 

The    Nylok   story   is   good   proof 

that    ACTION    in    souni!    slidefilm 

produclion  can  go  out    in   th<^  field 

and  MAKK  SALES.  IJ^ 

«        »        « 

"This  Is   Life"  Going   Strong 
for  Sponsor  After  4-Year  Run 

■¥  How  long  can  a  good  film  "last" 
as  a  visual  tool?  What  is  the  lifc- 
expeclancy  of  a  properly  concei\ed 
and  produced  motion  picture?  What 
is  the  outer-limit  of  aggressive  dis- 
tribution? 

Answers  to  these  questions  regard- 
ing one  sponsored  film  in  circula- 
tion since  1951  are  indicated  in  a 
report  by  the  American  Meat  In- 
stitute. A  survey  made  by  A.M.I. 
on  its  20-niinute  color  film.  This  Is 
Life,  re\eals  that  when  this  story  of 
meat  processing  was  shown  nine 
times  on  sustaining  television  dur- 
ing March  of  this  year  to  an  esti- 
mated audience  of  648.772,  the 
film's  tv  bookings  reached  a  total  of 
200  for  four  years  and  a  total  esti- 
mated audience  of  28.125,430. 

Also  during  March  the  Institute's 
film  was  shown  843  times  to  97,954 
school  children  in  the  48  states  and 
the  District  of  Columbia,  bringing 
the  total  four-year  school  audience 
for  the  film  to  3.420,144. 

Spotlighting  its  survey  with  a 
listing  of  eight  new  sustaining  t\ 
bookings  for  This  Is  Life  in  the  last 
week  of  April  and  the  first  week  of 
May.  the  Institute  in  effect  submits 
evidence  that  there  apparently  is  no 
forseeable  saturation  point  for  this 
popular  film. 

This  Is  Life  was  produced  tor  the 
A.M.I,  by  Raphael  G.  Wolff  Studios. 
This  timeless  film  has  been  distribu- 
ted since  its  inception  by  Modern 
Talking  Pictures  Service,  Inc. 
*        »       » 

Repetitive  Training  With   Film 
Pushes  Soladmaster's  Soles 

■¥  Saladmastcr  Sales,  Inc.  makes  a 
kitchen  gadget  which  uses  five  inter- 
changeable cone-shaped  cutters,  so 
the  housewife  can  do  several  jobs 
with  the  one  device.  Tlie  company 
markets  the  product  across  the 
country  through  2000  door-to-door 
salesmen. 

Headed  by  a  one-time  salesman. 
Harry  Lemmons.  the  firm,  which 
started  out  with  a  shoe-string  capital 
of  $9000,   is  now   worth   $050,000. 

Here's  how  salesmen  were  trained 
to  produce  this  phenomenal  sales 
success,  according  to  Mr.  Lemmons: 
"A  group  of  new  men  in  a  training 
class  will  be  shown  a  30-minute 
(CONTINUED     ON     PACE     30) 


THE  MYTH 

OF  PRICE 

RESISTANCE 


For  the  overage  solesmon  nothing  is 
more  real  —  or  more  troublesome  — 
than  price  resistance. 
How  many  times  has  a  solesmon  of 
yours  said:  "I  could  sell  more  if  only 
our  prices  were  lower!!" 

Yet  he's  wrong,  dead  wrong. 

He  believes  a  myth.  A  myth  that  sales 

are  lost  because  his  price  is  too  high. 

Price   is   never   the    sole   factor   in   o 

turn-down. 

We  know  it  .  .  .  you  know  it.  If  only 
he  knew  it. 
Yet  he  con  when  he  realizes  that 
price  is  relative  to  value.  Dispel  the 
myth  of  price  resistance  with: 

"PRIDE  IN  PRICE" 

part  of  the  outstandingly  suc- 
cessful sound  slide  program  . , 
AGGRESSIVE   SELLING 

Vou  may  obtain  a  preview 

without  obligation. 

Write  for  details. 


INC. 

6)08   SANTA  MONICA  BLVD. 
HOLLYWOOD  38,  CALIFORNIA 
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AWARD   WINNING  , FILMS 
ARE    NOT   ENOUGH 

Within  the  past  60  days  Dynamic-produced  films 
have  won  7  major  awards  in  important  film  festivals 
throughout  the  country.  These  awards  have  been  won 
in  a  wide  range  of  categories  including  sales  promo- 
tion, human  relations,  travel,  industrial  promotion, 
training  and  classroom  procedure. 


BUT  THIS   IS   NOT   ENOUGH 

Even  more  important.  Dynamic-produced  films  have 
proven  fully  effective  in  motivating  audiences  to- 
ward a  product  or  an  idea. 

IN  OTHER  WORDS, 

THEY  GET  RESULTS... 

Results  that  have  in  every  cose  far  surpassed  the 
client's  goals!  In  the  final  analysis,  this  is  the  only 
test  for  a  motion  picture  .  .  .  and  the  only  way  to 

serve  a   client. 
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ALL-AROUND    INSPECTION    FOR 

DISTORTION-FREE  SCREENINGS 
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Another  reason  v^hy 

SYLVANIA    PROJECTION    LAMPS 

are  your  best  buy 


As  usual,  Sylvania  offers 
you  better-than-standard 
lamp  performance  —  in  the 
Sylvania  line  of  top-per- 
formance projection  lamps. 

To  offer  better  perform- 
Lishtinc       •       Radio 

/n  Canada:  Sylvania  Electric  iCa, 


ance  in  your  projector — 
Sylvania  lamps  must  meet 
this  rigid  inspection  require- 
ment :  the  glass  must  be 
completely  free  of  distor- 
tion -  producing  striations 
•       Electronics       •       Television 


to  be  passed  into  the  hands 
of  the  user.  Another  reason 
why  Sylvania  projection 
lamps  are  your  best   buy. 

Sylvania  Electric  Products  Inc., 
1740  Broadway.  N.  Y.  19,  N.  Y. 

•       Atomic  Enercy 


nada]  Ltd..  Unit>€rsit\  Tower  Bldg.,  St.  Catherine  Street.  Montreal.  P.Q. 


V^  SYLVANIA' 


.  fastest  growing  name  In  sight 


.  •  .  Ilip  niiinif  nt 


HOLLYWOOD  FILM  EKTERPRISES 


has  been  Myiuniffnuum  iritii 


The  OLDEST  16mm  Film  Laboratory 
is  now  first  with  the  NEWEST/ 

Hollywood  Film  offers  (he  newest  focilities 
in  the   16mm  field,  with  odvonced  methods  ond 
speciol  equipmerit  thot  enoble  us  to  offer 
quality  and  service  unequolled  on/where. 
Included  omong  our  new  editing  services  ore 
zero  cuts  and  vorroble  length  dissolves  from 
12  to  96  fromes  lo  provide  perfect  fades  and 
dissolves,  without  cutting  the  original  scene. 


COMPLETE  IGmin 
Laboratory  Service . . . 

•  Reduction  and  Contact  Printing 
e    Negative  Developing  and 

Reversal   Processing 

•  Release  Prints  in  Color  or 

Black-and-white 

•  Kodochrome  Duplicating 

•  Shipping  &  Receiving  Service 

•  Free  Projection  Service 

•  Free  Editing  Rooms  and 

Storage  Vaults 


The  Oldest 
and  Most 
Experienced 
16mm  Film 
Laboratory 


HOLLYWOOD  FILM 
ENTERPRISES,  INC. 

6060    SUNSET    BOULEVARD 
HOLLYWOOD  28,  CALIFORNIA 


hi!i!iiiiii|  Scure 
on  Film  Hesults: 

(CONTINUED     FROM     PACE     28  I 

film  (IfinoMstratin^  a  Saladiiiaslfi. 
'I'lii-  Iraincr  shows  ihi-  film  cdii- 
linuoush  »illi  im  CDinmciits.  I  In- 
111*"  iiirn  see  llw  saint"  film  over  and 
iiMT.  \\\  llic  criil  of  llii'  wci'k.  lhc\ 
will  liaM'  hi'in  it  10  linu's.  When  a 
man  has  seen  a  half  hour  film  40 
limes,  it  is  indelihK  irn|)iPsseH  on 
his  mind. 

Mr.  Lemmoiis  thinks  this  is  tin- 
major  reason  new  salesmen  sell 
alu.nt  fiO'V'    of  Iheir   first  calls. 

Slidefilm  Helping  to  Rally 
Ad  Men  for  "Next  50  Years" 

♦  rhirt\-thonsarui  mi-mhers  of  the 
Acl\ertising  Federation  of  America 
are  expected  to  see  a  new  federation- 
sponsored  slidefilm  this  year.  W  e. 
The  People  .  .  .  In  Ailverlisiii^.  a  2o- 
minute  film  written  hy  \ern  Fla- 
dager  of  Darcy  Advertisinj;  Co.. 
New  ^  ork.  « as  produced  h\  Chart- 
makers.  Inc.  It  takes  the  story  of 
advertising  from  l'X)5  to  the  pres- 
ent, then  opens  the  curtain  on  the 
next  50  \ears  t>f  ad\ertising.  AFA 
has  set  a  goal  of  20  new  cluhs  this 
year.  It  has  gained  60  clubs  and 
20.000  new   members  since  1945. 

The  federation  has  a  dozen  copies 
of  the  slidefilm  and  is  arranging 
presentations  to  its  member  clubs. 
The  federation  is  located  at  330 
West   42nd    Street.    New    York    36. 

University,   Reela   Films  Team 
with  TV  Station  for  Workshop 

♦  I  he  I  ni\ersit\  (<f  Aiiaini  and  Sta- 
tion WTVJ.  Miaini.  are  jointly 
sponsoring  a  sunnner  television  and 
film  institute  in  Miami.  July  11 
through  Juh  31.  F^eela  Films.  Inc.. 
the  motion  picture  producing  sub- 
sidiary of  WTVJ.  will  collaborate 
on  the  film  work. 

Although  the  curriculum  of  the 
institute  includes  nian\  aspects  of 
standard  workshop  procedure,  it 
will  gain  special  benefits  by  the  use 
of  on-the-air  commercial  t\  facili- 
ties in  a  major  station. 

Emphasis  will  be  on  practical 
production  of  live  tv  programs  and 
films  for  television.  Most  of  the  in- 
stitute's sessions,  therefore  will  be 
held  in  WTVJ's  studios  and  Reela 
Films  studios  and  laboratories. 

The  collaboration  in  training  tv 
and  film  students  began  when  WTVJ 
went  on  the  air  in  1949.  The  I  ni- 
versity  of  Miami  Radio-TV-Film  De- 
partment has  been  working  closelv 
with  the  station  ever  since. 

Accotninodations  at  L^niversit\ 
rales  are  available  on  the  campus, 
including    facilities    for    families.    A 


leaflet  of  details  and  answer-  tn 
specific  questions  can  be  oblaimd 
from  Dr.  Sydney  W .  Head.  (!liair- 
man.  Radio-TV-Filni  DepartiTiint. 
Lniversitv  of  Miami.  Coral  (iabli-s. 
Flori.la. 

'.:-  *  • 

Florence  Nightingale  Story 
Available  in  Sound   Slidefilm 

♦  I  he  Metropolitan  Life  lnsurar]ce 
l^impany  has  announced  that  Hoi- 
eiice  N i^htiii fiule  and  the  Ffniuiliii[i 
oj  Professinnal  i\ursin(i.  a  ih« 
35mm  sound  slidefilm  in  color.  1 1-- 
places  the  former  blatk-and-while 
silent  slidefilm  in  the  Heallfi  Hero 
Series. 

Florence  Nightingale  lighted  the 
wa\  for  the  profession  of  nursing 
She  is  known  for  her  contributions 
to  hospital  administration,  statistics, 
and  dietetics  and  in  public  health, 
welfare  and  health  education.  Her 
influence  was  evident  not  onlv 
throughout  the  19th  centur\  but  her 
productive  life  reveals  what  a  pro- 
digious effect  she  had  upon  succeed- 
ing generations. 

The  slidefilm  is  planned  as  a 
teaching  aid  in  junior  and  senior 
high  school  classes  and  education 
courses  in  colleges  preparing  teach- 
ers for  the  secondary-school  level. 
It  can  serve  to  spark  studv  projects 
in  various  fields  and  provoke  dis- 
cussions on  such  topics  as  personal 
and  communitv  health,  familv  re- 
lationships, mental  health,  careers, 
and  social  progress.  It  is  a  means 
of  helping  students  to  understand, 
appreciate,  and  practice  healthful 
living. 

The  slidefilm  is  available  on  loan 
without  charge  to  teachers,  adminis- 
trators and  other  school  personnel 
from  Metropolitan  Life  Insurance 
Company.  School  Health  Bureau, 
Health  and  Welfare  Division.  1. 
Madison  Ave..  New  York  10,  N.^  . 
->        «        » 

Victor  Animatograph  Moves 
N.  Y.   Branch  to  Larger  Space 

♦  Sam  if.  Rose,  president  of  V  ieti>r 
Animatograph  Corporation.  Daven- 
port. Iowa,  has  announced  that  in 
line  with  increased  sales,  manufac- 
turing and  export  activities,  the  Vic- 
tor New  ^  ork  branch  office  has 
moved  to  newer  and  larger  quarters 
at  200  V^'est  57th  Street,  and  con- 
solidated with  the  Victor  Latin- 
American  Division. 

These  increased  facilities  are  un- 
der the  supervision  of  H.  O.  Jones, 
vice-president,  with  R.  H.  Kulka. 
vice  -  president  -  in  -  charge  of  the 
Latin-American  Division. 

Rose  said  that  this  move  was 
actuated  by  the  introduction  of  the 
new  line  of  Victor  16inm  Sound 
VIotion  Picture  Projectors  —  the 
Model  ().5  Series. 
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An  idea 


is  the  greatest  force  wii 
for  accomplishment 


BUT 


only  if  its  energy  can  be  released 
in  understanding .  ..in  acceptance . . . 


and  in  action. 


We  help  our  clients  put  the  energy  of 
ideas  to  work  through  the  coordinated 
communications  programs  we  produce 
in  film  and  other  visual  media. 


668    FIFTH    AVENUE.    N.    Y.    19.    N.    V. 


PLAZA    1  -3290 


IlIliHT     OFF     THE     H  F  £  L 


( CONTINLKD         FROM 


PACE         SIXTEEN   I 


GEO.  W.  COLBURN    LABORATORY   INC. 

164    NOKtH     WACKea     OniVC  •  CH  IC  AGO    « 
TEliPHONS     STATE     2-7316 


SERVICES 


rhunlu's,  parent-teacher  urganizations,  etc.  are 
all  aicessible  to  immediate  print  (listriliiilidn 
» ia   16mm. 

The  point  of  all  this  is  that  the  citizen  should 
meet  todays  bills  today  through  a  necessary 
increase  in  gasoline  ta.xes.  As  the  .^ATLiiUAy 
KvE.MNG  Post  has  expressed  it  editorially,  "the 
more  pay-as-we-go  money  that  goes  into  it  the 
better.  If  we  can"t  cut  down  our  debt  charges 
when  the  country  is  rolling  in  prosperity,  we 
never  can." 

To  put  it  another  way.  if  we  can"t  demonstrate 
the  power  of  the  informational  film  in  a  won- 
derful   opportunity    like    this,    mavbe    we    nexer 


ISatioiial  t'isual  Presentulion  Association 
Presents  Atcards  in   Annual  Competition 

■¥■  The  Sinclair  Refining  Companv  took  top 
honors  with  two  first  awards  for  visual  media 
as  members  of  the  National  Visual  Presentation 
Association  announced  winners  of  its  annual 
competition  for  the  best  visual  presentations  of 
1954.  A  sound  motion  picture  The  Three  Areas 
of  Selling  was  adjudged  the  best  sales  training 
motion  picture  and.  in  general  media  for  sales 
training,  a  Sinclair  flannel  board  presentation 
won  another  first  place.  Both  programs  were 
produced  by  Florez.  Inc. 

A  special  slidefilm  featuring  a  new  means  of 
animated  projection  iCellomatici  won  the 
N\TA  first  award  among  fihiis  and  slides  for 
sales  training.  The  award  was  received  bv  James 


First  award  in  recent  National  Visuol  Presentation 
Assn.  competition  is  accepted  by  James  Barsi,  vice 
president  of  Anheuser-Busch,  Inc.  (second  from 
right  above).  Others  participating  (left  to  right): 
Hubert  Wilke,  v. p.  of  Howell-Rogin  Studios,  pro- 
ducer of  Cellomatic  program;  Kinsey  Merritt, 
Railway  Express  Agency  v. p.  and  Walter  Brunauer, 
Lily-Tulip  Cup  exec,  and  president  of  the  associa- 
tion  sponsoring   the   annual   awards. 

Barsi.  vice-president  of  Anheuser-Busch,  whi. 
had  used  the  presentation  for  the  compan\  - 
annual  sales  convention  in  January.  The  Cello- 
matic technique,  developed  by  the  Howell-Rogin 
Studios  in  New  York,  was  cited  for  providing 
animation  features  and  optical  effects  hereto- 
fore possible  only  with  motion  pictures. 

A  Columbia  Broadcasting  System  motion  pic- 
ture won  first  place  among  motion  pictures  for 
direct  selling:  in  the  classification  of  films  and 
I   CONTINUED         ON         PAGE         FIFTY -NINE   I 


Hi-F/D£ury 

flAPJAC/CS 


To  "get-lhe-point-across    a  sound  slide  film 
must  be  easily  viewed  ond  clearly  heard. 


Allied  s  21  years  of  recognized  leadership 
and  experience  in  record  manufacturing*, 
and  the  latest  most  scientifically 

engineered  equipment  are  the  only 
guarantees  to  quality,  hi-fidelity 

production  —  the  key  to  superior  sound. 

Allieds  volume  assures  you  the  lowest 
possible  cost ...  24  hour  service 
assures  you  on-time  delivery. 

If  your  taste  is  for  the  best . . .  Buy  The  Best ! 
Order  your  next  stock  of  slide  film  records 
from  Allied.  We  work  from  your  tope 
or  masters,  outomatic  or  manual  signal. 


'SUPPLYING  THE  MOST  CRITICAL  BUYERS  IN  THE  INDUSTRY 

ALLIED  RECORD 

1041   N.  LAS  PALMAS,  HOLLYWOOD,  CALIFORNIA  .  HOIIywood  9-5107 


MANUFACTURING  COMPANY 
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eed  we  say  more. 


''3"  praag  prodndioiis 


I«00  BBOAOH'AV 


!*KW  VOBK  19,  !S.  Y. 


PtACA  7.3S8T 


'■'arch  n,   1955 

Mr.  Louis  Peldman 

24^  fr.^°^°^   Corporation 
245  West  55th  Street 
New  York  19,  ^^  ^^^.j^ 

Itear  Doc: 

on  Producers'  Showcase.      ^  *'°"^''  ^  Peter  Pao" 

XS'^^lp-f  ^r?hl"t^e%^-  ^°  --  -"  "«^  - 
h^ve  erer  been  done  for  tele^ls?!""^  ''°^°^  P^^'-^es  that 
to  Pla^  an  erer  Increasing  pl^^\,^i  ^  "^^i  continue 
flJja  for  TV.         -^  part  In  the  deyelopnent  of  color 


Keep  up  the  good  work. 


Kindest  regards, 
Wyilan  Van  Praag 


WVP:a 


ieir 


•i    officer..      2301    J;^e    tullJin, 


Let  our  Tri-Art  Color  Specialists 

show  you  how  to  make  prints 

that  will  do  a  better  selling  job. 
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CORPORATION 
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r  is  for  Public 
n  is  for  Relations 


WHAT  THIS  $50  MILLION   DOLLAR   PRODUCTION    INDUSTRY 
NEEDS  IS  A  NATIONAL  BUSINESS  DEVELOPMENT  PROGRAM 


A    BUSINESS    SCREEN    EDITORIAL 


WHILE  THE  i:..S.  is  Iniikliii.n  low^iid  ^i 
■)()()-bilIion-cl()llai  itonoiin  l)\  l!l(i;") 
(as  pictlictt-d  in  Ma\  al  ihc  ,'i.Srcl  cmi- 
Ifi'c-iKc  ol  the  National  ]niliislri;il  Achcitisiis 
Assn.  in  Wasliin^ton)  wliat  is  the  kailcrsliip  ol 
ilu  ^|)ollsl)lc■cl  lilni  ])ro<hi(tioM  ami  distribii- 
lioii  business  doing  about  its  share  of  this 
ia|)i(llv-expanding  gross  national  pioduct? 

In  the  past  five  years,  producers  have  moved 
iiilci  uie\ision  as  the  key  source  ol  most  effec- 
tive cominercials;  they  are  also  turning  oiil 
some  of  the  finest  documentary  TV  fihii  shows 
and  supplying  thousands  of  hours  of  sustain- 
ing film  fare  of  special  usefulness  to  local 
stations. 

The  Initiative  for  Progress  is  Yours 

rele\isi(m  is  one  important  segment  of  the 
producer-distributor  economv.  I  heatrical  ex- 
liil)iiiciM  of  both  screen  ads  and  sponsored 
shoi  t  subjects  is  another.  But  the  lion's  share 
ol  income  is  derived  frcmi  direct  projection 
as  a[)i)lied  in  training,  marketing,  consumer 
education  and  public  relations.  The  ever- 
growing niunber  of  group-owned  16mm  sound 
projectors  throughout  the  I'.S.  and  Canada  is 
a  rele\aiH  economic  factor  as  more  prints  are 
lecpiiied  to  serve  free  loan  recpiests  emanating 
Irom  schools,  clubs,  duudi  .nid  (oiuuuniit\ 
groups. 

The  jjaradox  of  all  this  is  that  income  and 
"prosperit\  "  for  the  producei  and  results  for 
his  (lients  are  directly  atfected  by  all  sorts  of 
outside  influences  and  not  enough  by  the 
diied  action  of  the  men  who  lead  these  com- 
panies. 

\Vliicli  Direction  Will  You  Choose? 

■]  lu-  kind  ol  direction-finding  were  talking 
aljout  is  based  on  bonafide  research,  coopeia- 
ii\i-  la<  t-fiuding.  rule-making  and  organization 
with  soinid  profit  motives.  This  has  been  a 
••s'ld  million  dollai'  piodnclion  economv.  with 
loo  litllc-  \arialioii.  loi  luo  or  tlucc'  siiaighl 
)ears.  It  could  go  DCJW.N  as  television's  \o 
lacious  costs  de\our  more  of  the  sponsor's 
bndgeis:  it  could  also  go  UP  if  l.iuni  power 
ucre  applied  XOW  to  bring  the  many  a\ail- 
ilili  lacts  about  the  values  of  good  production, 
the  kinds  and  sizes  of  audiences  and  channels 
of  distribution,  the  proxen  elfee  li\eness  ol 
well-designed  training  and  inlormaiional  lihus 


III    Ihi    exes   and    ears   cil    ihc    riicii    who    iii.iki 
.lucl  control  our  luture  business  budgets. 

flere  are  a  few  examples  of  the  industr\ 
piii)lic    rci.itions  \aciunn  now  existing: 

Bring  the  Facts  Up  to  Date 

Dining  1954,  producers,  distributors  and 
ecpiipment  firms  largely  supported  the  publi- 
cation of  "Dollars  and  .Sense  of  Business 
Films."  an  Association  of  National  Advertisers 
book  detailing  the  case  histories  of  about  67 
large  and  small  film  users.  This  verv  meritori- 
ous elfort  cost  $30,000  and  is  now  in  the  hands 
ol  a  lot  of  people,  most  of  whom  received  it 
Irom  one  or  another  of  these  iniderwriters. 
Now  what  comes  after?  Didn't  «»v'/"",i;  hap- 
pen in  1954?  What  about  the  hundreds  of 
other  firms  who  might  ha\e  even  more  useful 
case  histories  to  offer  today?  Ever  hear  of  the 
lollow-up  principle? 

There  aie  at  least  a  thousand  or  more  op- 
|)ortunities  each  year  to  present  visually  the 
the  lascinating  story  of  the  most  interesting 
medium  of  all  —  the  sponsored  film.  Ad  and 
sales  clubs,  industry  conventions.  ]>id)lic  rela- 
tions groups,  all  offer  the  time  and  place  lor 
the  showing  of  a  film  about  films.  A  few  pro- 
ducers ha\e  made  this  sort  of  thing  but  that 
isn't  acceptable  exhibition  fare.  A  i^rouj}  ejjort 
and   lop  llighi   production  would  be  cheered. 

.Most   Business  is  National   in  .Scope 

1  he  jjioducer  who  decides  that  he  serves  a 
local  clientele  is  a  very  small  potato.  Yet  pro- 
duceis  organize  regionally  and  when  they  do. 
s]n:\n\  iheir  hard-earned  membership  dues  on 
legal  lees  and  one-horse  secretariats,  il  an\. 
Ihis  is  a  workable  W'ay  to  organize  but  a 
wliolh  inadecpiatc  method  of  competing  wiih 
■  iilu  I  media  in  this  big  country  of  ours.  We 
ale  presently  divided  and  conquered  bv  lack 
ol   ciuiliccl  thinking  and  power. 

Ilu  l)ii\ing  audience  for  this  nicclium  is 
liigliK-ccjiuenirated  among  the  less  than  1(1.0(10 
companies  which  conijjiise  iiearlv  750'  c)f  the 
American  .iiiel  Canadian  business  ccoiiciiin. 
.\lcisi  im|)oii.iiu  (il  all  arc  ihe  11  e  ineiicloiis 
iiuiiibers  ol  friendlv  allies  .iiiioiig  c\ce  uii\  cs 
ill  liiisiiiess  and  iuchisiiA  who  are  confirmed 
iisii>  III  liliiis  and  who  would  welcome  the 
elleelscil  a  siuuulh  del  i\  eel  national  campaign 


111  help  llieiii  awaken  iiip  management  and 
other  influential  leaders  in  business. 

No,  this  isn'i  a  job  to  be  clone  bv  somebocb 
else.  Il  is  ilie-  iippoiuuiily  and  respoiisibiliis 
ol  ilic-  presidenis  ol  leading  studio  organiza 
iiiiiis,  nalional  distribulion  networks.  ec|iiip 
ment  sales  executives,  film  manulac  lureis  and 
laboralorv  chiefs.  .\nd  here's  a  biiel  cxilliiie  ol 
\\li.ii    llie  \    c.iii   ell)  alioul    il: 

I.  Iluough  their  jjreseni  and  laudable  but 
sijiiiKitf  producer  associations  lorm  a  single 
nalional  executive  committee  with  at  least 
two  delegates  and  two  alternates  from  each 
gron|)  to  meet  w-ithin  the  iiexl  90  el:i\s. 

'1.  linite  the  presence  ol  ilie  IicmcIs  iiI  iIic 
se\e-i.il  ii.iliiiiial  lilni  clisi  li  bii  I  ion  coMip;iiiies 
.cud  oilier  cliiee  ll\    alleeled   Hade  groups. 

.1.  I'rejjare  :in  agenda  ol  some  basic  irade 
and  ]jublic  relations  activities  that  are  within 
the-  economic  ])c»sibilities  of  the  indusiiv. 
Examine  the  possibilities  of  trade  and  eon 
snmcr  cooperation  to  advance  the  cau.se  ol 
ilie  medium. 

I.  Hv  an  early  exchange  of  correspondence. 
siibiiiii  principal  items  alfecling  ilie  trade  po- 
tential of  the  industry  for  special  report  b\ 
persons  within  their  own  stalls  or  bv  hired 
experts  in  any  of  these  fields. 

5.  Pool  their  presently  liiuiud  but  still 
lormidable  association  liinds  lor  topfliglu 
oper:ilions  in  anv  desired  PR  direction. 

Organization  and  Talent  .\re  at   Hand 

Lets  niil  lo.cel  this  effort  up  willi  :i  lot  of 
high-sonndiug  phrases.  This  is  a  "More  15nsi- 
ness  for  Business  Filius"  pingi.iiu  ol  basic, 
practical  ideas  and  worthy  ol  the  wonderful 
.genius  lor  organization  which  has  made  ihc 
business  and  educational  film  producer  the 
env\  of  the  whole  world.  His  creative  stall 
cciiii:iiiis  lalent  uilenl  thai  could  sell  iceboxes 
111  ilie  Eskimos  and  probabh  has.  His  tcch- 
iiieiiiis  have  taken  the  best  liom  Hollywocnl 
.iiiel  made  sense  out  of  il. 

Bui  no  campaign  is  wiiiili  .iii\  luore  lluin 
the  lundamental  on  which  it  is  lomided.  'I'he 
lunekimenlal  fact  behind  this  one  is  that  the 
modern  scjund  motion  jjictuie,  the  sound 
slidefilm  and  cjther  audio  and  visual  tecli- 
iiii|ues  are  terribly  important  to  the  world  ol 
business  and  to  the  public.  Ihev  make  the 
comjjlex  facts  of  our  world  more  clearly  tin- 
deisianclable.  The\  surmount  and  sup|)lemenl 
I  he  now  inaelcc|uate  printed  |)age.  Thev  are 
iiielispensible  In  mil  productive  svslem  ami  :i 
vii.il   iiecessiiv    ol   our  defense. 

1)111  ihev  :ilso  work  magic  on  the  emu 
lions  and  intrigue  the  imaginalioii.  liu  liliii 
leinaius  man's  most  marvelous  lonl  in  re- 
eieate  the  living  image.  Now  let's  take  iis 
liilure  back  from  thcjse  whci  would  confuse  ilv 
pi. ICC  .iiiel  iis  purpose  and  work  a  few  iiiii:ie  li^ 
ili:il  iii:ike  sense  and  UKikc  more  business  Im 
;  verv  body  concerned. 

Il  could  be  worth  another  SIO  or  %'H)  mil- 
linn  dollars  next  year  to  you  and  you  and  \nu. 

-one 
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PUBLIC  RELATIONS  •  EDUCATIONAL*  TECHNICAL*  TRAINING  •  FARM 


IVIeclical   Pictures  by  Audio... 


■BREAST  SELF-EXAMINATION" 

Tliis    film    has    liieraUy    been    =.ii.I    "ti 
■lay."    Moir   (han    1  ."'10   pri:u-   n^^   oi-    ■    - 

tioii    t<^    aiiiiicncfs    -■!'    uomen    t'f  mj 


.  VOUKE  THE^DOCTOR;;,,,,  ^^_^  ,^^,,    ,„,,o,K.n.e   a. 


15  mins 

•    a     lit, 


investnient. 


35  lains 


.-SUTURES    SlNC^^,\c'a^"»%f';, 


30  mins. 
,«..rday  and  today. 


.  .  AND  MANY  OTHERS  for  such  sponsors  as  Amer 
ic  in  Medical  Associaticjii,  American  Cancer  Society.  Merck 
&  Co..  Parke.  Davis  &  Co..  Sharp  &  Dohme.  E.  R.  Squibl, 
AND  MANY  OTHERS. 
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inc. 

\       FILM     CENTER     BUILDING 

•     630 

NINTH 

AVENUE     •     NEW     YORK 

36,     N.     Y. 

\ 

TELEPHONE    PLaza    7-0760 

jif^yfjF^ 


«»' 


Frank  K.  Speidell,  President  •  Herman  Roessle,  Vice  President  •  P.  J.  Mooney,  Secretary  •  L.  W.  Fox,  Treosurer 
Producer-Directors:    L.    S.    Bennetts  Louis  A.  Hanousek  H.  E.  MandeH 

Alexander    Gansell  Harold  R.  Lipman  Ear!  Peirce 

Sates  Manager:  Sheldon  Nemeyer  Erwin   Scharf 
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ti^ue  of  your  business! 

true  of  your  business-sponsored  film! 


the  best 

A  GOOD   PRODUCT   NEEDS  "t^^e^  DISTRIBUTION 


▼ 
▼ 

T 
▼ 
T 
T 
T 
T 
T 
T 
▼ 
T 
T 
T 
T 
▼ 
▼ 
T 
▼ 
▼ 
T 
▼ 
T 
▼ 
T 
▼ 


1  HERE  used  to  be  an  oft-quoted  saying  ".  .  .  build  a  better  mousetrap  than  your  neighbor, 
the  world  will  make  a  beaten  path  to  your  door."  This  may  have  been  true  once 
but  we  doubt  it. 

At  any  rate  this  old  saw  does  not  apply  to  today's  business  world.  Now  you  need  a  good 
product,  good  promotion,  and  good  distribution. 

^^^len  it  comes  to  business-sponsored  films,  the  promotion  and  distribution  is  the  special 
ability  that  Modern  Talking  Picture  Service  brings  to  your  program. 

Modern  has  been  exclusively  devoted  to  the  distribution  of  the  sponsored  film  for  many  years. 
You  can  benefit  from  this  experience  in  handling  all  kinds  of  film  programs— big  and  small, 
broad-based  and  special— for  the  leading  names  of  American  industiy. 

WTiat  are  the  advantages  we  offer  you?  Here's  one  of  many— 

•  Modern  16min  distribution  is  accomplished  for  the  sponsored  film  through  a  planned  network 
of  28  Modern  Talking  Picture  Service  field  offices,  strategically  located  in  major  cities.  Plot  these 
cities  and  you  find  the  most  efficient  marketing  map  for  film  distribution  ever  developed. 

•  28  Modern  offices  make  your  film  conveniently  available  to  the  audiences  you  want  to  reach. 
Film-users  prefer  to  get  programs  from  a  source  near  to  them.  Distance  will  inhibit  the  use 
of  your  film. 

•  28  Modern  offices  means  that  your  film  prints  spend  less  time  in  transit  to  and  from  the 
audience — resulting  in  more  bookings  from  each  print  than  can  be  obtained  by  shipping  from 
a  single  point  or  a  few  points. 

There  are  many  more  advantages  of  a  decentralized  network  of  film  exchanges  that  we  could 
name  . .  .  and  there  are  many  points  of  Modem  service  and  superiority  that  you  should  know. 
To  get  the  facts  about  Modern  and  how  its  specialized  sen'ices  will  improve  j'our  film 
program,  get  in  touch  with  us  at  any  of  the  addresses  listed  below. 


Modim 


TALKING   PICTURE  SERVICE 


NEW    YORK  JUdson  6-3830 

45  Rockefeller  Pioza,  New  York  20,   N.  Y. 

CHICAGO  DEIoware  7-3252 

140    E.    Onforio    Street,    Chicago     11,    III. 


DETROIT  TEmple  2-4211 

956  Moccabees  Building,  Detroit  2,  Mich. 

LOS    ANGELES  MAdison  9-2121 

612     S.     Flower    Street,     Lcs    A-oeles     17,     Cal. 


T 
T 
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J^/Uconwu^  service  frtnn  yU^^rn  jtCyyv  uSr'f^us 

<«•  2^ i,*nf>tfrta'yy('  dM^s  — 

Atlanta 

Charlotte 

Dalus                    Hoiston 

\\i  MPHIS 

New  ^  obk 

St.  Loits 

Boston 

Chicako 

Denver                   iNDiANAroLis 

MILMAIKEE 

Omaha 

San  Fr.anci$co 

BlFFALO 

Cincinnati 
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Riding  a  specially-rigged  gangway  off  the  side  of  a  Socony  tanker    on  the  Atlantic,  the  cameraman  gets  plenty  of  action. 

Dn  Stream:  Saqa  of  the  Flying  Red  Horse 


THOl  >A\DS  OF  men  and 
women  un  four  continents  «ork 
under  the  familiar  hatmer  of 
the  Flying  Red  Horse.  Bringing 
them  together  in  an  international 
"familv  portrait"  is  a  new  sound  and 
color  motion  picture  of  feature- 
length  proportions  which  is  about  to 
begin  a  series  of  employee  showings. 
On  Stream.  pri>duced  for  the  people 
of  the  Socon)  Mobil  Oil.  Magnolia 
and  General  Petroleum  Companies. 
is  an  83-minute  production. 

Its  purpose  is  to  show  the  full 
scope  and  size  of  the  organization  — 
and  to  help  show  every  eniplo\ee 
how  his  job  fits  into  the  vast  work- 
ings of  these  great  oil  companies.  In 
geographical  span,  in  the  length  and 
breadth  of  its  filmic  sequences.  On 
Stream  sets  a  notable  example  of 
modern  management's  broadest  view 
of  responsibilitv  in  emplovee  rela- 
tions. Nothing  exactly  like  it  has 
ever  been  attempted  before:  its  pur- 
pose could  well  be  emulated  by 
many  similiar  I  .S.  companies  whose 


A  Feature-length   Color  Picture   Spans   Four  Continents 
Uniting  the  People  Who  Serve  Under  That  Familiar  Sign 


operations  span  this  continent  and 
crtiss  the  oceans. 

The  films  camera  crews  logged 
more  than  300.000  miles  of  travel 
betw  een  the  first  scene  I  the  La  Brea 
tar  pits  at  Los  Angeles  I  and  the 
last  I  a  helicopter  hovering  over  an 
tpflshore  drilling  rig  in  Texas  i .  Thev 
brought  back  more  than  100.000 
feet  of  film.  Editing,  pruning,  trim- 
ming, and  splicing  brought  it  down 
to  the  workable  2.965  feet  of  the 
final  version.  But  every  foot  of  film 
not  used  is  being  carefullv  edited 
and  stored  away  for  future  use:  out 
of  the  extra  footage  will  come 
shorter  films  on  specific  phases  of 
coinpanv  operations. 

The  story  of  On  Stream  began 
with  a  top  management  decision. 
The  Board  of  Directors  said:  "go 
ahead'  — and  a  special  motion  pic- 
ture  committee   was   formed   to   be 


A    stately    mosque    at    Istanbul    was 
the  backdrop  for  the  Red  Horse  .  .  . 


headed  by  Clarence  Beesemyer.  now" 
a  special  consultant  to  General  Pe- 
troleum. John  J.  Hennessy.  an  in- 
dependent film  counsellor  who  has 
been  associated  with  GP  film  activi- 
ties for  many  years,  was  again  given 
overall  supervision  of  the  new  proj- 
ect for  the  companies. 

The  writing  of  this  Flying  Red 
Horse  family  story  was  assigned  to 
Charles  A.  ( Cap  I  Palmer.  Cap 
travelled  the  first  of  manv  thousands 
I  if  miles  to  study  the  company's 
\  ast  operations,  to  meet  its  people. 
In  the  months  that  followed,  the 
■  'Utline  for  the  script  emerged  and 
the  job  of  shooting  countless  scenes 
began  in  earnest. 

Gate  and  McGlone.  producers  of 
hi  the  Beginninf:  and  other  com- 
pany-sponsored films,  received  the 
challenging  production  assignment 
with  Albert  Kellev  as  director.  With 
On  Stream  designed  to  show  the  men 
and  women  of  the  Flying  Red  Horse 

I  CONTINUED    ON    THE    NEXT    PAGE  I 


Distance  was  no  barrier  as  cameras  covered  every  phase  of  Flying  Red  Horse         ...  to  the  shadows  of  the  great  pyramids  where  Cheops  looks  down  on  the 
operations  from  the  lobby  of  General  Petroleum's  building  in  Los  Angeles  .  .  .  Mena    House    with    the    ever-ready    Mobil    Service    pump    in    the    foreground. 


Ihr  lal-  al  l'.uil-l...r...  lln-  .I.M-k>  al 
I'm  I  Scin.m.  Il  loiik  ihc  crews  to 
istarilitii  wlu'if  llir  \li)l)ilj:as  sigti  is 
-harluwpfl  l)\  a  statel\  iudsihh":  the 
action  embraces  Norwegian.  Italian. 
German  and  French  operations. 
High  over  the  Thames,  cameraman 
Ed  McGIone  poised  on  the  girders 
of  a  new  Mobilgas  refinerv  going 
up  in  Coryton.  England. 

One  of  the  most  dramatic  mo- 
nicnls  in  the  liistor\  of  tlie  Flying 
Kcd  Horse  was  re-enacted  for  the 
fdni  by  the  2')  TTien  who  helped  to 
make  it  —  the  completion  of  a  giant 
ICC  unit  which  pla\ed  a  ke\  role 
ill  «orld  War  II. 

This  L.S.  scene  "i-olled*  along 
isith  a  conference  on  manufacturing 


In  New  York,  the  director  (right)  and  assistant  get  set  to  "shoot"  Ernest  Utter- 
back,  chief  mechanical  engineer  of  refinery  engineering   division. 

Family  Portrait: 

I  CONTI.nl  EU  FRO.M  PRECEDING  P.\GE  I 

companies  as  they  are.  the  big  job 
ahead  was  to  do  just  that. 

Cameramen  walked  in  on  a  plan- 
ning session  for  the  Mobilgas  Econo- 
my Run  and  shot  the  table-thump- 
itig.  gestures,  the  consultations  with 
maps  and  charts,  the  secretary  s 
note  taking.  They  rode  the  bridge  of 
a  plunging  tanker:  they  shot  a  well 
as  it  was  spudded  in.  They  covered 
the  compan\  at  work  from  Canada's 
snows  to  Egypts  deserts. 

And  everywhere  the  cameras  went, 
company  people  pitched  in  to  help 
do  the  job.  Employees  became  in- 
terpreters, production  assistants. 
script  girls,  researchers. 

The  "shot  list"  outline  set  up  by 
Cap   Palmer   was   followed   through 


And  in  Genoa,  Italy,  with  the  ancient  city  gates  built  to  stand  the  assaults  of  Barborosso  and  Columbus'  boyhood  home 
(lower  right)  as  scenic  background,  Jock   Hennessy  and   Ed  McGIone  set  up  still  another  sequence  for  the  film. 


All  over  the  world  company  people 
helped  shoot  "On  Stream."  The 
script  girl  above  is  Samiho  Machaat 
of  Egypt.  In  the  center  scene  at  the 
left,  Guiseppina  Oliva  of  Italy  lends 
o    helpful   and   very   charming   hand. 

problems  among  o\erseas  refinery 
executives,  sequences  on  the  bright 
two-level  accounting  and  credit  sec- 
tion in  General  Petroleums  new 
building,  the  switchboard  and  tele- 
t>pe  rooms  at  26  Broadwav  in  New 
\ork  (Socony-Mobiloil  headquar- 
ters I .   the  labs  in   Brooklyn. 

Composer-conductor  William 
Lava   read   the  script    and   watched 


Above:  Frau  Charlotte  Hands,  a  very 
helpful  and  likeable  script  girl  and 
interpreter,  aids  in  a  German  se- 
quence at  Deutsche  Vacuum  Oel  .  .  . 

ihe  still-silent  film.  Then  he  wrote 
an  original  music  score  to  capture 
the  hum  of  the  refinery,  the  vibra- 
tion of  the  drill  rig.  the  rhythm  of 
the  stream.  Now  the  parts  were 
ready:  the  film,  the  script,  the 
nmsic.  .And  as  drill  pipe  goes  into 
a  hole,  one  stand  at  a  time,  so  the 
film  On  Stream  finallv  came  to- 
gether, one  scene  at  a  time.  Artists 
and  animation  specialists,  cutters 
and  splicers,  music  editors  and 
sound  experts:  blending  and  dub- 
bing, cutting  anil  filling,  testing  for 
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A   public   relations   sequence   was   shot   in   the   auditorium   of   the   Genera!    Pe- 
troleum   building    as    driver    testing    devices    for    schools    were    demonstrated. 


An   historic   Board   of   Directors'   meeting   at  26   Broadway   in   New   York 
was  reenacted  with  Chairman  George  V.  Holton  at  his  familiar  ploce  .  .  . 


cidor     and    sound,     correcting    and 
testing  again. 

At  last  it  «a5  read\  and  in  a 
Holl\\\ood  projection  room  more 
than  U)M  people  whose  technical 
I.  lenls  had  gone  into  the  film  gave 
it  a  critical  preview.  Socony- 
\  acuum  Oil  Company  had  become 
(he  Soconv-Mobiloil  Company.  Inc. 
Ii\  action  of  the  Board  of  Directors 
just  at  release  date.  Changes  were 
n^ade.  short  sequences  were  added. 
James  \^  hitmore.  who  narrates  the 
film,  came  back  to  complete  the  as- 
signment and  the  music  was  re-set 
to  suit  the  changes. 

Board   Approves   at   Showing 

A  special  showing  to  the  Board 
of  Directors  brought  hearty  ap- 
pro\ al  and  the  film  was  readv  for 
release  [printing.  Tracks  \vill  he  cut 


man\  walks  of  life.  \et  all  are  mem- 
bers of  one  famiK  under  the  fa- 
miliar banner  of  the  Flying  Red 
Horse.    The\     ser\e    and    \M>rk    tn- 


Some  of  the  principals  during  making  of  "On  Stream"  were:  (1.  to  r.)  William 
Lava,  composer-conductor;  John  J.  Hennessy,  supervisor  &  executive  producer; 
Charles  A.  Palmer,  writer  &  editorial  supervisor;  producers  E.  D.  McGlone 
and   Ted   Cote;   and   W.    B.   Curtis,   General    Petroleum    public   relations    head. 


for  the  languages  of  every  country 
represented  as  the  family  of  the 
fhing  Red  fforse  meet  in  true 
famil)  fashion  to  see  themselves, 
their  friends  and  associates  and 
through  the  magic  of  the  screen — 
to  seal  a  bond  of  understanding. 

For   On   Stream    speaks   the   uni- 
versal language  of  many  peoples,  in 


gelher     for     its    future     and     their 
own.    wherever   they    li\c. 

An  Example  Worth  Noting 
On  Slreatn  is  nol  a  "message" 
film.  Its  potent  force  lies  in  the 
re«/ness  of  the  thousands  of  FK  ing 
Red  Horse  men  and  women  who 
pass  through  its  countless  scenes  all 
over  the  world. 

\o  attempt  was  made  to  preach  a 
c  iinipany  message  other  than  to 
ilepict  the  jobs  being  done,  on  all 
levels,  by  manv  different  people 
speaking  many  tongues,  yet  ver\ 
nmch  alike.  The  viewer  has  the  feel- 
ing that  this  documentarx  evidence 
of  worldwide  occupations  and  like 
interests  has  made  a  potent  contri- 
bution to  the  cause  of  international 
peace. 

1  he  Fi\  ing  Red  Horse  companies 
are  no  strangers  to  the  visual  medi- 
um. In  recent  years,  such  films  as 
Anti  Then  There  ff'ere  Four,  a  hard- 
hitting film  on  traffic  safety,  fre- 
quent films  on  the  Mobilgas  Econo- 
]ny  Run.  and  the  majestic  In  the 
Heginning  I  based  on  the  geology  of 
the  Grand  Canyon  I  have  been  seen 
from  coast-to-coast.  5? 


(Left)  The  new  bronze  plaque  goes 
up  as  McGlone  and  Hennessy  shoot 
a  sequence  on  the  revised  name. 

(Right)  Another  precarious  perch  for 
McGlone  on  the  girders  of  the  new 
20-story  Thermofor  Catalytic  Cracker 
ct  Coryton   in   England. 
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Above:   modern   handling   of  coke   from   oven  to  car  in  scene  from  "The  Waiting  Harvest." 

"A  sfory  and  a  promise  —  a  slory  of  scientific  achievements  that  have   contributed 
much  to  the  development  of  modern  civilization  through  the  production  of 

valuable,  basic  chemicals  from  once  wasted  materials  —  the  promise   of  a   vast, 
unrealized  potential  of  things,   now   unknown,   but   yet   to   come   .   .   ." 

—  "The   Waiting    Harvest" 
Below;  here's  a   view  of  present-day  coke  ovens   which    preserve    basic   chemicals   in   coal. 


UNITED    STATES    STEEL 
P  /?  f  5  f  ^  r  S 

The 
Walitiiiil  Harvest 


A  twcnty-thrcc  minute  film  in  brilliam  color 

on  United  States  Steel's  role  in 
the  production  of  basic  chemicals  from  coal 

Sarmior:  W.mter  .Newton 

InCKED  DEEP  in  the  black,  carbonaceous  heart  of 
J  coal  is  the  potential  of  a  vast  new  wealth  for  in- 
dustry and  the  nation.  The  millions  of  tons  of  coal, 
converted  to  coke  for  the  blast  furnaces  that  supplv  iron 
to  support  our  economy,  are  a  rich  source  for  basic  chemi- 
cals. This  new  motion  picture,  produced  for  United  States 
Steel  by  Wilding  Picture  Productions.  Inc.,  is  the  story 
of  what  has  been  accomplished  in  the  field  of  coal  chemi- 
cals by  that  great  companx. 

Because  it  lays  stress  upon  the  promise  of  things  to 
come,  rather  than  a  boast  of  things  accomplished,  it 
emphasises  that  is  but  the  first  page  in  the  historv  of 
chemicals  from  coal.  And  so  it  is  appropriately  titled 
The  If  ailing  Harvest. 

In  23  minutes  The  Wailing  Harvest  traces  the  historv 
of  coke-making  operations  from  that  early  industrial  era 
when  billowing,  black  clouds  of  smoke  from  bee-hive 
ovens  obscured  the  sun.  to  the  present  day  coke  ovens 
which  capture  the  smoke  and  channel  it  into  the  compli- 
cated processing  units  where  it  is  converted  into  a  wealth 
of  valuable  basic  chemicals. 

It  tells  of  the  bright  new  w  orld  that  plastics  made  —  of 
miracle  fabrics  like  nylon  —  of  other  wonderful  things 
that  contribute  so  much  to  modern  living  —  and  how 
they  came  into  being. 

To  photograph  actual  production  scenes  the  camera 
crews  criss-crossed  the  land  —  from  the  Wasatch  Moun- 
tains of  Ltah  to  the  eastern  seaboard  —  from  New  Eng- 
land to  the  southwest.  Animated  flow  charts  illustrate 
how  the  gaseous  materials,  given  off  in  the  converting 
of  coal  to  coke,  pass  through  the  collector  mains  and 
into  giant  processing  units  of  the  coal  chemical  plants  — 
thus  clarifying  for  the  viewer  the  fashioning  of  smoki-. 
gases  and  vapors  into  the  chemicals  basic  to  the  nen- 
sities  of  modern  life. 

Distribution  of  The  Waiting  Harvest  follows  long- 
established  precedent  and  prints  will  be  available  on  fi' 
loan  to  other  industries,  engineering  groups,  schools,  eti .. 
through  U.S.  Steel  film  libraries  at  .New  York.  Pittsburgh. 
Uhirago  and  other  cities.  The  film  was  made  in  the  new 
negative-positive  color.  y 


The  Scenes  on  This  Month's  Cover 

■K  The  well-rounded  a-v  activities  of  AUis 
Chalmers:  a  surgical  scene  during  the  making 
of  an  E.  R.  Squibb  picture  and  a  scene  from 
On  Stream   I  see  page  37 1   are  cover  features. 
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Show  Them  "How  to  Sell  Quality" 

Theme  of   New   Dartnell   Syndicated   Sales   Film 


-♦f  Batlle-faligued.  the  salesman  is 
prone  to  believe  that  the  hardest 
thing  in  the  world  to  sell  is  quality. 
Part  of  the  buying  public  appears 
not  to  know  that  quality  exists.  Part 
of  this  public  can't  wait  to  be 
conned.  They  make  selling  quality 
all  the  tougher:  they  are  satisfied 
with  a  pigin-a-poke  or  a  shaved 
down  item  because  it  is  priced 
lower.  Quality  usually  comes  high — 
in  the  moment  of  transaction. 

This  economic  fact  discomforts 
salesmen  who  must  sell  quality  prod- 
ucts or  services  and  sell  them  at 
higher  prices.  It  makes  the  manu- 
facturers of  quality  merchandise 
and  the  providers  of  quality  service 
miserable. 

Produced  by  Jam  Handy 
The  Dartnell  Corporation.  Chica- 
go, which  specializes  in  soKing  sales 
problems,  has  helped  the  better 
products  and  service  exponents  meet 
this  problem  head  on  with  a  new 
]6nim  black  white  sound  motion 
picture.  How  to  Sell  Quality.  Based 
on  J.  C.  Aspley's  best-selling  book- 
let of  the  same  name,  Hon  to  Sell 
Quality  was  produced  for  Dartnell 
by  The  Jam  Handy  Organization, 
Detroit. 

As  it  moves  to  make  the  entire 
sales  organization  quality-conscious, 
the  26-minute  film  thrusts  at  cheap- 
price-quick-sale  fixations.  It  recog- 
nizes that  when  there  are  several 
products  or  services  at  varying 
prices,  salesmen  tend  to  take  the 
line  of  least  resistance  and  sell  the 
middle  or  lower  priced  item.  It 
motivates  them  to  push  the  higher 
priced,  more  profitable  numbers 
which  as  a  rule  give  the  buyer  more 
satisfaction. 

It  Takes  Selling   Know-How 

In  the  rugged  buyer's  market, 
salesmen  constantly  are  pressured 
to  cut  prices,  give  longer  terms.  The 
best  salesman  sometimes  wonders: 
why  shouldn't  his  company  cut 
prices  to  buck  the  competition.  The 
film  helps  this  salesman  realize  that 
it  is  not  the  price  but  his  lack  of 
know-how  in  selling  quality  that 
hinders  him. 

Hoiv  to  Sell  Quality  gives  pause 
to  the  salesman  who  hits  a  sales 
desert  and  is  templed  to  switch  to 
a  competitor.  Salesmen  are  shown 
that  their  security  and  success  are 
part  of  the  security  and  success  of 
the  company  selling  a  quality  line. 
The  film  also  acts  as  an  aid  to  new 
salesmen  who  especiallv  need  sym- 
pathetic guidance  in  outselling  price 


competition.  It  squarely  contradicts 
the  cut-price  philosophy  by  assert- 
ing that  a  quality  product  has  every- 
thing in  its  favor  —  including  the 
price. 

Available  on   Rental   Basis 

"Dan  \^  bite."  the  salesman-image 
in  this  lesson  is  Hugh  Beaumont. 
Keed  Hadley's  assistant  on  the  Pub- 
lic Defender  tv  series.  The  support- 
ing cast  are  broadway  and  tv  actors. 

While  the  film  was  in  production. 
Dartnell  solicited  charter  subscrib- 
ers. For  S2.50.  the  subscriber  could 
purchase  one  print  of  the  film  and 
an  accompanying  kit.  Thereafter  the 
charter  subscriber  could  buy  ad- 
ditional prints  at  half  price.  Sub- 
sequently the  film  has  become  avail- 
able on  a  rental  basis  of  81.00  per 
head  for  each  showing  with  a  S40 
niininmm  charge. 

Posters  and  Guide  in  Kit 
The  fihn  kit  contains  four  meet- 
ing room  posters  —  reminders  of 
key  quality  selling  techniques  and 
a  Meeting  Guide  with  instructions 
for  conducting  a  "Selling  Quality 
Workshop."  This  workshop  pro- 
vides for  such  demonstrations  as: 
How  salesmen  can  add  up  the 
benefits  the  buyer  gets  when  he  uses 
your  product  or  service:  \\  hat  dis- 
appointments go  with  competitive 
products  or  services  built  dowii  to 
a  price?  How  a  salesman  can 
demonstrate  that  the  greater  service 
and  satisfaction  that  go  with  your 
product  or  service  actually  mean  a 
louer  price  in  the  long  run.  How  a 
salesman  can  best  demonstrate  to  a 
buyer  (assuming  the  buyer  is  a 
dealer)  that  featuring  your  line  will 
multiply  his  growth  opportunities. 
The  Dartnell  Corporation  address 
is  4660  Ravenswood  Ave.,  Chicago 

40,  Illinois. 

*        *       « 

Other  Dartnell  Soles  Films 
♦  Two  other  Dartnell  sales  training 
subjects  in  16mm  sound  are  also 
available.  Closing  the  Sale,  a  30- 
minute  dramatized  analysis  by  Rich- 
ard C.  Borden  and  Prof.  Alvin  C. 
Busse,  gives  salesmen  and  dealers 
practical  tips  on  many  effective  tech- 
niques on  closing  the  sale  and 
making  it  stay  closed. 

Overcoming  Objections  is  the 
other  30-minute  title,  also  featuring 
Borden  &  Busse  in  a  series  of  tab- 
leaus  which  vivify  sales-objection 
situations.  Both  of  these  films  are 
available  on  rental  terms  outlined 
above  and  like  Hoic  to  Sell  Quality 
were  produced  for  Dartnell  by  The 
Jam  Handy  Organization.  ^ 


Behind  the  Scenes  of 
"How  to  Sell  Quality" 

"When   there   ore 
several   products  or 
services    in    the    line    at 
varying  prices,  sales- 
men tend  to  lake  the 
line  of  least  resistance 
and  sell  the  middle 
or  lower-priced  item. 
This  film  motivates  them 
to  push  the  higher- 
priced,   more   profitable 
numbers   .   .   ." 


"In  a  buyers'  market, 
salesmen  are  constantly 
exposed   to   pressure 
to   cut   prices,   give 
longer  terms,  etc.  After 
seeing   this   film,   o 
salesman   will  realize 
that   it   is   not   the   price 
but  his  lock  of  know- 
how   in   selling   quality 
that    is   at    fault." 


"If  you  have  good 
salesmen,  possibly  com- 
petitors ore  trying  to 
lure  them  away. 
Every  salesman   runs 
into   o   dry   spell   and 
wonders  whether 
to    take    a    job    with    a 
competitor.   'How   to 
Sell  Quality'  shows  that 
security    and    success 
ore  geared   to   selling 
a  quality  line." 
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Slidefilm  Matinee  Aids  Sealy  Bedding  Sales 


■^  A  complete  slidefilm  matinee  — 
composed  of  a  cartoon,  a  "news- 
reel"  and  a  feature  film  —  is  being 
used  to  tutor  retail  dealers  and 
salesmen  of  Sealy,  Inc.,  Chicago, 
bedding  manufacturer. 

Presented  at  dealer  training  ses- 
sions, the  trio  of  color  and  sound 
slidefilms  bounce  their  factual  sales 
points  with  theatrical  techniques. 
First,  an  all-cartoon  subject  with  a 
story  theme  presents  the  Sealy  Pos- 
turepedic  Mattress  and  the  sales 
values  of  the  new  models. 

The  Sealy  Posturepedic  Foam 
Rubber  Mattress  is  the  celebrity  in 
the  newsreel-style  short.  Then  the 
main  feature  comes  on:  the  sales 
story  behind  the  Con-Sealy  Bed,  its 
new  construction  and  buyer  ap- 
peal, 

Lawton     Crosby,     general     sales 


manager  for  Sealy,  Inc.,  supervised 
preparation  of  the  three  new  films 
which  were  produced  by  Sarra,  Inc., 
Chicago.  The  sales.coach  films  were 
wTitten  by  Helen  A.  Krupka.  Pho- 
tography and  direction  was  by  Ray 
Mueller,  special  artwork  sequences 
by  George  De  Decker. 

Distribution  of  the  slidefilms  is 
handled  through  the  Chicago  head- 
quarters offices  of  Sealy,  Inc.         ^ 
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Sales  Ally:  Films  at  J.  I.  Case 

Farm  Equipment  Maker's  First  Film  Released   in    1917 


tt'C'ILM.    uhether    suuiidslidc    i.r 

•■-  iiKilion  picture,  is  dt-fiiiitcK 
tailored  f<ir  our  products.  Case 
et|uipineiil  iniisl  be  demonstrated  to 
prove  our  claims.  Actual  field 
denioiistrations  can  be  balked  b\ 
weather,  lack  of  facilities,  bv  me- 
chanical drawbacks.  But  these 
demi>nstrations  on  film  can  be 
shown  an  J    lime  and  any  place." 

This  statement  is  the  working  con- 
viction of  F.  A.  Wirt,  advertising 
manager  of  the  J.  I.  Case  Compan\. 
Racine.  Wisconsin,  which  currenth 
is  celebrating  its  "golden  anni\er- 
sary  in  the  visualization  of  its  farm 
equipment.  Wirt's  quotation  evi- 
dently voices  the  company  s  judg- 
ment of  its  50-years  in  pictorial 
selling  because  Wirt  has  led  the 
company's  film  activities  through 
recent  decades  and  Case's  present 
schedule  appears  to  be  heading  into 
another  50  years  of  filming.  Just 
now  Case  has  six  major  motion  pic- 
ture productions  and  several  sound 
slidefilms  in  various  degrees  of 
prospect  and  production. 

Forge  lo  Farm,  a  silent  motion 
picture,  was  released  in  1917  bv 
G.  B.  Gunlogson.  then  advertising 
manager  for  the  Case  Company. 
The  sponsored  factory  and  farm 
subject  is  said  to  be  one  of  the  first 
industrial  films  ever  produced. 
Twenty-five  years  later.  Case  turned 
positively  to  the  use  of  film  as  a 
means  of  projecting  its  farm  prod- 
ucts and  belter  farming  methods  to 
an  international  audience. 

Through  these  2.5  years.  Case  has 
sponsored   60  sound  slidefilms  and 


more  than  50  motion  pictures.  In 
the  last  few  \ears.  Case  has  ordered 
scores  of  tele\  ision  spots  to  enlarge 
their  motion  picture  coverage. 
Theatre  shorts  of  40-second  dur- 
ation are  another  wide-audience 
outlet.  The  current  Case  catalog  of 
such  features  number  some  60  films. 

Case's  film  chief  —  Wirt  —  is  a 
college  professor  turned  advertising 
executive.  After  an  association  with 
Kansas  .Stale  College  as  an  agricul- 
tural engineer,  followed  by  agri- 
cultural extension  work  and  sales 
|)romolion  in  the  east.  Wirt  look 
over  Case  advertising  responsibili- 
ties. He  authorized  the  first  sound 
slidefilm.  Building  Case  Tractors. 
in  the  belief  thai  "ideas  can  be  put 
across  more  quickly,  more  thorough- 
ly through  the  use  of  sight  as  well 
as  sound.  " 

Atlas  Film  Corporation  of  Oak 
Park.  111.,  has  been  assigned  a  sub- 
stantial portion  of  Case's  picture 
making  by  Wirt  and  his  associates. 
Better  farming  has  been  encouraged 
by  numerous  Case-sponsored  pic- 
tures. Films  dealing  with  irrigation, 
soil  conservation,  plowing  tech- 
niques and  soil  enrichment  have 
gone  before  Atlas'  cameras  for  dis- 
tribution across  the  land.  Particu- 
larly through  the  war  years,  when 
material  restrictions  slowed  manu- 
facturing, the  Case  program,  guided 
by  Wirt.  B.  E.  Skinner  and  L.  G, 
Samsel,  stressed  improved  farm 
methods  rather  than  pressuring  for 
higher  sales  \olume. 

Several  educational  subjects  have 
received  blue  ribbon  awards  by  the 


A. S.A.I',,  coriniiitlrc  on  rvtrnsion. 
The  production  and  i  oordinalion  of 
the  expanding  Case  film  program  is 
largely   Samsel's  responsibilil\. 

Toda\.  nothing  but  color  motion 
pictures  are  scheduled  \>\  J.  I.  (^ase 
Company  and  some  of  (he  slidefilms 
are  produced  in  color.  All  the  films 
are  sound  productions  and  man\ 
emplo\  a  graphic  stor\  line  lo  spot- 
light such  new  products  as  the  (^ase 
**400."   a    Iractor   creation    with    the 


sweep  of  contour  and  color  varict\ 
of  a  Detroit  automobile  creation. 

Rural  electrification,  permitting 
projection  of  film  lo  the  prospecti\r 
customer  on  the  farm,  has  brought 
the  sales  room  to  the  rural  liiing 
room.  Says  Wirt:  "Our  field  men 
report  many  sales  right  in  the 
parlor.  They  project  the  picture  lo 
the  family  and  write  up  the  order 
before  packing  (heir  screen  and 
projector."  IJ- 


A   "shocking   incident"   in   "Bradshaw's   Billions"   as   our    hero   learns    he   can't 
produce  a  good  set  of  directions  without  any  help  from   his  printer. 

Kodak  PrDmntes  the  Graphic  Arts 

"Bradshaw's  Billions"  Aids  Cause  of  Printed  Advertising 


■¥  Today,  "graphic  arts  "  \irlually  is 
a  synonym  for  advertising.  The  text 
matter  that  used  lo  be  the  head  and 
bi>d\  of  printed  ad  matter  is  now  a 
component  of  a  graphic  art  which 
utilizes  space,  position,  color,  pic- 
torial and  verbal  image  lo  transmit 
its  message. 

Eastman  Kodak  Company,  long 
polishing  the  lens  and  stirring  the 
chemicals,  continues  lo  be  a  leading 
equipment  developer  in  the  world 
of  graphic  advertising.  Kodak's 
latest  action  in  promoting  knowl- 
edge and  interest  in  quality  illustra- 
tive printing  and  its  use  in  adver- 
tising is  a  2-5-minute  motion  picture 
in  color.  Uradshau's  liillioiis.  The 
"billions  "  in  this  film  are  the  fruit 
of  graphic  arts  and  suggest  the 
wealth  which  printed  advertising 
works  to  realize. 

Produced  on  16inm  Commercial 
Kodachrome  fihn  by  the  Eastman 
Kodak  Informational  Film  Division. 
Bradshaw's  Billions  stars  Holl\- 
wood's  amiable  eight-ball.  (George 
0  Hanlon.    alias    "Joe    McDoakes.' 


as  the  in\entor-wilhout-profit  in  an 
educational  fanlas). 

"George  Bradshaw.  "  master-mind 
of  "George's  Fortasel"  and  "George 
0 — The  Drink  with  a  V^  ink,"  makes 
his  billions  onK  after  he  learns  the 
sober  facts  of  various  printing 
processes  and  their  application  in 
advertising  his  products.  When 
George  and  his  informative  printer 
friend  go  all  out  on  an  advertising 
campaign,  the  presses  roll  out  in- 
struction sheets,  pennants,  labels, 
caps,  ever)  sort  of  display  with 
plentv  of  splash  and  pictures. 
George  learns  about  the  whole  con- 
cept of  graphic  arts,  not  exclusiveK 
the  merits  of  illustration.  The 
printer  makes  clear  the  total  picture 
of  process  and  layout,  of  spreading 
the  message  in  conventional  and 
no\elt\  media. 

.Stressing  photography's  role  in 
graphic  arts,  which  is  an  oppor- 
tunity lo  say  the  sponsor's,  the  film 
is  reeled  at  chambers  of  commerce, 
trade  associations  and  management 
personnel.  An  idea-comedy  rather 
than     a     technical     approach,     the 
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Even  George  Bradshaw's  secretary 
takes  a  hand  in  convincing  him  that 
advertising  pays  dividends  .  .  . 

rii<)\  ic  is  planned  for  shdwinjis  to 
"►iher  groups  interested  in  photo«ra- 
[)h\  and  j)rinling"s  part  in  industry. 
Biailshaii's  Billions  may  be  bor- 
rowed from  Camera  Club  and 
School  Service.  Eastman  Kodak 
Company.  Rochester  4.  N.Y.         S' 


New  Chase  Brass  Film 
Pictorial  Sales  Gem 


Sponsor:    Chase   Brass   &    Copper 

Co. 
Title:  In  The  Chips.  30  niin..  color. 

produced     by     Science     Pictures. 

Inc. 
+  Chase  Brass  &  Copper  is  the  di- 
vision of  big  Kennecott  Copper  Co. 
that  manufactures  brass  and  copper 
rods,  tubes  and  other  shapes  for  a 
wide  diversity  of  American  indus- 
try. 

In  this  filni.  the  qualities  of  Chase 
brass  become  the  subject  of  an  ex- 
tensive tour  of  the  companys  manu- 
facturing facilities,  where  the  brass 
is  alloyed,  cast,  and  extruded  into 
the  endless  variety  of  shapes  re- 
quired for  manufacturing  or  decor- 
ative purposes. 

The  film  is  designed  principally 
for  showing  to  manufacturers  of 
copper,  brass  and  bronze  finished 
products.  It  explains  the  various 
uses  of  the  copper-based  alloys, 
shows  how  these  metals  can  be  ma- 
chined with  greater  ease  than  any 
other  metal,  and  are  rust-proof  and 
corrosion  resistant. 

To  be  successful  as  a  motion  pic- 
ture, plant  films  of  this  type  must 
offer  more  than  straight  photo- 
graphic scenes  of  industrial  pro- 
cesses. Aside  from  ordinary  good 
picture  quality,  this  film's  director. 
Rene  Bras,  and  photographer  Bert 
Shapiro,  found  much  beauty  and 
color  in  the  abstract  shapes  and 
forms  of  the  molten  metal  at  work. 
Their  particular  forte  is  macro- 
photography  —  startling  close-ups 
of  milling  machines  and  machines 
making  tiny  chains.  g" 


NUMBER 


Safeguarding  the  Phnne  Lines 

Unusual  Outdoor  Production  Problems  Were  Met  in  New  AT&T  Film 


^I'^HL  American  Telephone  \  Tele- 
-*-  graph  Compan\.  with  the  many 
units  of  the  Bell  .System,  maintains 
and  operates  the  nation's  telephone 
service  with  a  complex  network  of 
thousands  and  thousands  of  miles 
of  underground  and  aerial  cable. 
This  system  also  contributes  to  the 
wide  operation  of  radio  and  tele- 
vision stations,  and  it  plays  an  im- 
portant part  in  our  national  securitx 
a!id  defense. 

In  spite  tA  modern  construction 
and  maintenance,  resulting  from  re- 
search and  improvement,  there  are 
man\  ways  in  which  service  is  fre- 
quently interrupted,  sometimes  for 
entire  sections  or  towns.  The  prob- 
lem of  preventing  these  accidents 
has  always  been  a  very  real  one.  and 
persistent  efforts  to  find  the  solu- 
tion are  constantly   being  made. 

Aimed  to  Reduce  Accidents 
\  I  6.  I  lias  consistenth  used  films 
for  niarn  purposes,  and  appreciates 
the  \  able  of  their  impact  on  selected 
audiences.  It  decided  to  make  a 
motion  picture  which  when  wideK 
shown  will  help  increase  the  cau- 
tion of  those  who  may  come  in  con- 
tact w  ith  either  aerial  or  under- 
ground cables,  and  thus  reduce  the 
"mistakes"    most    frequently    made. 

Sound  Masters.  Inc.  of  New  York 
w'as  selected  to  be  the  producer,  and 
with  its  difficult  script  requirements, 
and  months  of  location  shooting  in 
many  places,  a  screen  story  was 
eompleled.  with  a  worthy  purpose 
and  a  promise  of  wide  accomplish- 
ment. 

Speechless  by  Mistake,  in  3  reels 
of  Technicolor  shows  the  many  ways 
that   telephone   service   is   seriously 


interrupted  b\  peojile  who.  without 
knowing,  do  things,  all  too  fre- 
quenth.  which  damage  aerial  ami 
underground  cable  and  often  seri- 
ously interrupt  service.  The  film 
tells    how     to    avoid    such    damage. 

Shows  a  Typical  Incident 
Sequences  show  how  a  proud 
father,  while  digging  a  roadside 
trench  with  a  power  sho\el.  strikes 
into  an  underground  cable  to  cut 
out  the  televising  of  his  son  s  foot- 
ball game,  as  well  as.  the  telephone 
service  of  the  entire  town.  A  young 
hunter  misses  a  crow  onl\  t<.>  hit 
and   damage  the  cable  on    which    it 


Uncontrolled  brush  fires  have  cut 
phone  service  for  entire  towns. 

was  perched,  and  a  fartner  also 
cooks  up  a  lot  of  trouble  with  a 
brush  fire  under  a  telephone  cable. 

The  picture  is  all-dialogue  and 
with  scenes  nearl\  all  exteriors. 
man\  difficult  production  problems 
bedevilled  both  camera  and  sound 
crews. 

Most  of  the  action  called  for  di- 
rect  voice   recording   of   linemen    at 


Sound  Masters'  cameras  moved  up 
to  catch  unusual  angles  on  damage 
sequences  in  new  A.  T.  &  T.  film. 

uiirk  on  aerial  cables,  talking  with 
people  on  the  ground,  men  in 
trenches  operating  power  shovels, 
and  others  out  in  open  fields.  These 
were  but  a  few  of  the  locations 
where  conventional  methods  could 
not  be  used,  and  "custom-made" 
procedures  were  resorted  to  in  order 
to  secure  high  quality  voice  record- 
ing synchronized  with  picture  ac- 
tion   ill    full   color. 

Special  Equipment  Was  Devised 
Mike-booms  were  useless,  and  it 
w  as  necessary  to  conceal  special 
microphones  on  or  near  the  actors. 
At  times,  the  photography  was  also 
a  challenge  to  the  camera  crews. 
Off-the-ground  shooting  <jf  men  at 
work  on  aerial  cables  required  such 
speiially  devised  equipment  as  ex- 
tension ladders  and  cranes,  as  well 
as  aerial  cameras,  without  which 
man\  of  the  shots  called  for  by  the 
script  could  not  have  been  made. 

Robert  S.  Taft  was  project  super- 
\isor  for  ATiT;  Francis  Carter 
Wood.  Jr.  of  Sound  Masters  was  in 
charge  of  production.  Alex  Left- 
wich  directed  and  Peaslee  Bond  was 
on  the  camera.  B" 


Telephone    line    repairs    took    cameraman    Peaslee    Bond    up    in    the   air   for   this    scene    in    "Speechless    by   Mistake." 


Sharing  with  lAVA  members  some  of  his  practical  philosophy  on  successful  selling  was  the  well  known  Bill  Gove,  vice- 
president  of   EMC   Recordings  Corp.,   who  addressed   the   opening   luncheon  meeting  on  April  27,   ot  the   Hotel   Lowry. 

lAVA  Holds  Eighth  Annual  Meetinq 

TWIN    CITIES    MEMBERS    ARE    HOSTS    AT    EVENTFUL   THREE    DAY    PROGRAM 


MKMBFRS  OF  the  Industrial 
Audiii-\  isual  Association  de- 
parted from  recent  tradition 
as  the  organization  held  its  eighth 
annual  meeting  out  o{  the  Chicago 
area.  Twin  Cities"  members  were 
the  official  hosts  at  this  years  na- 
tional gathering,  held  at  the  Hotel 
Lowry.  St.  Paul.  Minn.,  on  April 
26.  27  and  28.  This  professional 
organization  of  executives  who  head 
film  departments  or  supervise  audio- 
visual activities  within  some  of 
America  s  largest  business  concerns, 
heard  a  well-filled  program  high- 
lighted by  discussions  of  film  pro- 
duction, distribution  and  technical 
flevelopment?. 

Beach   Becomes   Eighth   President 
Frederick   G.   Beach.   Remington- 
Kand.  Inc..  was  elected  president  of 


JAVA  for  the  19.55.56  term.  Wil- 
liam B.  Cox.  Santa  Fe  Railway,  is 
the  new  first  vice-president  and 
C.  R.  Coneway.  Humble  Oil  &  Re- 
fining Co.,  is  second  vice-president 
for  the  new  term.  Member  votes  also 
continued  John  Hawkinson  as  treas- 
urer of  the  organization. 

Alan  W.  Morrison.  Socony  Mobil 
Oil  Company.  Inc..  succeeds  Don 
Stcinke  as  lAVA's  secretary  and 
R.  C.  McCaslin  was  named  assistant 
secretary.  The  new  regional  direc- 
tors are: 

Eastern  Region:  H.  L.  Vander- 
ford.  American  Telephone  &  Tele- 
graph Co.;  Northern  Region: 
('harles  A.  Fox,  Brown  &  Bigelow  : 
Southern  Region:  M.  Stephens  Mi- 
randa. Dresser  Industries,  Inc.; 
Central   Region:    Anthony   P.   Yun- 


ker.  Illinois  Bell  Telephone  Co.; 
and  Western  Region:  Bernard  A. 
Bailey,  Mytinger  &  Casselberry. 

Fall  Meeting  Goes  to  Boston 
The  anjmal  fall  nicctinf;  of  lAVA 
will  be  held  in  Boston  this  year  on 
October  4.  5.  and  6.  The  Hotel  Ken- 
more  has  been  selected  for  this  meet- 
ing. Eastern  program  arrangements 
are  being  directed  by  AI  Lytic. 
Raytheon  Corp.  and  Edward  Pal- 
mer. New  England  Telephone  Co. 

Charles  Shaw.  Armour  &  Co..  has 
been  named  chairman  of  the  Mem- 
bership Committee;  chairman  of  the 
Program  Committee  for  the  19.56 
annual  meeting  is  Vic  Johnson. 
Standard  Oil  Company  of  Indiana. 
Ken  Penney,  Minnesota  Mining  & 
Manufacturing  Co..  is  chairman  of 
the  Publicit\    Committee  and  A.   H. 


A  wide-screen  slidefilm  presentation  of  "Project  X"  showed  how  audio-visual  activities  of  member  companies  could 
be  presented  for  group  showings.  Mike  Ritt  of  Combined  Insurance  (back  to  camera,  left)  is  at  Pan-Screen  controls 
while  Don  Smith  of  Commercial  Picture  Equipment  (right)  keeps  watchful  eye  on  the  screen. 


A  Business  Screen  Report 
on  Professional  ActivHies 
of  Business  A-V  Executives 


Frederick  G.  Beach,  Remington  Rand 
Inc.  is  president-elect  of  lAVA. 

Livingston.  E.  I.  duPont  de  Nemours 
Co..   heads   the  Project  Committee. 

Retiring    President   Is   Cited 

Formal  ])resentation  of  the  past 
presidents'  plaque  was  an  event  of 
the  annual  banquet  held  at  the 
Lowry.  Joseph  S.  Schieferly,  Stand- 
ard Oil  Co.  of  New"  Jersey,  received 
the  honor  award  from  another  past 
president.  W.  M.  Bastable,  Swift  & 
Company. 

At  one  of  the  many  general  scs 
sions  during  the  3-day  conferem  r. 
members  heard  Dr.  Abram  Vander- 
meer.  Professor  of  Education  at 
Penn  State  l'ni\ersity  outline  find- 
ings on  film  effectiveness  during  the 
Navy  Instructional  Research  pro- 
gram at  that  school.  Another  fea- 
tured speaker  was  Mr.  William 
Gove,    vice-president    of    the    EMC 


In  appreciation  of  many  years  of 
loyal  service  as  lAVA's  secretary, 
Don  Steinke  (left)  received  a  hand- 
some silver  serving  dish  from  past 
president  O.  H.  Peterson.  The  pre- 
sentation was  one  of  the  highlights 
of  Java's  annual  membership  din- 
ner in  St.   Paul  last  month. 
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Picturf  Prcductidiis.  Inc..  intro- 
duced A.  J.  Bradford,  head  of  the 
Customer  Services  Dept.  of  that 
company.  Mr.  Bradford  delivered  a 
\er\  comprehensive  report  on  suc- 
cessful application  of  the  repeating 
16nini  motion  picture  projector.  A 
talk  on  "Training  Tomorrows  Busi- 
ness Film  Executive"  was  presented 
hv  Paul  Lawrence.  Motion  Picture 
Director  in  the  Audio-Visual  Cen- 
ter at  Syracuse  lniversit\.  ^ 


Historian  Jim  Craig  (General  Motors) 
shows  retiring  president  Joe  Schie- 
ferly  one  of  the  many  scrap  books 
now  being  collated  as  a  complete 
record  of  the  organization's  proceed- 
ings in   past  years. 


Recordings    Corporation,    who    ad- 
dressed   the    opening    luncheon    ses- 
sion on  "}  ou  Make  the  Difference." 
Mr.    Clifford    V^eake    of    \^"ilding 


A  film  discussion  panel  with  J.  T.  Hawkinson  as  moderator  (standing)  was 
another  program  feature  at  St.  Paul.  Panel  members  (I  to  r)  are:  Ken  E. 
Penney;  V.  H.  Hunter;  C.  H.  Show;  J.  W.  Bakke;  and  W.  M.  Bastoble. 


Newly-elected  lAVA  officers  for  1955-56  pictured  above  are:  (left  to  right) 
John  Hawkinson,  III.  Central  RR.,  treasurer;  Alan  W.  Morrison,  Socony  Mobil 
Oil  Company,  Inc.,  secretary;  William  B.  Cox,  Santo  Fe  Railway,  first  vice- 
pres.;    and    C.    R.    Conewoy,    Humble    Gil    &    Refining    Co.,    second    vice-pres. 

Pictured  at  left  ore  new  lAVA  members  inducted  at  St.  Paul: 
left  to  right,  they  are  Charles  B.  Gunn,  N.Y.N.H  &  Hartford 
R.R.  Co.;  George  Shusta,  Jr.,  Cleveland  Elec.  Illuminating  Co.; 
and    R.    W.    Bonto,   General    Electric   Co. 

Elected  Regional  Directors  of  lAVA  were  these  four  men  (left  to  right):  Anthony 
P.  Yunker  (Central  Region);  Charles  A.  Fox  (Northern  Region);  Bernard  A. 
Bailey  (Western  Region)  and  H.  L.  Vanderford   (Eastern   Region) 


The  five  men  who  founded  lAVA  were  present  at  St.  Paul.  They  are  (front 
row,  I.  to  r.  R.  P.  Hogan,  Kraft  Foods;  Paul  Lawrence,  Syracuse  U.,  formerly 
of  International  Harvester;  W.  M.  Bastoble,  Swift  &  Co.  Bock  row,  (I.  to  r.): 
O.  H.  Peterson,  Standard  Oil,  Indiana;  and  O.  H.  Coelln,  Jr.,  Business  Screen. 


Discussing  projector  specifications  during  annuel  program  were  these  JAVA 
members:  A.  H.  Livingston,  duPont;  D.  G.  Treichler,  Socony  Mobil  Oil  Co.; 
Charles  Fox,  Brown  &  BIgelow;  J.  A.  Anderson,  Brown  &  Bigelow;  and  R.  B. 
Williams,  Ford  Motor  Company. 


The  camera  goes  where  sales  are  made  —  o  typical    Firestone   dealer    layout   was   the   setting. 


Dealer  Ideas  SELL  In  This  Script 

Firestone's  National   Dealer  Council   Are  "Stars" 
in  the  Format  of  EfFective  Annual  Sales  Program 


THK  firfstone  lire  ii  Rubber 
Cuinpaiiy.  one  of  the  "big  four 
in  the  rubber  industry,  is  also  a 
major  supplier  of  auto  equipment 
an<!  home  applianees  through  its 
7110(1  locall)  oMiiecl.  but  Firestone- 
franchised  stores. 

Firestone  annuallv  encourages  a 
round-up  of  new  ideas  originated  by 
dealers,  not  only  because  TOOt) 
heads  arc  lirlicr  than  one.  but  be- 
cause ideas  that  are  formulated  as 
close    as    possible     to     the    selling 


counter  ha\c  been  luuiiil  particular- 
ly effective. 

These  ideas  or  suggestions  are 
submitted  to  Division  Councils, 
made  up  of  dealers  from  the  vari- 
ous districts  in  each  Division  — 
they  tell  of  successful  sales  experi- 
ences and  systems  of  operation 
originated  both  by  Firestone  and 
the  dealers  themselves.  These  sug- 
gestions found  worthy  of  further 
experiment  are  in  turn  submitted  to 
a  Firestone  National  Dealer  Council 
elected  by   the  dealers  themselves. 

Approve  24  Suggestions 
This  \ear.  from  the  mass  of  sales 
and  efficient  store  operation  sug- 
gestions received  from  dealers,  the 
Firestone  National  Dealer  Council 
approved  24  major  suggestions 
uhich  were  incorporated  in  six  sell- 
ing stories  that  could  be  told  to  all 
dealers   w  ith   Jireat  effect  at  the  an- 


nual   sjning    meetings    held    at     *() 
locations  through<mt  the  countrv. 

Firestone  has  found,  in  past  years, 
that  to  dramatize  these  sales  meet- 
ings and  put  across  tested  ideas 
most  successfully,  nothing  can  do 
the  job  like  motion  pictures.  The 
companv  feels  that  a  mere  recita- 
tion of  selling  points  by  speakers, 
regardless  of  how  good  they  are.  is 
little  better  than  just  mailing  out 
booklets. 

Dramatized    for   Real    Impact 

The  motion  picture,  and  f  ire- 
stoiie's  big  dealer  film,  in  particular, 
are  thoroughly  dramatized  for  maxi- 
mum impact  and  "carry -home 
f|ualities  that  provide  remembrance 
all  through  the  vear.  Details  of  im- 
plementation of  the  suggestions  can 
come  easilv  through  the  printed 
Asord.  but  unless  the  idea  is  origi- 
nally sold  by  such  a  dramatic  medi- 
um as  the  motion  picture,  the  moti- 
vati*)n  to  trv  the  new  ideas  can 
often   be  lacking. 

Firestone's  film  this  year,  pro- 
duced, as  in  past  years,  by  Owen 
Afurj)h\  Proflu<-tions.  Inc..  contained 


Above:  Nick  Neff,  chairman  of  Fire- 
stone Dealer  Council,  makes  a  point 
with  sincere  conviction  in  the  com- 
pany's  annual   sales   program. 


Right:  Dealers  made  convincing  ac- 
tors as  actual  members  of  Firestone 
Notional  Dealer  Council  were  fea- 
tured in  the  onnual  meeting  film. 


New   &   Current   Films 

That   Highlight   Promotion 

Campaigns  This  Spring 


several  actual  case  histories  of  what 
a  Firestone  Franchise  and  its  dealer- 
liel|.'s  can  do  to  push  a  store  to  the 
lorefronl  n!  competition.  The  basic 
format  of  the  film  consisted  of  a 
rni-eting  of  the  Firestone  National 
Dealer  (Council,  all  played  with  great 
conviction  b\  the  actual  members 
of  111.-  (iiiiniil.  themselves,  sitting 
ar.iund  a  table  and  hatting  out  the 
ideas  that  had  worked  for  theiTi  and 
for  their  fellow  dealers  in  the  vari- 
ous regions.  These  embodied  such 
methods  as  Cainiiiji  Consumer  Satis- 
jnrlidii.  Ejjerlive  Sales  and  Mer- 
cliandisinji  Plans.  Vew  Sales  Train- 
Inn  Melhnils.  Hon  To  Sell  Truck 
Tires.  lies!  Ways  oj  Inventory  and 
Slarii  Control,  and  How  to  Service 
the  AcH  Tubeless  Tires.  Each  idea 
was  thrown  open  for  discussion  and 
then  illustrated  by  an  on-the-spot 
case  history,  proving  that  the  dealer 
suggestion  ha<l  really    done  the  job. 

Use  Two  Hours  of  Film 
V  irestone  s  meetings  incorporate 
about  two  hours  of  film  in  the  dav's 
session.  In  addition  to  the  "big" 
picture,  dealers  are  greeted  in  a 
short  film  by  H.  D.  Tompkins.  Vice 
President  in  Charge  of  Sales,  who 
speaks  on  the  progress  of  America 
and  the  expanding  markets  of  the 
future  which  are  waiting  for  enter- 
|)rising  businessmen. 

Firestone  dealers  have  become  so 
fired-up  about  the  annual  meeting 
film  in  past  \ears  that  this  vear  ar- 
rangements have  been  inade  to 
travel  the  film  to  many  of  the  stores 
so  dealers  can  inspire  their  own 
salesmen  with  the  proved  success  of 
the  19.1.1  dealers'  suggestions.         ^ 


International  Harvester  Pix 
in  Demand  for  Dealer  Use 


♦  Iwo  new  16nun  Kodachrome 
films.  Pacha^ed  Pastures  and  Three 
llig  Harvest  Benefits,  have  been  re- 
leased to  International  Harvester 
dealers  and  the  demand  for  more 
|>rints  is  reported  to  exceed  bv  far 
the  number  estimated  to  fill  re- 
ipiests.  There  now  are  200  color 
prints  of  these  films  in  circulation. 

Ibese  two  pictures,  produced  bv 
Ifi  ill  H.  Ray  Film  Industries  dur- 
ing l'J.i4.  feature  the  new  4.S  an<i 
■i.S  Balers  and  the  No.  140  and  141 
Condiines.  Action  scenes  cover  har- 
vesting activities  in  Illinois.  .Arkan- 
sas. Kansas  and  .Montana. 

Each  film  runs  for  about  14 
iTiinutes.  1^- 
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Tape    units    and    high-speed    printer    perform    in    IBM's    new    color    sales    film. 

Electronics'  Future  in  Figures 

New   IBM   Film   Shows   Useful    Role   of   Electronic   Data    Equipment 


Sponsor:  International  Business 
Mailiines  Corp. 

Title:  Direct  Line  to  Decision.  22 
min..  color,  produced  bv  Raphael 
G.  Wolff  Studios.   Inc.  ' 

-^  Acquisition  \\ars  against  speed. 
\e(  speed  is  necessary  to  acquisition. 
L\en  a  tledjzling  business  no\vada\s 
finds  itself  in  a  valle\  of  data  — 
external  and  internal  information 
to  be  codified,  correlated,  compu- 
ted and  redistributed.  Called  by 
its  many  categorical  names,  this 
data-digest ing-disseminating  process 
always  spells  multiple  effort,  time 
and  money.  1.  ntil  the  advent  of 
electronic  brains,  business  men 
seem  doomed  to  an  ever  deepening 
\  alley  of  clerical  fodder.  For  many 
businesses,  the  walls  of  this  paper 
valley  can  becf>me  an  avalanche: 
when  the  management  cannot  af- 
ford sufficient  hands  to  bold  back 
the  landslide,  the  business  is  buried. 

Shortens  Time,  Saves  Labor 
Larger  l)usinesses  and  industries 
which  must  handle  massive  figures 
are  discovering  how  so-called  "elec- 
tronic brains"  can  reel  out  the  dif- 
ference between  operational  loss 
and  gain  in  the  area  of  computation. 
These  discoveries  are  being  repeated 
for  the  education  of  other  busi- 
nesses in  a  Direct  Line  to  Decision. 
the  latest  sales  film  sponsored  by 
International   Business   Machines. 

.Star  performer  in  this  documen- 
tary of  numbers  is  the  IBM  700- 
Series  Electronic  Data  Processing 
Machine  which  may  be  used  in  in- 
dustr)  to  speed  computation  and 
clerical  v\ork.  The  machine  is  not 
inexpensive  but  it  is  designed  to  cut 
operational  time  and  cost  with   an 


efficiency  and  dispatch  that  stuns 
the  statistical  imagination.  This  film 
does  not  make  its  pitch  dependent 
on  the  customar\  claims  that  such 
machines   can    dii    .    .    .    '"v\ork    that 


n 


^^. 


Scene   in    IBM's   "Direct    Line" 
produced    by   R.   G.   Wolff   Studios 

would  take  600  men  with  600  calcu- 
lations 6tl0  \  ears  to  do." 

The  superman  tradition  is  not 
slighted  but  the  film  s  main  empha- 
sis is:  here  s  a  machine  that  can  do 
a  hard,  tinie-space-derk  consuming 
job  for  you  and  do  it  fast.  The  pho- 
tography does  its  own  subtle  job 
for  the  superman  tradition  as  the 
viewer  sees  rows  of  man-high  mag- 
netic tape  units,  their  recording 
heads  responding  behind  glass  win- 
dows til  a  console  which  looks 
like  an  abacus  turned  organ.  The 
demonstrators  are  model  personnel 
—  conventionally  dressed,  quietly 
modern.  ^  et  as  they  tend  the 
mathe:iiatical  monoliths  in  the  large 
show  room  with  its  saucer-\'ented 
ceiling  and  as  the  pleasant  clerk 
buttons  a  unit  which  prints  out 
lODO  lines  of  data  per  minute,  the 
\  iew  er  may  appreciate  that  in  a 
sense  a  certain  kind  of  space  opera 
has  become  a  realitv. 

Serving   people    in    ordinarx    cos- 


tume is  a  mechanical  task  force  of 
fact-binders.  Soldiers  of  this  force 
can  do  the  major  work  of  central- 
ized bookkeeping  for  industrial 
firms  with  manv  branch  plants.  The 
Electronic  Data  Processing  Machine 
can  be  used  in  check  computation 
and  writing,  record  keeping.  It  can 
handle  the  mounds  oi  statistics  ac- 
cumulated b\  banks  and  insurance 
companies. 

Expedites   Plane   Production 

riie  film  cites  the  mass  attack 
made  b\  a  Data  Processing  Ma- 
chine in  an  aircraft  company.  By 
its  rapid-fire  computation  of  mathe- 
matical data  necessary  for  checking 
performance  characteristics  of  a 
new  model  plane,  the  machine  en- 
abled the  manufacturer  to  get  the 
new  plane  certificated  six  months 
sooner  than  previous  methods  al- 
biwed. 

Direct  Line  to  Decision  is  a  film 
that  a  business  man  looking  cold- 
e\ed  for  facts  shouUI  appreciate. 
It  brings  the  sky-high  facts  of  elec- 
tronic  ca[)aliilit\    down    to   earth  — 


where  business,  for  the  most  part, 
is  conducted.  It  shows  the  machine 
not  coming  from  another  planet 
but  being  manufactured  component 


*-.-(IL 
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This  high-speed  IBM  printer  can  turn 
out  up  to  1,000  lines  per  minute  ot 
complex  data. 

part-by-part  b\  familiar  earlbnien 
in   an   IBM  factory. 

The  film  is  available  from  any 
IBM  office  for  showings  to  groups 
of  accountants,  business  managers 
and  other  figure-conscious  audiences 
—  people  who  form  the  direct  ad- 
visorv  line  to  the  decisions  of  po- 
tential Data  Machine  customers.   S' 


"The  Right  Touch"  Proves  Pleasant  Contribution 
From  IBM  to  Aid  Recruiting  of  Office  Personnel 


Sponsor:      International     Business 
Machines  Corp. 

Title:    The  Right  Touch,    lil   min.. 
color,  produced  b\   Edmund  Tate. 

■¥■  IBM's  new  film,  an  activity  of 
the  company's  electric  typewriter 
division,  is  a  cute  bit  of  fluff  rigged 
up  to  inveigle  bright  girls  into  the 
business  of  "'office  work." 

The  premise  is  one  that  <»lHcf 
managers  all  over  are  enthusiastic 
about.  The  New  York  News  re- 
cently reported  that  emplovment 
agencies  have  1.5  to  20  jobs  a\ail- 
able  in  office  work  for  every  appli- 
cant. Girls  saN  they  are  *'not  in- 
terested in  .8-50  a  week  jobs  "just 
]jfiunding    a    t\pewriter    all    dax. 

Below:  Jeffrey  Lynn  (left)  discusses 
script  on  set  with  ft.  W.  Miller,  Jr., 
sales  manager  cf  IBM's  electric  type- 
writer division. 


Above:   Cathy   O'Donnell    plays   fea- 
tured role  in  "The  Right  Touch.'' 

The\  want  more  interesting  woik. 
IBM's  film  goes  on  to  show  that 
querlyuiop  is  only  part  of  the  re- 
gime in  an  office.  The  girls  —  and 
prettv  Hollvwood  starlet.  Cathy 
O'Donnell  in  particular  —  are  soon 
making  like  Ann  Sothern  and  solv- 
ing all  their  boss's  problems. 

Where  Prospects  Can  Get  It 
This  filru.  being  distributed  by 
IBM's  film  library  in  Endicott. 
N.Y..  was  made  with  style,  as  befits 
it  future  audience.  It  s  a  good 
movie.  Jeffre>  L\nn.  erstwhile  big 
name  in  movies,  is  the  inter- 
locutor. IS' 

Where   to   Get   IBM   Films 
*  .\pplv  to  IBM  offices  in  \  our  cit\ 
or  write  the  Film  Library.  Interna- 
tional Business  Machines.  Endicott. 
Nev\    \  ork. 


NUMBER 
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Civilian  film  library  directors,  located  at  Army  headquarters  and  mojor  train- 
ing installations,  advise  Army  training  personnel  on  available  films  for  specific 
needs;  visit  classrooms  to  assist  in  training  film  utilization  and  demonstrate  new 
equipment  and  techniques  as  they  ore  developed  for  military  training  needs. 
All  photos  on  these  pages  U.S.  Army  Photographs. 


Film  Distribution  in  tlie  Army 

Training,   Orientation   and    Informational    Films    Reach 
Military  Personnel  Worldwide  Through  260  Exchanges 


1IKK  THE  BOX-OFFICE  in  the- 
1  atrical  production — Army  film 
dislrihution  is  the  payofif.  To 
paraphrase  Nathan  Bedford  For- 
rest." "If  you  dont  show  "em.  they 
aint  no  good  to  nobody."  In  the 
Army,  however,  the  returns  are  not 
dollars  hut  human  lives  —  combat 
ediciencN — the  know-how  that  spell> 
life  or  death  in  battle. 

Film  Distribution  in  the  Army 
spreads  the  production  of  the  Signal 
Corps  Pictorial  Center  world-wide 
wherever  there  are  .\merican  sol- 
diers  to   be   trained,   oriented,    and 


■Nallian  Bedford  Forrest  ivas  [he  Confcder.itc 
{icncral  to  whom  tlic  famous  remark  "Get 
tliere  Fustcst  with   the   Mostest"   is  attrihuted. 


informed.  It  is  an  integral  link  in 
servii'ing  the  Army  Training  Pro- 
gram—  supplying  some  260  central 
and  sub-exchanges  with  a  variety  of 
training,  indoctrination,  informa- 
tion and  education  films.  These 
films  are  used  by  military  instruc- 
tors at  all  levels  in  the  continuous 
training  of  more  than  one  million 
active  duty  .Army  personnel.  Re- 
serve and  National  Guard  compon- 
ents. It  is  organized  and  geared  to 
meet  peacetime  needs  and  Mobiliza- 
tion Da\   requirements. 

The  payoff  in  time,  effort,  and 
mttnev  spent  on  producing  Army 
training  films  comes  when  the 
trainee  learns.  To  achieve  its  teach- 


by  James  A  Moses,   Chief,   Film   Distribution   &   Utilization   Branch 
Army  Pictorial  Service  Division,  Office  of  the  Chief  Signal  Officer 


ing  mission,  the  Iraiiiiiig  film  nuist 
lie  matif  a\ailable  with  projection 
ctpiipmeiit  at  the  right  lime  in  the 
right  |ilace.  and  exhibited  under 
lomlilions  conducive  to  learning. 
Since  the  primary  objective  is  a 
belter  trained  soldier,  the  Army 
must  be  concerned  \\\l\\  the  uliliza- 
lioti  as  well  as  the  distribution  prob- 
lem—  a  problem  v\hich  is  not  nor- 
mally the  concern  of  commercial 
film    tlistributors. 

Four   Functions   in    Distribution 

Distribution  is  one  of  four  equal- 
ly important  functions:  Distribu- 
tion. Exhibition.  Utilization  and 
Evaluation.  Hence,  the  word  "dis- 
tribution,"' as  it  pertains  to  this 
particular  function  within  the  De- 
partment of  the  Army,  includes 
many  more  operations  than  simply 
distributing  prints  from  one  point 
to  another. 

The  Distribution  and  I  tilization 
program  does  not  stop  with  the 
delivery  of  a  print  and  projection 
equipment  to  an  instructor.  The 
Post  Director  follows  the  print  into 
the  classroom  to  check  on  physical 
[jrojection  arrangements,  and  ad- 
vise instructors  on  presentation 
techniques.  The  Film  &  Equipment 
Exchange  Directors  are  highlv 
trained  audio- visual  educational 
specialists.  Their  consultations 
with  training  personnel  are  aug- 
mented by  Instructor  Orientation 
Courses  conducted  by  the  exchanges. 
Since  there  is  a  large  turnover  in 
military  training  personnel,  the  In- 
structor Orientation  Program  is 
continuous  to  insure  greater  audi- 
ence learning   from  each  film. 

Thorough   Followup  on   Films 
The  utilization  aspects  of  the  pro- 
gram  are  concerned  not  onlv  with 
presentatit>n  techniques,  but  in  col- 
lecting and  anal)  zing  utilization  in- 


ft)rmatioii  lui  tin-  tibn  >[Mtnsf)ring 
agencv.  the  production  agency,  and 
the  film  tlistrilititirm  agency.  This 
utilization  information  is  obtained 
from  a  <,)uarlerly  Film  Library 
Report,  antl  from  in.structor  and 
trainee-audience  reaclitjn  surveys. 

Inbirmalion  about  Army-wide 
prints  and  showings  is  transferred 
from  individual  exchange  reports 
to  IBM  cards  in  the  Office  of  the 
Chief  Signal  Officer.  Consolidated 
reptjrts  are  prepared  which  show  at 
a  glance,  film  titles,  number  of 
prints  of  each  title,  location  of  all 
prints,  and  the  number  of  showings 


Above:  Central  Film  Libraries  coordi- 
nate film  shipments  between  post  film 
activities,  serve  as  efficient  control 
centers. 

per  subject.  Ibis  provides  informa- 
tion for  reallocating  prints  and  as 
feed-back  information  for  analysis 
and  evaluation  to  help  determine 
future  requirements  and  improve 
future  production  and  utilization 
techniques. 

The  distribution  pattern  for  each 
new  film  is  determined  at  Depart- 
ment of  .Army  level  where  consider- 
ation     is     given     recommendations 


Army  Film  Distribution  Operations:  Booking  of 
prints  requires  careful  coordination  to  insure  maxi- 
mum utilization  while  eliminating  any  possible 
duplication  of  training  film  print  orders. 


W                    ^^                       -^c. 
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Film  Library  personnel  are  "walking  encyclo- 
paedias" on  ail  matters  pertaining  to  films.  They 
ofFer  advisory  service  to  Army  training  instructors; 
must  know  film  content,  related  references. 


1 

1 

■ 

Post  Film  Libraries  feature  over-the-counter  service 
to  Army  training  units  on  the  Post  and  the  Civilian 
Components  and  other  authorized  units  within 
tneir  service  area. 
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from  the  films  sponsoring  agency. 
Office,  Chief  Army  Field  Forces  and 
Assistant  Chief  of  Staff.  G-3.  The 
distribution  pattern  is  then  set  up 
by  Army  Pictorial  Service  Division 
of  the  Office  of  the  Chief  Signal  Of- 
ficer, establishing  the  type  of  pri- 
mary and  secondary  military  audi- 
ence the  film  must  reach.  This 
distribution  pattern  is  then  for- 
warded to  the  Signal  Corps  Pictorial 
Center  on  Long  Island.  The  Dis- 
tribution Division  of  SCPC  then 
picks  up  the  ball,  determining  the 
required  number  of  prints.  Prints 
are  then  shipped  to  appropriate 
Signal  Corps  Film  &  Equipment  Ex- 
changes throughout  the  world 
wherever   our   troops  are  stationed. 

System   Assures  Maximum   Use 

The  Film  i^  E(]uipment  Exchange 
System  insures  maxinmm  use  of  all 
prints  and  projection  equipment. 
Each  Arm\  area  in  this  country  and 
each  overseas  command  has  one 
Central  Film  ^  Equipment  Exchange 
under  control  of  the  Signal  Officer. 
Within  each  area  or  overseas  com- 
mand are  sub-exchanges  located  in 
camps,  posts  and  stations  where 
training  is  conducted. 

The  sub-exchange,  the  working 
unit  of  the  system,  is  usualK  headed 
by  a  highly  qualified  audio-visual 
educational  specialist.  It  is  respon- 
sible for  lending  film  and  equip- 
ment, maintaining  these  materials, 
training  projectionists,  and  con- 
ducting an  advisory  program  to  in- 
sure that  potential  users  of  exchange 
materials  know  of  their  availabilitv 
and  how  to  make  use  of  them. 

The  Post  Signal  Officers  maintain 
administrative  control  of  these  sub- 
exchanges,  but  technical  control  re- 
mains with  the  Arm\  or  o\ersea 
command  Signal  Officer  and  is 
exercised  through  the  Central  Film 
&  Equipment  Exchanges.  This  tight 
control  permits  Signal  Officers  of 
an  Army  or  oversea  command  to 
shift  prints  and  projection  equip- 
ment  promptly   from   one  sub- 


exchange  to  another  to  accommo- 
date shifts  in  the  militar\  popula- 
tion serviced.  Thus,  maximum  usage 
of  prints  is  maintained  and  econo- 
ni)"  results. 

Efficient  and  rapid  reallocation  of 
prints  to  meet  the  need  of  shifting 
militar\  population  requires  that 
the  Central  Exchanges  and  Distribu- 
tion   Division    of   the   Signal   Corps 
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Above:  Graduates  of  the  16mm  Pro- 
jectionist Schools  receive  Certificate 
of  Completion  and  Official  U.S.  Army 
16mm   Projectionist   License. 

Pictorial  Center  have  innnediate 
knowledge  of  each  prints  location 
and  how  it  is  being  used.  This  in- 
formation is  supplied  by  the  quar- 
terlv  Film  Exchange  Keport  from 
each  central  and  sub-exchange,  list- 
ing all  prints  on  hand  together  with 
the  number  of  times  each  print  was 
shown  during  the  report  period. 

Met   Korean    Crisis   Swiftly 

The  efficient  organization  and 
flexibilitv  of  the  Signal  Corps  fibn 
distribution  system  was  proved  dur- 
ing the  recent  L  N  action  in  Korea. 
The  sudden  demand  of  a  greath  ex- 
panded training  program  was  met 
by  reallocating  prints  and  equip- 
ment to  ncwh  created  exchanges 
which  had  to  be  set  n\)  practicalK 
((vernight. 

Completely  equipped  exchanges 
mo\ed  into  Korea  along  with  the 
troops.  An  exchange  was  set  up  for 


Setting  up  16mm  sound  pro|ectors  (JAN  Model)  for  operation  during  o 
practical  exercise  period  for  students  in  a  U.S.  Army  Signal  Corps  Projec- 
tionist School.  All  major  Signal  Corps  Film  Libraries  operate  weekly  projec- 
tionist school  where  40-hour  course  is  offered. 


the  Republic  of  Korea  -\rmy  under 
supervision  of  our  own  distribution 
svstem.  Large  numbers  of  I  .S.  .\rm\ 
training  films  were  rescored  in  the 
Korean  language  and  given  wide 
use  throughout  the  ROK  Army.  At 
that  time  there  were  approximately 
1-5  exchanges  set  up  in  the  Far  East 
Command  -  .lapan   and   Korea. 

Training    Films   for   NATO 

During  this  same  period  inn 
Armed  Forces  in  Europe  were  in- 
creased to  meet  NATO  connnit- 
ments.  creating  the  need  for  ad- 
ditional training  film  and  projec- 
tion equipment.  This  expanded  situ- 
ation. in\olving  two  important  and 
wideK  separated  areas,  was  success- 
fully met  by  our  distribution  s>s- 
lem.  There  was  an  immediate  need 
for  training  films  rescored  in  man\ 
languages.  The  rescoring  job  was 
accomplished  expeditiously  and 
prints  were  released  in  French. 
German.  Turkish.  Greek.  Italian. 
Spanish  and  Portuguese.  In  addi- 
tion films  were  rescored  for  the 
Chinese  Nationalists  and  our  allies 


in    the    Mutual    Defense    Assistance 
Program. 

Throughout  World  War  II  and  to 
the  present,  we  have  provided  train- 
ing films  on  some  TOO  subje<ts  re- 
scored in  Spanish,  and  almost  the 
same  number  in  Portuguese,  for 
fourteen  Latin  American  countries. 
Distribution  exchanges  for  these 
films  are  under  control  of  I  .S.  Mili- 
tarv  .Attaches  assigned  to  I  .S.  Em- 
liassies.  There  are  17  sub-exchanges 
in  Central  and  South  .America,  each 
co-ordinated  through  the  Central 
Film  &  Equipment  Exchange  of  the 
1  .S.  Caribbean   Defense  Command. 

Keeping   the    Exchanges   Informed 

Although  a  print  of  e\er>  subject 
is  not  distributed  to  each  exchange, 
information  concerning  new  re- 
leases is  pro\  ided  exchanges  prior 
to  initial  distribution.  This  infor- 
mation is  disseminated  through  an 
Initial  Distribution  Letter  issued  by 
Distribution  Division.  SCPC.  and 
Monthly  Information  Bulletins.  The 
exchanges,  making  use  of  local  pub- 
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Even  when  specific  prints  are  used  several  times  during  a  single  day,  films  are 
returned  to  Film  Library  for  rewinding,  inspection   between  each   issue. 


Periodic    cleanings    and    thorough    inspection    and    repair    services    help    hold 
percentages  of  unserviceable  film  in  Army  use  to  low  figure. 


Ingenious    planning    of    o    boy's    clubroom      studio"    enabled    producer    Nat 
Campus  to  film  the  play  activities  of  youngsters  in  natural,  unposed  squences. 

Rare  Skill  uiid  L Uderstdndiin'^    Hell)  Create 

Films  About  Children 


THt  21-'»  EAR  PR()FE>>10\ Al. 
career  of  producer  Nat  Campus 
dates  back  to  his  first  films  of  1934 
in  the  surgical  field.  Since  that  time 
he  has  created  and  participated  in 
the  production   of  hundreds  of  mo- 


tion pictures  for  business  and 
industrv  and  the  ever-widening  area 
of  welfare  services.  It  was  his  medi- 
cal background  which,  in  fact,  led 
Campus  to  the  welfare  and  institu- 
tional fields.  Since  those  earU  \ears 


liis  interests  have  broadened  with 
Ills  experience  and  grow  in;;  fa<  ili- 
liis  in  Manhattan.  Toda\  he  serves 
a  rlientele  that  ranges  from  Benja- 
min Moore  paints  and  Chas.  I'fizer 
l.alioralories  to  such  well-known 
groups  as  the  \'\a\  Schools  Associa- 
tion and  the  Lexington  .School  for 
llii-  Deaf.  His  film  for  the  Lexington 
Siliool  That  the  Deaf  May  Spealc 
reveals  a  rare  artistry  in  capturing 
the  candid  reactions  and  fascinating 
features  of  children. 

One  of  Campus'  films.  Citizens  of 
1  omorrow.  was  made  a  decade  ago 
for  the  Boys"  Clubs  of  America.  It 
is  still  "going  strong"  in  telling  the 
stor\  of  this  vital  urban  group 
activity.  But  still  another  picture 
Activity  Group  Therapy-  illustrates 
the  special  skills,  patience  and  un- 
derstanding   with    which    he    works. 

In  this  film,  a  group  of  10-year 
old  bovs  were  studied  over  a  period 
of  two  years  in  a  "clubroom  "  set- 
ting, with  a  psychotherapist  in  at- 
tendance. The  fluidity  and  continu- 
ity achieved  in  this  film  have  been 
specially  commended. 

The  youngsters  who  appeared  in 
Activity  Group  Therapy  were  never 
conscious  of  being  camera  subjects. 
The  "candid  clubroom"  described 
and  sketched  below   was  constructetl 


This     sensitive     youngster     appeared 

in    "Activity    Group    Therapy." 


especially  for  this  purpose.  Open- 
ings behind  metal  screens  in  col- 
unuis  concealed  hidden  microphones 
hung  at  the  children "s  level  and 
designed  to  pick  up  their  voices 
arul  room  sounds. 

(.)rdinaril\  awkward  and  sh\  itr- 
jore  the  camera,  the  children  who 
appear  in  these  Campus  productions 
are  very  real,  very  human  and 
totally  un-selfconscious.  As  he  him- 
self would  put  it.  neither  ISat  Cam- 
pus or  an\  of  his  slafj  sufTer  from 
the  "Hollywood"  complex.  They 
neither  act  nor  look  like  "movie" 
people,  discourage  smoking  on  the 
set  and  emphasize  the  importance 
of  gaining  the  subjects"  confidence. 

The  well-accepted  Lexington 
School  film  was  actuallv  the  begin- 
ning of  a  long-term  ( 10-year  I  study 
of  these  children.  This  complete 
study  will  show  the  growth  of  the 
children  on  emotional,  phvsical  and 
language  levels.  It  should  be  a 
monumental  offering. 

There's  Color  in  Your  Life,  just 
completed  for  the  Benjamin  Moore 
Company,  utilizes  minature  and 
life-size  room  interiors  entirely  de- 
void of  people.  That"s  an  indication 
of  the  well-rounded  and  versatile 
character  of  this  company.  ^ 


"And  So  They  Grow" 
a  Film  on  Play  Schools 

Sponsor:  Play  Schools  Associ- 
ation. 

Title:  And  So  They  Grow.  2H  min.. 
color,  produced  by  Campus  Film 
Productions. 

+  ""Play  Schools"  are  a  growing 
phenomenon!  in  the  life  of  manv 
youngsters.  Important  not  only  for 
those  with  working  parents  unable 
to  supervise  play  periods,  or  for 
children  hemmed  in  by  the  brick 
canvons  of  the  big  city,  play  schools 
aim  to  provide  experiences  in  living 
together    and    "getting    along"    with 


The  "Candid   Clubroom" 

■K  Both  hidden  camera  and  hidden 
microphone  techniques  were  used  to 
film  Activity  Group  Therapy  over  a 
two-year  period.  The  clubroom 
above  was  an  especially-designed 
area  which  carried  a  contractor  s 
name  on  the  door.  Through  this 
device  and  the  careful  concealment 
of  equipment,  the  youngsters  never 
realized   they   were  being   filmed. 

.An  area  was  set  apart  for  opera- 
tional ei|uipment  and  all  observa- 
tions and  filming  was  done  through 
turret-like  openings  of  special  one- 
»a\   glass.  S' 


The  play  school  is  a  modern  urban  phenomenon   of  special  importance  these 
crowded,    busy    days.    A    candid    scene    in    the    film    "And    So    They    Grow." 
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"That  the  Deaf  May  Speak"  was  produced  for  New  York's 
Lexington  School  for  the  Deaf.  This  Campus  film  has  unusual 
warmth    and    appeal   which    has   won    it   widespread   acclaim. 


their  contenipciraries  for  chiWren  of 
diverse  l^ackfirounds. 

\  fjuiding  han<l  to  this  [)ro<;raiii 
is  the  Plav  School  Association  which 
provides  assistance  to  the  various 
groups — schools,  coniiiiunilies.  day- 
care centers,  child  care  institutions. 


Picture  of  concentration  as  this  young 
artist  works  on  a   painting. 

hospitals,  housing  developments,  etc. 
-  engaged  in  the  play  school  move- 
ment. 

In  this  film,  a  group  of  nine  \ear 
iild  children  are  ohser\ed  in  a  pla\ 
-ihool  —  a  year-round  "lahorator\ 
|ila\  school  at  Puhlic  School  125. 
Manhattan.  New  York  City.  The 
film  was  photographed  at  regular 
inter\als   throuiihout    the   vear.    and 


shows  how  the  children  develop  and 
barn  through  adult-supervised  play. 
It  explains  that  play  —  to  an  adult 
—  is  a  temporary  surcease  from  re- 
sponsihility.  To  a  child,  it  is  the 
pathwav  loitanl  responsihilil) .  a 
wa\    of  learning. 

Captures  Natural  Reactions 
Throughout  the  year,  as  the  chil- 
dren go  from  one  group  project  to 
another  —  sew  ing.  painting,  read- 
ing, or  building  a  shack  clubhouse 
on  the  roof  —  the  film  is  remark- 
able in  the  wa\  the  <hildren  act  as 
unselfconscious  performers.  Yet. 
this  was  not  made  with  hidden- 
camera  techniques.  It  was.  instead. 
a  job  of  being  there  in  the  play 
school  and  watching  and  waiting  to 
capture  the  spirit  of  the  children's 
activities.  Fourteen  hours  and  31 
minutes  worth  of  footage  was  dis- 
carded in  making  the  21'.  minute 
motion  picture. 

How  to  Obtain  This  Film 
And  So  They  Gron  is  a\ailable 
from  Campus  Film  Productions.  14 
East  .53rd  Street.  New  \ork.  in 
color:  rental  $10.  sale  S2(H):  or  in 
b  w  :  rental  S6.  sale  S75.  It  will  be 
a  recpiisite  for  civic  and  school 
groups  interested  in  pla)  schools  as 
a  part  of  their  communities.  ^ 


The   uninhibited    happiness   of   a   child,    marveling   at   one   of   nature's   secrets, 
is     glimpsed     in     "And     So     They     Grow"     lensed     with     patience     and     skill. 
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SHOE  SALES   PROMOTION 

Science  of  Human  Gait 
Shown  by  Shoe  Maker 


Sponsor:  Endicott  Johnson  Corpo- 
rati(jn. 

Title:  The  Last  Slory,  13  min.. 
color,  produced  by  Victor  Kay- 
fetz  Productions.  Inc. 

■¥  Human  locomotion — getting  from 
place  to  place  by  walking — is  one  of 
the  most  mysterious,  though  com- 
monplace, of  our  daily  activities.  It 
is  the  subject  of  a  new  film  which 
tells  about  the  foot  problems  of 
"fallen  arches'",  "flat  feet",  and 
other  symptoms  of  the  nearly  uni- 
versal foot  condition  known  tech- 
nically as  pronation. 

The  film  recreates  a  30-year  basic 
research  project  of  the  Gait  Labora- 
tory of  the  I  niversity  of  Rochester's 
School  of  Medicine.  The  research 
findings,  previously  known  only  to  a 
limited  group  in  the  field  of  ortho- 
pedic medicine  and  to  executives  of 
Endicott  Johnson,  are  presented  to 
the  public  for  the  first  time.  The 
most  important  discoveries  of  the 
Gait  Lab  are  presented  in  a  non- 
medical and  simple  marmer  using 
animation  techniques  to  explain  the 
inner  workings  of  the  human  leg 
and  foot. 

The  scientists  felt  that  their  work 
could  only  be  considered  complete 
when  the  benefits  were  made  avail- 
able to  the  largest  number  of  people. 
So.  the  film  reports  the  case  history 
of  close  cooperation  between  a  uni- 
versity research  project  and  one 
American  industry.  It  shows  how 
E-J  Guide  .Step  shoes  are  being 
made  in  quantity  oriduction  in  the 
Gait  Lab  s  new   functional  last. 

B  w  and  color  prints  for  tele- 
vision or  group  showings  are  avail- 
able from  Kayfetz  Productions. 
1780  Broadway.  New  York. 

As  a  part  of  the  E-J  Guide  Step 
sales  promotion  program,  a  1.3- 
minute  film  sequel  in  color  has  been 
made  by  Kay  fetz  for  company  show- 
ings to  the  salesmen,  customers  and 
retailers  in  the  shoe  industry.  First 
showings  are  taking  place  at  Spring 
Sales  meetings  within  the  E-J  sales 
organization.  This  portion  of  the 
film  is  based  on  a  motivational  re- 
search project  directed  by  Dr. 
Ernest  Dichter  of  the  Institute  for 
Research  in  Mass  Motivation.  It  re- 
ports the  results  of  a  surve\'  on  the 
attitudes  and  habits  of  shoe  buyers. 
The  innermost  feelings  of  the  con- 
sumer toward  shoe  purchasing  as 
revealed  by  psvchoanahtical  depth 
interviews  are  shown  in  humorous 
cartoon  animation.  ^ 


MOLDING   PUBLIC  OPINION 

Bid  for  Voter  Support 
—Niagara  Power  issue 


Sponsor:  New  York  State  Power 
Authority  and  New  York  State 
Council  of  Parks. 

Title:  Power  and  Parks  at  Niagara 
Falls,  13  min.,  color,  produced  by 
Information   Productions,   Inc. 

"K  Back  of  this  film  is  a  plan  pro- 
mulgated b\  New-  York  State's 
ubiquitous  public  servant.  Robert 
Moses,  to  harness  more  of  the  power 
potential  of  the  Niagara  River  and 
at  the  same  time  beautify  the  Ameri- 
can side  of  the  river  by  building  a 
public  park.  Opposed  —  at  least  to 
public  operation  of  the  proposed 
power  plant  —  are  the  private  elec- 
tric power  companies,  which  want 
to  do  the  job  themselves. 

Eventually,  the  voters  will  decide 
the  issue,  but  meanwhile.  Mr.  Moses 
and  the  two  state  agencies  are  pre- 
senting their  viewpoint  in  this  film. 
It  describes  the  visits  of  two  young 
couples  to  the  Falls  —  the  Houghs 
from  Massachusetts  and  the  Talbots 
from  Ontario. 

The  film  shows,  from  each 
couples  point  of  view,  the  great 
difference  between  the  American 
and  the  Canadian  sides  of  the  river. 
Niagara  Falls.  Canadian  side,  is  a 
magnificent,  well  kept  park,  with 
fine  roads  and  scenic  attractions. 
The  .American  route  to  the  Falls 
lies  through  acres  of  smoky  fac- 
tories and  back  alleys  piled  with 
rubbish. 

The  Power  and  Park  agencies,  as 
pictured  in  the  film,  plan  to  co- 
operate by  building  a  trench  to  di- 
vert water  from  the  power  project 
and  use  the  fill  obtained  to  make  a 
park  and  roadway  along  the  river 
equal  in  beauty  to  the  Canadian 
side. 

A  good  point  in  Poiver  and 
Parks  ...  is  that  it  tells  its  story 
to  a  large  extent  visually,  and  with- 
out high-powered  oratory.  It  will  be 
show  n  throughout  the  state  —  in 
theatres,  to  civic  and  service  groups, 
and  over  television.  In  some  cases, 
the  film  will  be  accompanied  by  a 
trailer  featuring  Mr.  Moses,  who 
will  speak  for  the  project  with  a 
"harder  sell"  than  is  presented  in 
this  film.  » 
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Good  pictorial  angle  from  MPO's 
new    color    film    on    "The    Mercury." 

Sellinq  American 

Sponsor:    American   Airlines,  Inc. 

Title:  The  Mercury.  30  min.,  color, 
produced  bv  MPO  Productions. 
Inc. 

+  This  new  picture  on  air  travel 
goes  "back-of-the-scenes"  in  show- 
ing the  many  activities  of  dozens  of 
operating  departments  to  carry  a 
passenger  safely  and  comfortably 
from  coast-to-coast. 

The  Mercury,  which  is  named 
after  one  of  American  Airlines" 
crack  non-stop  transcontinental 
flights,  opens  on  the  pre-flight  activi- 
ties which  play  such  an  important 
part  in  air  travel  —  the  processing 
of  reservations  through  great  busi- 
ness machines  which  keep  track  of 
the  accommodations  for  lo.OOO 
people  a  day  that  travel  via  AA:  the 
work  of  inspection  and  cleaning  be- 
fore each  (light;  the  preparation  of 


Case   Histories  of   New 
&  Current  Sponsored  Films 

meals  —  87(111  a  <la\  ihniughout  the 
svslem. 

\s  the  crew  checks  in.  the  film 
liMiks  at  weather  forecasting,  pre- 
take-off  engine  and  control  checks, 
radio  and  radar  operations,  and  the 
dozens  of  other  jobs  by  thousands 
of  \  A  people  which  are  constantly 
going  on  to  fly  an  airplane  to  its 
destination  in  routine  fashion. 

Good  photographic  shots  are 
"under  the  fuselage"'  scenes  of  land- 
ings and  take-offs,  and  mid-air  pic- 
tures of  clouds,  cities  and  the  Grand 
Ganvon.  Narration,  by  Joe  Julian. 
is  in  his  usual  warm,  friendly 
sfvle.  9 

(J.  S.  Coast  Guard  Tells  the 
Career  Story  of  Its  Officers 

♦  \  ;o  ious  pliases  of  the  career  of 
an  ofticer  in  the  L  .S.  Coast  Guard 
are  depicted  in  Coast  Guard  Officer, 
a  lOnnn  color  film  produced  for  the 
l.S.Coast  Guard. 

The  14-minute  film  is  intended 
for  pul)lic  information  purposes  as 
well  as  cadet  procurement.  Released 
in  April,  the  film  is  cleared  for 
television  and  may  be  scheduled  on 
request  to:  Chief,  Public  Informa- 
tion Division,  United  States  Coast 
Guard.  Washington  2.5.  D.C..  or 
Coast  Guard  district   offices. 

Story  Behind  Spode  China 

♦  Copeland  S,  Thompson,  Inc..  has 
released  a  new  film  on  Spode  China. 
The  27-minute  film  combines  locally 
photographed  footage  with  Spode 
films  made  in  England.  It  tells  why 
.Spode  is  called  ""bone"  china:  bones 
are  ground  up  to  mix  with  the  clay. 
The  film  is  a  Transfilm,  Inc.  pro- 
duction in  color.  9 


If  takes  thousands  of  American  Airlines'  personnel  like  this  control  tower  crew 
to   assure    the    comfort   and    safety    of    the    Mercury's    transcontinental    flight. 


Take  Your  Town ' 

SpoiiKOr:  (luldiMii  Lighting  Uc- 
parlinent  of  (General  Electric  Com- 
pany. 

Titlt':  Out  iij  Diirliiiess,  2(i  niin., 
b  w.  produi-cd  liv  The  March  of 
Time. 

■¥  Because  many  of  General  Elec- 
tric Companys  products  function 
to  provide  power  and  light  thev 
nmst  be  sold  twice.  First  they  nmst 
be  sold  to  the  public  as  an  ideal 
answer  to  a  necessity,  then  as  actual 
products  to  those  who  specify  and 
suppl)   electric  power. 

Among  G.E.'s  prime  sales  targets 
are  the  public  utility  companies.  To 
increase  the  business  of  the  utilities 
and  thereby  to  increase  the  share  of 
G.E.  products  which  the  utilities 
ernplov.  the  manufacturers  Outdoor 
Lighting  Department  is  using  Out 
of  Darkness  as  the  public  motiva- 
ting element  in  the  Street  Lighting 
segment  of  G.E.'s  More  Power  to 
America  Program.  This  campaign, 
in  which  motion  pictures  long  have 
played  a  central  part,  works  to 
stinmlate  wider  use  of  electricity  in 
industry,  in  the  community  and  on 
the  farm  and  to  create  a  favorable 
impression  of  G.E.  as  a  source  of 
beneficial  products.  Keyed  to  the 
sponsor  s  street  light  drive  is  a 
booklet  of  persuasive  community 
lighting  statistics  with  advice  on 
dramatizing  the  drive  locally. 

Introduced  at  simultaneous  pre- 
mieres in  New  \ork  and  Chicago, 
April  6,  Out  of  Darkness  was  re- 
leased to  do  its  job  of  more-street- 
light stimulation  on  May  I.  It  is 
available  on  a  one-time  loan  basis 
for  show  ing  by  civic  groups  through 
General  Electric  Apparatus  Sales 
offices  throughout  the  nation.  It  will 
be  available  for  television.  \^Tiile 
the  film  circulates  on  comnmnity 
request,  it  likewise  may  be  borrowed 
by  salesmen  and  others  officially  or 
commercially  concerned  with  the 
advancement  of  street  lighting. 

Out  of  Darkness  struck  the  re- 
viewer as  an  uneven  production.  At 
the  initial  showing  it  suffered, 
particularly  in  the  first  sequence, 
from  hollow  sound  —  possibly  a 
local  projection  or  accoustical  dif- 
ficulty. The  sure-fire  subject  matter 
of  crime  and  accidental  tragedy  was 
but  briefly  realized  in  this  portrayal 
which  had  to  make  several  points 
swifty.  Yet  the  conventional  script, 
the  ordinary  photography  and 
gradually  built  characterizations 
manage  to  tell  a  story  that  may 
make  audiences  react  in  a  way  ulti- 
mately profitable  to  the  sponsor. 

Pegged  on  the  claim  that  "less 
than  lOTf  of  the  nations  streets  are 


'Dut  of  Darkness' 
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A   scene    in    "Out   of   Darkness" 

adequately  lighted."  (juick  visual 
suggestions  of  violence  and  blind 
calamity  transpire  in  the  night  to 
remind  the  audience  of  the  evil  and 
catastrophe  which  darkness  abets. 
Stress  on  sponsor  points  ranges 
from  subtle  to  the  pounding  obvi- 
ous. One  obvious,  almost  self- 
satirical  bit  was  memorable:  the 
smug  squad  cop  waxing  nostalgic 
as  he  squints  up  at  the  flickering 
lamppost  installed  when  he  was 
doing  the  Charleston  .  .  .  "'They 
don"t  throw  much  light  but  they 
sure  are  pretty."' 

When  terror  is  headlined  in  the 
"Fort  Butler"'  newspaper,  the  city 
manager  tries  to  arouse  his  com- 
munity to  the  dangers  of  poorly  lit 
streets  and  travels  to  study  better 
lighting  in  safer,  more  prosperous 
cities.  He  is  rebuked  by  a  tax-hating 
newspaper  editor.  Even  the  merch- 
ants who  want  a  brighter  night 
business  district  cant  convince  the 
editor  that  new  street  lights  are 
anvthing  but  waste  of  the  public"s 
monev .  Darkness  serves  to  seriously 
injure  one  of  the  editor's  newsboys. 
""I  couldnt  see,"  the  truck  driver 
weeps  —  and  the  editor  sees  the 
light. 

Cinching  the  sponsor's  argument 
is  a  scene  which  combines  emotional 
and  intellectual  impact  —  the  old 
editor  alone  at  his  typewriter  "eat- 
ing crow"  for  tomorrow's  edition. 
Real  life  opponents  of  lighting  im- 
provement may  think  twice  before 
they  assume  his  role.  In  the  last 
sequence,  the  new  street  lights  come 
on  strong  amid  public  fanfare  as 
the  recovered  newsboy.  Tiny  Tim- 
like on  his  crutches,  throws  the 
switch. 

W  itlioLil  naming  the  satnples.  the 
film  spreads  its  brand  of  light  with 
shots  of  new  G.E.  fixtures  including 
large  fluorescent  tubes  which  go  far 
to  turn  night  into  day.  Besides 
opening  the  eyes  of  the  indiv  idual 
taxpaying  citizen,  Out  of  Darkness 
is  designed  to  fit  into  special  com- 
munity campaigns  and  direct  sales 
situations  which  need  "more  illumi- 
nation." 9" 
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BUSINESS     SCREEN     MAGAZINE 


How  ofher  firms  are  improving 
business  with  pictures 


Bringing  statistics  to  life 

For  jome  of  the  country'i  top  odvertisers, 
the  Schwerin  Reieorch  Corporation  jur- 
veyj  TV  and  industrial  film  audiences.  "Sta- 
tistical presentations  con  be  boring  with- 
out the  aid  of  some  dramatic  tool,"  soys 
Horace  5.  Schwerin.  "So  we  bring  ours  to 
life  with  color  slides.  And  for  smooth  pres- 
entations, Kodoslide  Master  Model  Projec- 
tor   is   our   fovorite    piece    of    equipment," 


^-^ 


"Photographs  are  our  chief  selling 
tool,"  says  industrial  model  builder 

"Good  photographs  ore  the  best  selling 
tool  we've  found  to  sell  the  realism  and 
detail  of  our  scole  models,  which  we  make 
to  aid  industrial  plont  design  and  construc- 
tion, '  says  Donald  L.  Atkins,  president  of 
Atkins  &  Merrill,  Inc.  "We  use  both  Kodo- 
chrome  slides,  made  with  a  Kodak  Retina 
Camera,  end  color  stereo  slides  In  our 
soles  presentations.  We  have  found  the 
stereo  slides  especially  convincing,  because 
their  three-dimensional  quality  shows  our 
models  with  omazing  realism." 


Cowles  Dissolver  Co.  simplifies 
engineering  ^ith  ne^-type  film 

"Before  we  install  our  chemical-mixing  ma- 
chinery in  a  customer's  plant,  we  need  de- 
tailed information  about  the  installation 
area,"  soys  H.  N.  Meyer,  general  monoger. 
"Photographs  showing  these  details  save 
us  many  hours  of  engineering   time. 

"But  many  of  our  installations  are  in 
poorly  lighted  plants  where  restrictions  pre- 
vent the  use  of  photoflash  bulbs.  Now,  how- 
ever, we  lick  this  problem  with  the  new 
Kodak  Tri-X  Film  which  pulls  the  details  out 
of  shadows  without  special  lighting." 

How  con  YOU  use  photography  to  boost 
salts,  cut  costs,  or  improve  efficimney? 


If  you're  looking  for  a  more  dynamic  sales  tool .  .  . 

You  can  profit  from  this  movie  success 
of  the  American  Air  Filter  Company 


Three  years  ago.  the  American  Air  Fiher 
Company  of  Louisville,  Ky.,  decided  to  use 
movies  to  get  the  story  of  their  Unit  Venti- 
lators to  architects,  engineers,  and  school 
officials.  Their  16mm.  color  sound  film 
"Design  for  Learning,"  produced  by  Wild- 
ing Pictures  Corporation  of  Chicago,  has 
been  tremendously  successful.  Advertis- 
ing Manager  Robert  F.  DeLay  writes: 
"The  film  has  given  us  an  entree  into  once- 
closed  offices  and  meetings.  Our  salesmen 
call  it  their  'ticket  through  closed  doors.' 

"And  our  sales  of  Unit  Ventilators  have 
been  climbing  steadily  since  we  started 
using  the  movie  .  .  .  with  many  $7,000  to 
510,000  orders  directly  traceable  to  this 
amazingly  eflfective  sales  tool." 
Which  projeclor?  "We  tried  several  makes," 
says  DeLay,    "before  equipping   our  men 


with  Kodascope  Pageant  I6nini.  Sound 
Projectors.  Compactness,  ease  of  thread- 
ing, and  maintenance-free  operation  due  to 
permanent  pre-lubrication  sold  us  on  the 
Pageant.  And  our  Pageants  have  certainly 
delivered  this  performance." 

Chances  are  good  that  movies  can  help 
write  a  similar  success  story  for  you,  too. 
If  you'd  like  background  information  for 
movie  planning,  send  the  coupon  for  a  copy 
of  "Motion  Pictures:  Aids  in  Business  and 
Education."  And  we'll  also  be  glad  to  send 
you  a  copy  of  a  new  color 
catalog  on  Kodascope 
Pageant  Sound  Projectors. 
There  are  six  Pageant 
models — and  one  of  them 
is  just  right  forvowr  movie 
requirements. 


I 1 

EASTMAN  KODAK  COMPANY,  Dept.  8-V,  Rochester  4,  N.  Y.  s  " 

please  send  me  the  name  of  nearest  Kodak  Audio-Visual  Dealer  and  complete  information  on 
items  checked:  Q  "Motion  Pictures:  Aids  in  Business  and  Education"  Q  kodascope  Pageant 
16mm.  Sound  Projectors  Q  Kodoslide  Protectors  and  Table  Viewers  Q  Kodak  Miniature  Cam- 
eras   Q  Kodak  Jri'X  Film    Q  Kodak  Stereo  Camera  and  Viewers 
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AFORtMAN   <.l)l     lO    Mis    IHI     |Usl    .^ 
ilu-  li;^lus  (Jinic  on.  He  w;(\cil  a 
Iiraw  pitTf  111  niflal  over  his  luad. 

"Killifi"  tlu'  filtii  i^  wKiii^.  (H  wc'it- 
all  wiDrij;."  Iir  said.  "I  think  wi-'iv  all 
uri)nj{.". 

A  ht'alfti  (list  iission  Ix.  ^aii  in  i  In 
Sivrian  diakt  I.  A  disirspn  ilnl  um  ki  i 
hi>(it(.-d.  and  an  t-n^intci  Uit.iuK  en 
tan^lrd  in  U-dinital  N\nta\. 

"Take  a  look  at  this  hunk  I'l 
nR'lal."  IJR'  lorcniaii  jjt.Tsi?»tc(l.  ■'lis 
Iktii  nu'ssfd  uj>  and  hall  the  work 
|>ii(es  (onie  ihroiiuh  like  that.  The 
movie  has  it  ri^Iu.  I  think  ue  tan 
leal  n  a  lot  Irom  this  lilni." 

The  manai;ini;  director  ended  the 
disciis.sion  with  a  simple  plan.  Re 
search  enj^ineers  would  make  a 
thorough  investi''atif>n  and  take  (or- 
ret  ti\e  steps  il  the  <t\d  nielhod  was 
provetl  WTon.i;. 

Film's  Data  Was  Right 

I  Ins  s(  ine  look  phue  in  tlie  tale- 
it  i  i.i  ol  ihe  \\*a<'ner  X:  iiiro  Sieel 
Works  in  Cira/  in  the  Austrian 
pro\inte  ol  Slvria.  The  firm  is  a  lead- 
in*;  manufatturcr  ot  steel  tools  and 
niaihines.  Ihc  argument  started  alter 
a  tcthnical  film.  Usr.s  and  Abu.srs  it\ 
Twist  Drills,  was  shown  to  plant 
workers  and  engineers  by  the  Aus- 
trian Produttivity  Clenter  mohile  film 
projection  unit. 

Subseciuent  investigation  proved 
the  film  correct.  The  managing  direc- 
tor sent  a  hurry  call  for  a  copy  for  a 
second  performance.  Using  it  as  a 
guide,  foremen  and  workers  were  care- 
Inlh  instructed  in  the  proper  use  of 
twist  drills.  The  result  was  a  major 
improvement  in  the  operation  and  a 
snhsiantial  reduction  in  spr)ilage. 

An  Inventory  of  Progress 

Ihe  Austrian  Producti\iiy  Ceiner 
provides  a  channel  oi  tonnnunication 
between  highly  developed  factories  in 
the  I'nited  .States  and  small  Austrian 
Win  kshops.  Ihe  film  service  section  is 
a  junction  of  the  center  which  also 
maintains  a  cjuestion-and-answer  ser\- 
ice.  distributes  technical  information 
and  other  services  supporting  the  pro- 
ductivity effort. 

The  fdm  section  has  grown  enorm- 
ously since  il  began  in  1950  with  a 
few  technical  and  documentary  films 
in  its  loan  library.  1  he  department 
now  has  11}  Kinnn  mo\  ie  projectors, 
28  filmstrip  projectors.  2M2h  copies  o| 
ti:r\  sliort  films  and  .')()(»  copies  of  1.'j7 
filmstrips. 

The  AI'C  has  two  mobile  piojec- 
tion  units,  one  ol  which  was  used  at 
Wagner  k  iiiro's  plant.  J  he  mohile 
units  are  Delahaye  film  trucks  oui 
fitted  with  auxiliary  ]>ower  units  and 
all  the  eciuipincnt  necessarv  ir,i  hhn 
showings. 

Ihe  aim  ol  the  film  service  is  ii. 
help  increase  producii\iiv  in  spec  ilu 


AUDIO-VISUAL   PROGRAM   AIDS   PRODUCTION    AS 

Austria  StrRnqthnns  Hnr  Ecannmy 

Average     4,000    Showings    Annually     for     Factories     and     Farms 
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U(  linic  .il,  business  .iiid  .igrli  uh  ui  .d 
optr.itions.  Ihe  ser\ice  also  shows 
doi  nmeiUaries  to  brigluen  fihn  pm 
grams  that  might  otherwise  be  io<» 
rigoroush  technical  lor  worker  or 
]>easant  auclienc  es. 

\  lew  ol  the  film  titles  illustrate  the 
r.mge  of  subjects  provided  by  the 
service.  Included  are:  Molding  with 
n  S})lit  l\illr)n.  fork  Truck,  Ideas  al 
Work.  Making  of  a  2-f -Sheet  Poster. 
Safety  in  Ihe  Shop,  Life  of  the  Soil, 
(.lass  Drying.  More  Milk,  Making  a 
I'nitern  with  a  Horizontal  Core,  and 
Jifiitlitio  (\  Drairin!:^  of  a  I'ulvc  Bou- 
nd. 

Largest  Library  in   Country 

I  he  .\l'(:  film  library  is  the  largest 
technical  film  library  in  ,\ustria.  Re- 
(pu-sts  for  specific  films  pour  in  Irom 
uni\ersities  and  technical  schools, 
from  factories  and  agricultural 
c  hambers.  and  from  professional 
groups  such  as  engineering  societies. 

.\  brewers'  group  requested  films 
on  the  latest  brewery  methods  for  a 
conlerence  in  June.  A  leader  in  the 
Austrian  wood  products  industry  saw 
a  film  on  a  technical  assistance  trip  to 
the  I'nited  States  and  requested  a 
(np\  ol  it  to  show  his  business  col- 
leagues. 

Since  19.')2  ihc  a\erage  annual  audi 
ence  for  these  technical  films  has  been 
"),"j(l.(H)().  representing  an  average  of 
lour  thousand  show'ings  yearly. 

1  he  first  mobile  unit  began  oper- 
ating in  May  1952,  and  tfie  second 
followed  the  next  month.  For  this 
first  part -year,  the  trucks  brought 
films  to  an  audience  of  22.487.  Al- 
though the  film  truck  audience  made 
up  otd\  a  (onqjaratively  small  part  of 
ihe  ,'»')(). 01)0  total  technical  film  audi- 
ence, it  represents  carelullv  selected 
groups  which  saw  films  that  were  ex- 
plained in  detail  by  productivity  cen- 
ter experts. 

Agricultural  Groups  Served 

fnq>hasis  is  placed  on  agricultural 
subjects  and  audiences.  The  film 
trucks  often  follow  up  an  afterncjon's 
iactory  perh)rmancc  witli  an  eve- 
ning's showing  U)  a  larm  group.  A 
third  ol  the  mobile  luiit's  audience  is 
in.ide  up  of  pcasanis  and  agricultural 
si  ndents, 

(ionnneius  Irom  agricultural  groups 
are  liighly  lavorablc  but  tempered 
uiih  caution.  .\  country  peasant  or- 
g.mi/ation  wrote  the  V\C  "The  film. 
Correct  Milking,  won  an  enthusiastic 
response  Irom  our  people.  Ihey  were 
p.ii  ii(  ularly  impressed  by  the  illustra- 
tions ot  the  interior  ol  a  cow's  udder, 
a  scientific  element  of  great  value  in 
studying  the  subject  of  milking.  .As 
l;n    as    iIu-   rtthc-r    film,    (irais  Drying 


MiK  liinrs.  is  (  one  (1  tied,  w  r  would  like* 
to   know   ^\  h  n    ilu    in.uliinc's  losi." 

Ihe  Sal/burg  Chamber  ol  Agricul- 
ture wrote:  "/•oresi  Wealth  went  over 
\ery  well,  and  How  lo  (irow  Hogs 
and  Modern  I'oiilli\  Raising  were 
alscj  well  received.  Ihe  movie  on 
chicken  diseases  was  pitched  on  toit 
nuich  of  a  scieiuific  le\el  to  be  sho\\  n 
to  ])easants." 

1  he  first  film  produced  by  the  Aus- 
iri.m  I'roducliviiy  Center  was  in  the 
field  ol  lorestry.  It's  title.  The  forest 
—  Our  Joy.  Our  Hesf)on\ibilily.  uuli- 
cates  tiie  itnporUMH  r  (i|  lorrsir\  in  the 
general  econoni\  'il  \uslria.  Wood 
and  wood  products  aciouiU  lor  a 
third  ol  the  country's  e\])orts. 

A  new  technicjue  ol  logging  de- 
veloped by  AI'C  experts  in  coopera- 
tion with  lorestry  leaders  in  Austria 
and  other  countries  is  portrayed.  The 
so-called  "One  Man  leam"  system 
places  the  stress  on  individual  logging 
work.  Because  incentive  pay  is  the 
rule,  productivity  goes  up  when  a 
logger  finds  his  pay  scale  dependent 
on  his  individual  ellorts. 

50%    Increase  in  Output 

I  he  APC  has  already  helped  train 
1.000  loggers.  Ihe  result  is  a  50  per 
(ent  increase  in  efficiency  and  pay  hir 
liie  indi\  idual  h)rest  worker.  The  film 
also  illustrates  other  phases  of  the 
APC  forestry  program  such  as  the  use 
of  lime,  tree-thinning  and  modern  log 
transport  lcchnic]ues. 

Ten  copies  ol  the  film  were  made 
for  showings  to  h)restry  workers  and 
<)fficials.  Footage  was  shown  in  all  the 
mo%ie  theaters  in  Austria  as  a  ])art  of 
regular  news  reels.  .\  special  \erison 
was  cut  for  distribution  to  newsreel 
theaters,  and  another  version  is  being 
prepared  for  regular  movie  hou.ses. 

The  AFC  is  also  engaged  in  pro 
ducing  a  film  r)n  materials  handling 
designed  to  fit  the  .\usiri.ni  scene  to 
supplement  .American  dims  on  the 
same  subject,  (ienerallv,  the  Ameri- 
can films  have  been  produced  by  pri- 
vate Xmcrican  firms  to  boost  the 
equipment  tlu\  sell  and  they  ])lace 
enijihasis  uri  mec  ban i/a tion  which 
Austria  with  its  small  pi. mis  (.innot 
atff)rd. 

Full  Range  of  Materials 

Tlie  film  section  is  also  developing 
the  use  of  other  materials  ol  the 
audio-\isual  field  to  reiidt)i((  ihr 
produciivitv  message.  The  setiiuri  is 
preparing  a  series  ol  leaflets  to  be 
passed  out  at  film  perlormances. 
These  explain  the  technical  points  i>\ 
the  movies  shown,  serve  as  suid\ 
guides  and  "refreslier"  material. 

The  section  also  uKikes  somu!  ia\)Vs 
to    accompain    some    uns\ni  hroiii/ed 


I  ii'^;lish  l.iiigua'ji  films.  I  lu-se  i.in 
onl\  be  used  where  a  tape  machine  is 
available  lor  the  film  showing.  1  he 
i.ipts  h.ne  pro\c-d  useful  in  the  nut- 
bd(  units  .md  lor  special  invitational 
showings  in  the  I*roducti\il\  Center. 
Filmstrip  distribution  is  .mother 
part  ol  the  section's  work.  Ilu  first 
28  filmstrip  projectors  h.i\i  hccii 
loaned  out  and  the  increasing  num 
hers  ol  strips  received  are  being  dis 
iribtUed.  I  he  strips  are  powerlul 
audiovisual  elements  and  a  single 
strip  used  b\  an  elleeti\e  Ic-cturcr  is 
olieri  as  clle-ctive  as  a  shi>n  film. 

Filmstrips  in  Production 

1  h(  s(iiion  IS  wutking  on  .i  s.i  i'-% 
ol  strips  lo  be  produced  in  Austiia. 
One  on  mateiials  handling  will  cover 
the  same  ground  as  a  film  on  the  same 
subject.  Other  subjects  include  plant 
lighting,  clerical  ecjuijjmeiU.  waste, 
productivity  in  the  househe»Id.  (jualitv 
control,  corrosion  jjrevemion.  and  the 
workc-r  and  his  working  place. 

Another  ]>arl  of  the  film  si-r\ice 
program  is  the  training  of  lompeient 
personnel  to  handle  the  technical 
e(]uipmc-m  available.  Ihe  section  set 
up  a  tr. lining  course  for  movie  pro- 
jector operators  last  fall  in  coopera- 
tion with  the  Austrian  Federal  Dis- 
tribution Office.  I  he  course  included 
series  of  lectures  and  practical  lessons 
III  jjrojector  use  .md  maintenance. 
\Vi.  persoimel  and  people  Irom 
other  organizations  that  borrow  .APC 
projectors  attended  the  coinse.  .Six-  ' 
iceii  operators  were  trained. 

1  Ir-  liliii  see  tion  lists  new  films  eat  h 
month  in  tlu  "Se  hluessel"'.  the  \PC 
newsp.ipei  wiih  .i  iirculation  ril 
125.000.  A  pamphlet  explaining  the 
service  is  widclv  distributed.  Xews 
paper  coverage,  jjarticularlv  ol  the 
film  trucks  in  ihfc  jirovincial  areas, 
has  bec-n  generous.  J  he  arrival  c^f  a 
mobile  unit  in  a  small  conununitv  is^ 
always  a  major  news  event.  I  ethnieal 
and  trade  pid)licaiions  also  (,ni\  fihii 
coverage. 

Other  Results  Are  Noted 

Prac  tical  results,  like  the  case  ol  the 
loreman  and  the  spoiled  work  piece, 
are  encoinaging.  For  example,  seven 
plants,  led  by  the  .Stcyr-Dainder-Pue  h 
.Motorcycle  and  Iruck  Maiudac  lur- 
ing C Company,  began  experiment ini; 
with  electro  painting  after  their  ol 
licials  had  seen  a  film  on  the  subjeii. 
Ihe  I'.lin  Flee  trie  Fquipment  Mami 
facturing  (iompany.  a  leading  Aus 
irian  firm,  was  inlluenced  by  a  techni- 
eal  film  c. riled  High  Trequency  Indue- 
lion  Ilrating.  Ihe  company  olficiai 
who  saw  it  now  plans  to  use  a  system 
iu   a    nev\    buildiui^    Flin   is  e  onstruc  i- 

^lanv  irsults  are  olteii  ditlicull  to 
determine.  Films  Itiaiied  to  other  or 
gam'/ations  are  usually  returned  with 
thanks,  hut  the  results  are  seldom  re- 
poruel.  ()ihti  e-|lects  (use  into  the 
L'rnei.il  .iititude  toward  produc  tiv  itv. 
whiili  h.is  become  a  household  word 
in  .\ustria. 


Ihe    film    service    b; 
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BUSINESS     SCREEN     MAGAZINE 


ONE-STOP  SOURCE  for  FILM  PRODUCTION  EOUIPT. 


S.O.S.  16mm  ACTION  VIEWER 

Assures  Biji.  Brijjhl.  Clear  Pictures 


S.O.S.  16mm  TITLER  AND 
SPECIAl  EFfECTS  KIT  T(ill 

For  professional  results  —  produces  widest  range  of 
titles,  Uick  iilms,  cartoons,  animation,  etc.  Takes  most 
types  of  movie  cameras.  Horizontal  and  vertical  oper- 
ation. Table  adjustable  north,  east,  south,  west.  Front 
and  rear  illumination.  Title  board  size  514"  x  7V^", 
overall  dimensions  30"  x   12"  x  9";   weight  20  lbs. 

•  Twin  lamps  with  rellectors  ior  front  and  back  illumina- 
lion. 

•  Title   card   frame    with   platens    at  lop  and  bottom. 

•  Distance  scale  to  obtain  coirect  setting  of  camera  lens. 

•  Climbing  title  device  for  producing  any  desired  num- 
ber of  title  lines.  Turntable  for  rotating  titles,  small 
C't  :e  rts    and    many    ether   purposes, 

MODEL   TG     II,    16mm   (illustrated). ..  $159.50 

MODEL    TG    111,    16mm 198.50 

MODEL   TG    IV,    16   35mm 295.00 


NOW  you  can  run  original 
as  well  as  prints  with 
complete  confidence  on  the 
S.O-S.  Action  Viewer.  Its 
roller-smooth  action  is  posi- 
tive insurance  against  film 
scratching,  or  damage  to 
film  sprocket  -  holes.  De- 
signed to  vievtT  films  easily 
...  for  editors,  laboratory 
workers,  animators  and  TV 
technicians.  A  truly  pro- 
fessional optical  instru- 
ment. 


•  BIG,  CLEAR  IMAGE,  3"  x  4"  —  no  flicker. 

•  Pictures  approach  that  of  a  projector. 

•  No  excess  heat  on  film  when  still. 

•  Cooled  Optical  Prism  Magnifying  Viewing  Glass.  Can 
be  viewed  in  lighted  room:  no  ground  glass.  Comfort- 
able viewing  distance  at  10"  to   14". 

•  Self  lubricating  bearings,  no  oiling. 

•  Can   be   synchronized    with    Precision   Sound    Readers, 

•  Simple  5-second  threading.  Built-in  Cue  Marking  Device. 

•  Individual  Framing  and  Focusing  Controls. 

•  Hi-Power  projection  lamp  —  easily  replaced. 

•  Lamp  adjustment  control  for  maximum  illumination. 
Film  may  be  rewound  without  passing  thru  viewer. 
Operates  in  ccnventior.al   inanner  —  left  to  right, 

BUttT  OF  RUGGED  ALUMINUM  ALLOY: 

16"  X  10"  X  12":  WEIGHS  BUT  9  LBS.    Only  $124.95 


For  Spot 

or 

Flood 


AT    A 

FRACTION 

OF    ITS 

ORIG.      COST 


BARDWEIL  &  McALISTER 
MULTIPLE  STRIPLITES 

Extends  from  4  to  15  ft.  high.  For  indoor  &  outdoors. 
3   StripUtes.   each    has   4   swivel   sockets   &   switch, 

holds  twelve  150W  R40  lamps  —  totaling  I800W 
illumination.  Folds  to  portable  size.  Tripod  stand  has 
two  folding  \\\"  tubular  steel  arms  28"  long,  with 
attached  striplite  lamp  heads.  Heads  measure  2" 
long  X  ZVi"  x  3"  high:  weatherproof  cable  &  plug. 
Rolling  stand  has  three  4"  rubber  tired  casters.  Can 
also  be  used  vriih  Color -Tran  converters.  Excellent 
condition.  Orig.  U.S.  Govt.  Cos:  SISO.  NOW  only  S29.50 
Same  with  One  Striplite,  holds  four  150W  lamps     S22.50 

Multiple  Striplite  Lamp  Heads  Only 4.95 

Telescopic  Tripod  Stand  Only  with  3  brackets 19.95 


The  Moy « ./.«»./. 
Visible  Edge  Film 
Numbering  Machine 


'l«4'<t 


IDENTIFY  FILMS  INSTANTLY 

MCY  nimibers  every  foot  of  16,  17J'2  and  35mm  film — 
simplifies  the  task  of  checking  titles,  footage.  Replaces 
cue  marks,  messy  crayons,  punches,  embossing  — 
does  not  mutilate  valuable  film.  Work  prints  showing 
special  effects,  fades  and  dissolves  require  edge 
numbering  to  keep  count  of  frames  cut  or  added. 
Multiple  magnetic  tracks  in  CinemaScope,  stereo- 
phonic recordings  make  edge  numbering  a  MUST. 
Vif'rile  for  brochure. 


With 

New  improved 

Non-Clog  Inking 

System  S2475 

Present     Moy     owners 

con  easily  inslati  the 

new   and   improved 

Inking   system'. 


Among  Recent  Purchasers  Are: 

Reeves  Soundcraft,   Springdale,   Conn, 
Holland   &    Wegmon,    BuRolo.    N.  Y. 
Americon    Opticol     Todd    AO', 

Hollywood 
Indoneston    Supply    Mission,    N.  Y.  C. 
Cinerama    Productions,   New  York 
Columbio   Broadcasting   System,   N.  Y. 


Do  your  own 
transfer  or  re- 
recording 
from  magnetic 
or  optical  to 
3Smm    film 


LATEST  BLUE  SEAL  35mm  FILM  RECORDER 


•  Synchronous  motor  115V 
single  phase  or  220  volt 
3   phase. 

•  Film  footage  counter. 

•  Precision  machined  thru- 
out. 


•  Rctary  film  drum  with 
stabilizer. 

•  Completely   enclosed 
gear  drive. 

•  Takes   Bell  &  Howell 
type   magazines. 

If  you   have  a    16mm    Auricon    or   Maurer   you   can 
now    use    your    present    amplifier    equipment 

BLUE    SEAL    35mm    RECORDERS: 


'  without  galvonometer;   Reg.  S5000 
I  with  Auricon  Modulile  Galvnomtr.; 


NOW  S2695 
Reg.  S5500 
_ _  .  NOW     3190 

•  with  Maurer  Neg./Pos.  Dual  Track;  Reg.  S7500 

NOW     4645 

•  with   Blue   Seal   variable    area   dual   bi-lateral 

track  galvonometer:  Reg.  S6500  NOW     3895 

•  1000  It.  Film  Magazines  EACH       165 


ZJne  ^UJefjarf merit .Siiore  of  the  I  f lotion  f-^icture  ^ndudtr^ 

S.O.S.  CINEMA  SUPPLY  CORP.  •-riT 


eridgamolic  RT-R.  52'-  high  k  47-  long   x  30"    w, de- 
one    of    J2    models,    including    color    machines. 

FILM  PROCESSING  with 
BRIDGAMATIC  pays  for  itself 

A  T:  .--^  r':i-f-i.!.":n  Lab.  This  nev.'  ultra  rapid  16mm 
motic:",  ti  ■'..:-  film  developer  assures  clear,  sharp, 
brilhcn'-  iniuges.  Entirely  automatic.  Requires  no 
special  skill.  Removes  the  guess,  protects  your  prec- 
ious originals,  dry-to-dry  in  minutes.  No  darkroom 
necessary. 

MODEL  RT-R  16mm  Reversal S5995 

(Output  82     per  minute   at  90°' 

ALL  NEW  MODEL  R  JR.  16mm  Reversal     Only  S1750 

There's    o    BRIDGAMATIC    to    meet    every    need    and    budget! 
Brochure  and  queslionaire  anofys'is  yours  ior  the  asking. 


Dept.  H,  602  WEST  52nil  STREET,  NEW  YORK  19,  N.  Y.      '"» 

Phone:  Plaza  7-0440  CoUe:  SOSOUND  ^^ 


NUMBER 
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Productivity  in  Austria 

(continued    from    pace    54 1 

management  experts  engaged  in  the 
Austrian  textile  industry  by  provid- 
ing films  showing  modern  textile 
nianufacture.  An  APC  effort  to  im- 
prove efficiency  in  Austrian  foundries 
got  effective  help  from  films  provided 
by  the  film  service. 

The  Productivity  and  Technical 
Assistance  Division  of  the  Mutual 
Security  Agency  loaned  the  projec- 
tors, film  trucks  and  the  great  bulk  of 
films.  .V  film  program  has  been 
worked  out  bv  the  PT.\D  that  best 
fits  .\iistria's  needs.  Close  connections 
are  also  maintained  with  other  Euro 
pean  countries,  particularly  Ger- 
many. The  exchange  of  films  with 
German  productivitv  groups  is  made 
easier  by  the  common  language. 

Sponsored  by  U.S.  Firms 

The  majoritv  of  films  received  bv 
the  APC  were  produced  bv  private 
firms  in  the  United  States.  The  proc- 
ess that  brought  them  to  .\ustria  be 
gan  with  their  selection  in  the  United 
States.  Inspection  copies  were  sent  in 
groups  to  .\ustria.  The  film  section 
set  up  a  board  of  viewers  for  each 
round  of  films,  selecting  experts  in 
particular  fields.  The  films  were  then 
rated  in  terms  of  excellence  and  re- 
levancy to  .\ustrian  needs  and 
selected  films  were  sent  to  Berlin  for 
German  synchronization.  The  Cier- 
raan  language  versions  have  been  ex- 
cellentlv  done. 

FO.^  — and  now  the  European  Pro- 
ductivity .Agency  — has  consistently 
fostered  the  development  of  the  film 
section.  Films  accompanied  the  first 
steps  made  in  the  productivitv  effort 
in  .\ustria.  .\n  initial  action  of  the 
.\PC  was  sparked  by  an  American 
consultant  assigned  to  .\ustria  for  the 
job.  The  joint  effort  resulted  in  a 
shaip  productivitv  improvement  in  a 
West  .Austrian  textile  plant.  The  first 
move  of  the  .American  consultant  was 
to  set  up  showings  of  the  film.  Ideas 
at  Work,  lor  the  textile  officials. 

Doubles  Coal  Production 

.Another  joint  .American  Austiian 
effort,  inireasing  productivitv  in  Aus- 
trian coal  mines,  was  similarlv  sup 
ported  by  films.  Leon  F.  Grouse,  an 
.American  coal  expert,  helped  Austria 
to  more  than  double  the  production 
of  one  mine  in  six  months,  and  in  co- 
operation with  .APC  experts  achieved 
important  successes  in  other  mines. 
To  lessen  resistance  to  changes  he 
sent  film  trucks  with  films  illustrating 
.American  mining  methods  to  eight 
coal  mines.  In  less  than  a  week,  more 
than  1,100  miners  and  mining  of- 
ficials had  seen  the  films. 

The  audiovisual  activities  of  the 
.Austrian  Productivity  Center  are  now 
closely  coordinated  with  the  Visual 
Aids  Section  of  the  EPA.  This  has 
icsulted  in  a  coordinated  exchange  o[ 
information  and  material.  This  co- 
ordinated effort  also  provides  lor  the 
exchange  of  experiences  and  the  serv- 
ices of  specialists.  In  .April   1934.  the 


AI'C:  organized  a  three  day  seminar 
to  study  the  use  of  audio-visual  aids 
as  communication  tools  lor  industrv. 
The  professional  stall  for  this  seminar 
was  provided  by  the  Euro[)ean  Pro- 
ductivity .Agency  as  part  of  a  utiliza- 
tion project.  The  participants  were 
training  officers  of  industrial  firms, 
association  and  government  institu- 
tions. 


TecliHical  films  are  providing  many 
eloquent  answers  to  old  douljts  in 
Austria.  .A  clear  picture  of  a  better 
way  to  do  things  is  hard  to  refute. 
.\Ianv  die-hard  .Austrians  who  have 
remained  impervious  to  rei)orts  of 
other  methods  have  allowed  them- 
selves to  be  persuaded  to  new  ways 
after  seeing  them  performed  on  the 
screen.  8' 


Traininij's  Basic  in  the  Balkans 

U.S.   Technical    Films  Are   Popular   Fore   in   Yugoslavia 


IN  ^w.osLAMA.  the  phrase  "back- 
siDppin^  the  defense  effort"  emails 
much  more  than  bringing  in  raw  ma- 
terials to  sustain  the  civilian  economv. 
Backstopping  the  defense  effort 
means  helping  Yugoslavia  produce 
more  goods  in  the  most  efficient  wa\ 
and  in  the  shortest  ]><>ssiblc  time.  It 
means  showing  a  welder  the  proper 
angle  to  hold  the  welding  rod,  the 
worker  in  the  plastic  plant  the  nu- 
ances of  injection  molding  press,  the 
farmer  the  high  yield  of  Inbrid  corn. 
One  of  the  best  methods  of  accom- 
phshing  the  task  in  the  shortest  possi- 
ble time  is  through  the  use  of  the 
technical  film.  Hundreds  of  technical 
films  were  made  available  several 
years  ago  by  MSA's  Productivity  and 
Technical  Assistance  Division.  The 
greater  part  of  the  distribution  was 
channeled  through  the  Yugoslav  gov- 
ernment and  its  regional  technical 
assistance  offices  and  productivitv  de- 
velopment boards. 

More  Equipment  Was  Needed 

"1  ugi»>lavia.  the  size  of  New  York 
and  Pennsylvania  together,  has  very 
few  sound  projectors  and  does  not 
manufacture  its  own.  There  are  onlv 
957  theatres  in  Yugoslavia.  130  of 
which  fia\e  Hinmi  projectors.  Added 
to  this  are  another  175  Kimm  projec- 
tors in  clubs,  industrial  and  agricul- 
tural associations.  The  total  is  ap- 
proximately 305  16mm  projectors  for 
a  country  of  Ifi  million  people. 

1*T.\D  has  therefore  lent  projectors 
to  factories  and  technical  groups  with 
the  goal  of  adding  at  least  100  to  the 
available  supjily.  Projectors  were  also 
placed  in  machine  tool  factories,  ship- 
building yards,  steel  mills,  mines  and 
agricultural    institutes.    Everv   projec- 


tor was  l(t.ined  ^vith  the  und<-rstand- 
ing  that  it  will  be  available  to  groups 
in  nearbv  areas. 

.Vdditional  machines  were  put  at 
the  disposition  of  industrial  foremen 
in  Yugoslavia  working  under  the 
L.N.s  International  Labor  Office  pro- 
gram to  increase  middle-management 
skills.  Knowledge  of  the  effective  use 
ol  tt-chnical  films  as  an  industrial 
training  de\i(e  was  iherebv  increased 
and  otherwise  inaccessible  elements  of 
the  population  reached  directU. 

USIS  Also  Showed  Films 

Supplementing  this  program,  tech- 
nical films  were  shown  bv  the  United 
States  Information  Service  through 
its  information  centers  in  Belgrade 
and  Zagreb,  the  two  largest  cities  in 
the  country,  and  Novi  Sad,  in  the 
heart  of  the  agricultural  area.  .\  mo- 
bile film  unit  toured  the  rugged 
country,  coming  back  to  its  base  in 
Belgrade  onlv  for  maintenance. 

One  of  the  principal  borrowers  of 
technical  films  from  the  information 
centers  has  been  the  "Narodna  Teh- 
nika"  or  "People's  Technical  Group." 
Narodna  Tehnika  operates  in  all  of 
the  six  republics  oi  Yugoslavia  and 
has  more  than  4.(iOO  clubs,  which  de- 
vote themselves  to  technical  eHura- 
tion.  The  members,  .»Ii  .»!  whom  at- 
tend meetings  in  their  free  time,  are 
usualh  emploved  full-time,  and  their 
ages  range  from  eighteen  up  to  thirtv. 
Total  membership  h  approximateU 
300,000. 

1  he  i  lubs  ha\c  "graduatf"  radio 
repairmen,  electricians,  machinists. 
tanners,  machine  tool  cjperators.  and 
the  clubs  have  supplied  complete 
"cadres"  to  new  factories.  Club  mem- 
bers, on  their  own  initiative,  brought 


Above:  instructor  shows  trcin33  how  to  threod 
16mm  projector  during  FOA  Technkol  As- 
sistance training  course  in  Belgrade. 


Then  the  trainee  has  to  do  it  blindfolded  as 
thj  Yugoslavian  instructor  gives  him  the  criti- 
col  eye. 


electrification  to  'SI  lural  \dlagc-s.  A 
team  from  the  Celje  club  introduced 
I^roductivitv  practices  to  an  enameled- 
utensil  plant.  whi(  h  almost  immedi- 
ately increased  its  output  by  43%.        I 

In   these   Narodna   Tehnika   clubs,  ! 
American   technical    films  have   been  I 
featured  attractions.  To  ensure  care  ! 
and  correct   operation  of  its   projec-  | 
tors.  P  I  .\D  in  Belgrade  has  instituted  | 
training  courses  for  Yugoslav  projec-  ' 
tor   operators.    Eight    potential    oper- 
ators are  brought   into   Belgrade  for  i 
each  course,  which  lasts  six  days.   The 
operators  are  instructed  on  Bell  and 
Howell  and  Victor  equipment.  When 
an  operator  finishes  the  course,  he  is 
almost    able    to    disassemble    and   as- 
semble a  projector  blindfolded. 

Language  is  a  problem  in  Yugo- 
slavia. There  are  four  main  languages 
in  the  countr\ :  Serbian.  Croatian, 
Slovenian  and  Macedonian.  While  all 
these  tongues  are  members  of  the 
Slavic  group  and  are  similar  to  one 
another,  each  has  its  distinctive  quali- 
ties as  well  as  several  dialects.  To  do  a 
sound-tracking  operation  in  each  of 
the  four  languages  for  every  title 
would  be  timc-tonsumini;  and  expen- 
sive. 

Magnetic  Striping  of  Films 

It  was  decided  lo  use  Serbo-Croat, 
a  combination  ol  Serbian  and  Croat- 
ian, which  is  considered  the  "literary 
language"  and  which  is  understcwid 
by  nearly  everyone  in  the  countrv. 
Sound-tracking  is  done  in  European 
studios  under  die  direction  of  PTADs 
Paris  headquarters,  and  on  the  spot  :it 
Zagreb  in  northern  Yugoslavia.  The 
feasibility  of  using  magnetic  striping 
processes  for  sound-tracking  the  films 
iS  being  explored. 

The  selection  of  the  titles  to  be 
ordered  for  Serbo-Croat  sound-track- 
ing is  made  carefully.  Belgrade  re- 
ceives "rounds'  of  films  which  are 
initially  screened  and  prepared  bs 
PTAD's  technical  media  section  in 
Paris.  As  each  round,  sometimes  con- 
sisting of  as  many  as  20  films,  is  re- 
ceived, it  is  immediately  screened  by 
a  panel  of  experts  drawn  from  perti- 
nent sectors  of  Yugoslavia's  industrv 
and  agriculture.  .Members  of  the  MS  V 
Mission  staff  in  Belgrade  and  film 
specialists  from  the  Yugoslav  Federal 
Docuntentation  Center  sit  with  the 
panel.  ^ 

Editors  Note:  These  ariieles  on 
the  earlv  development  of  the  Tech- 
nical Assistance  Program  in  Austria, 
^ugoelavia  and  Turkey  ^supplement 
our  Issue  2.  \  ol.  U>.  This  coverage, 
however,  is  based  on  1953  and  early 
1954  material  and  a  good  many 
changes  since  that  time  will  have 
altered   the  scene.  ' 
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rurkey  Builds 
Usual  Pruqram 

ISIAI.    Fin  (A  HON     IN      I  IRKKV     had 

a  late  start,  bul  this  handicap  is 
dlv   beiiii^   overtoinc.   Two   years 

Turkfv  liad  nothing  with  which 
tart  a  \isual  education  system  ex- 
the  hopL-  of  some  aid  from  the 
:ual  Seturitv  Afjencv  and  other 
ign  groups  then  operating  inior- 
ion  ser\i<.es  in  the  country. 
efore  hunuhing  their  program. 
Turks  took  a  good  look  around  to 

what  was  happening  in  other 
nirics.  The  Turkish  Ministry  of 
ication  sent  six  men  to  study  tech- 
il  media  in  England,  Germany, 
tria  and  Italy.  The  most  successful 
miques  and  the  most  practical 
ipment  used  in  Europe  were 
liesi/ed  into  a  plan  to  fit  the 
raclcristits  and  needs  of  their  own 
ntry. 

urkey  is  rougldv  I. (KM)  miles  wide 

400  miles  from  north  to  south. 
?  area  is  divided  into  fi3  states  and 

counties.  The  state  capitals  range 
lopulation  from  1,251). 000  down  to 
II)  people.  County  seats  are  small 
,  Four  out  of  five  of  Turkey's 
iiillion  people  live  in  40,000  small 
cultural  villages. 

Villages  Lack  Electricity 

fost  of  the  cities  and  towns  are 
:trified.  but  few  villages  have  pow- 

A  rapidlv  expanding  national 
Js  system  is  linking  the  state  capi- 

and  towns  with  hard-surfaced,  all- 
Lther  roads,  but  many  villages  re- 
n  inaccessible  by  motor  vehicle 
ept  for  trucks  and  jeeps.  Almost 
[  of  Turkey's  40.000  villages  have 
nary  schools,  which  are  being 
It  at  the  rate  of  2,000  a  year.  Nor- 
1  schools,  junior  high  schools,  high 
:)ols.  agriculturid  schools  and  tech- 
schools  are  scattered  through- 
the   country. 

he  Turks  decided  on  an  ambiti- 

pian  to  meet  the  needs  of  all  their 
ipie.   A   National  Teaching  Films 

ler  was  established  in  Ankara,  the 
ion's  capital,  to  service  thirteen 
ional  teaching  films  centers.  Each 
these  centers  services  sub-centers 
the  state  capital  in  their  respec- 
;  areas.  The  sub-centers  service 
mches  in  each  of  the  460  county 
ts. 

Personnel  Is  Expanding 

rhe  national  center  now  has  a  staff 
ten  full-time  specialists.  They  have 
jduced  six  films  and  several  sets  of 
les.  Ten  more  films  and  several 
►re  sets  of  slides  are  on  the  drawing 
ards.  Technical  media  specialists 
ve  been   trained   to   direct   the    13 

Kional  centers  and  12  of  the  sub- 
iters.  The  other  38  sub-center  di- 
:tors  are  scheduled  for  appointment 
d  training  this  year,  as  well  as  18 
ople  to  operate  mobile  units. 
The  13  regional  centers  have  been 

Derating   since    September.    1953. 
,ch  has  motion  picture  and  filmstrip 
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Organizations  Everywhere 
Depend  On 

^     AMPRO  TAPE  RECORDERS 


for  a  Multitude 
of  Business  Uses 


•  two  speeds  for  complete  versatility 

•  automatic  selection  locator 

•  electro>magnetic   "Piano-Key"   controls 

•  electronic-eye  recording  level  indicator 


AMPRO... 


A  SUBSIDIARYOF  GENERAL  PRECISION  EQ  Ul  PM  E  NT  CORPORATION 


we  depend  on 
AMPRO  projectors' 

-Gloria  Allen 
Sales  Training  Director,  Sportswear  Divisions 
Jantzen,  Inc. 


Vivid  training  films  boost  Jantzen  sales, 
but  tight  travel  schedules  leave  no 
room  for  equipment  failures,  resched- 
uled runs.  Every  showing  must  tell  the 
story  in  fast  and  foolproof  fashion,  so 
on  the  road,  Jantzen  uses  Ampro  pro- 
jectors. In  the  Jantzen  plant,  Ampro's 
brilliant  screen  image  and  faithful 
sound  reproduction  bring  all  the 
message  of  industrial  training  films  to 
everyone  who  sees  them. 

Jantzen  is  one  of  the  thousands  of 
companies  who  use  Ampro  projectors 
.  .  .  each  one  to  tell  a  story,  present  an 
idea  or  solve  a  problem.  Consider  the 
many  ways  in  which  motion  pictures 
can  perform  for  your  organization. 
Call  your  Ampro  audio-visual  dealer 
to  arrange  for  a  no-obligation  demon- 
stration of  how  Ampro  projectors  can 
serve  your  needs. 

tlWO  "Screen  Advenlur.j"  booklet  lists  no- 
cost  and  low  rental  films  you  can  use!  325  Ideas 
for  business,  clubs,  education.  Mail  coupon  for 
your  free  copy  now. 


Ampro  Corporation 

2835    N.    WESTERN    AVENUE 
CHICAGO    18,    ILLINOIS 

Gentlemen: 

Without  obligation,  please  send  me  a  copy  of  "Screen 
Adventures,"  your  picked  list  of  325  16nim  films  with  synopses, 
running   times  and  suggestions  for  use. 
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CREATIVE 

SKILL  AND 

TECHNICAL 
PERFECTION 


•  MOTION   PICTURES 

•  FILMAGRAPHS 

•  SLIDE  FILMS 

•  SLIDES 

•  TRAINING  COURSES 

•  TRAINING  GUIDES 

•  FLANNEL   BOARDS 

•  TV  COMMERCIALS 

•  PAN   SCREEN   PROD. 

•  VU-GRAPHS 


254  WEST  54th  ST.,  N.Y.C. 
COIumbus  5-7620 


»» IN  CANADA! 

RAPID  GRIP  and 


LIMITED 

FILM  PRODUCERS 


The  Film  in  European  Productivity 

HOW   THE    TECHNICAL   ASSISTANCE   FILM  PROGRAM  WAS   EXPEDITED 


TI!MM!\G  FILM  utilizatidii  has  lircuriie  an 
integral  part  of  the  Kiirojjeaii  industrial 
and  agricultural  programs,  thanks  to  the 
helping  hand  of  American  industry  and  a  hard- 
working corps  of  European  and  American  pro- 
ductivity experts  who  helped  in  this  and  other 
phases  of  the  Technical  Assistance  I'rogram 
abroad. 

In  this  issue  of  BlisIMCSS  SCREEN,  reports 
covering  the  advent  of  training  films  and  visual 
techniques  in  three  additional  countriis  rmnid 
out  an  editorial  project  which  included  nine 
other  European  nations  in  our  preceding  issue. 
The  reports  from  Austria.  Turkey  and  Yugo- 
slavia date  from  19.53  and  are  valuable  onlv  be- 
cause they  complete  the  pattern  of  cooperation 
which  has  sped  economic  recovery  abroad  and 
in  so  doing,  bulwarked  the  defense  of  the  West. 

Many   Others   Merit    Credit    for   Work 

The  conversion  of  more  than  71III  fihii  titles 
among  thousands  reviewed  from  the  output  of 
American  industry  was  largely  a  team  job.  The 
program  itself  was  wholh  that  but  we  must 
give  credit  for  the  inspirational  leadership  given 
this  program  by  Carl  R.  Taylor,  formerly  chief 
of  the  Foreign  Operations  Administrations  Tech- 
nical ."Mds  Branch  and  now  FOAs  Operations 
Chief  for  Latin  American   Industrial  Programs. 

In  summing  up  this  historic  project,  it  should 
be  known  that  a  major  role  in  the  overseas  pro- 
gram was  played  by  the  Department  of  Com- 
merce's Office  of  Technical  .Service.  i)f  ^\hich 
John  C.  Green  is  Director. 

It  was  the  Office  of  Technical  Services,  under 
contrast  to  FOA.  which  worked  closelv  with  I  .S. 
technical  film  producers  and  sponsors.  OTS  ar- 
ranged for  and  obtained  the  films  which  were 
sent  to  Europe  during  the  program.  Mr.  Greens 
staff  included  such  able  workers  as  Orville  T. 
Colby.  Gerald  Sarchet.  Eric  Tietz.  and  Herb 
Thorn.  Through  their  efforts,  too.  the  actual 
acquisition  and  handling  of  countless  details 
helped  assure  these  films  to  the  European  nations 
involved. 

The   Film    Hahit   Has   Strong   Base 

Technit|ues  and  materials  thus  pro\  itled  to 
European  countries   ( and  to  other  lands  in   the 


critical  areas  of  Asia,  the  Mifidle  East.  Africa 
and  Latin  America  l  lui\e  de\eii>ped  a  world- 
wide understanding  of  the  value  of  Audio-visual 
aids  in  both  industrial  and  agricultural  com- 
munications. Dividends  from  this  effort  will  be 
coming  for  a  long  lime,  in  better  production, 
stronger  economics  and  to  the  audio-visual  field 
itself. 

Where   to    AihlreKA   ^ our   Inquiries 

Inquiries  ( mnerning  the  Technical  Film   Pro- 
gram   in    Europe   mav    be   addressed  to  Jean    Le  I 
Harivel.  head  of  the  Information  L  nit.  European  ' 
Productivitv    Agency.    2.    Rue    Andre's    Pascal. 
Paris.  France. 

In  addition  to  the  films  being  used  in  Europe, 
large  numbers  of  I  .  S.  technical  films  are  being 
requested  by  the  free  countries  of  .Asia,  the 
Middle  East.  .Africa  and  Latin  America  and  these 
countries  have  been  helped  through  other  phases 
of  the  FO.A's  Technical  Film  Program.  Inquiries 
concerning  these  activities  should  be  addressed 
to  the  Technical  Aids  Branch.  Office  of  Technicsl 
Resources.  Foreign  Operations  Administration. 
Washington  2.S.  D.  C. 

Motion   Picture   .\l80  .4vailable 

k  film  showing  U.S.  technicians  at  work  in 
under-developed  nations  around  the  globe  is  now 
available  in  .50  educational  film  libraries  from 
coast  to  coast.  This  26' j  minute  black  &  white 
sound  film  was  assembled  from  footage  shot  in 
Latin  America,  the  Near  East  and  Asia  and  is 
titled  A  Report  to  the  American  People  on  Tech- 
nical Cooperation. 

This  program  and  the  technical  films  which 
plaved  such  an  important  part  in  its  speedier 
development  are  in  keeping  with  President  Eisen- 
hower s  recently  announced  plan  to  share  peace- 
time atomic  information  with  free  nations 
throughout  the  world. 

It  is  certainly  in  keeping  with  the  President's 
speech  in  which  he  called  for  "a  new  kind  of 
war  ...  a  declared  total  war.  not  upon  any  hu- 
man enemy  but  upon  the  brute  forces  of  poverty 
and  need.  The  monuments  of  this  new  kind  of 
war  would  be  these:  roads  and  schools,  hospitals 
and  homes,  food  and  health.  ^ 


MOTION     PICTURE     DIVISION 
1640    the     QUEENSWAY 

TORONTO     14,     ONTARIO 


Louisville    Board    of    Educati 

Delmonico    Foods,    Inc. 

Tube   Turns,    Inc.    •    Ameri 

The  Mengel  Co.   •   Royal  C 

Grand   Lodge   of    Kentuck 

Oertel   Brewing  Co.    •   Es 

WCBS-TV   •   Morton  P 

Stewart  Dry  Goods  Co 

National    Sanitary    SupplV    Association 


ears.    Roebuck   &   Co. 

first    National    Bank 

Honey-Krusf    Bread 

State  of   Kentucky 

reen    Pastures   Com. 

^General   Electric  Company 

Ajax   Manufacturing   Co. 

•    American   Air  Filter  Co.,   Inc. 

Citizens    Fidelity    Bank    and    Trust    Co. 
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BUSINESS     SCREEN     MAGAZINE 


Latest  Christopher  half-hour  TV  film  is  "A  Link  in 
the  Chain"  starring  James  Cagney  (center  above). 
Mr.  Cagney,  as  Professor  Graham,  turns  in  one  of 
the  finest  performonces  of  his  career.  Shown  on 
set  in  Hollywood  ore  Father  James  Keller  (left) 
founder  of  The  Christophers  and  producer  Jack 
Denove.  Write  them  for  availability  dotes  to  1  8  E. 
48th  St.,  New  York  17. 

RIGHT     OFF     THE     REEL 

-     iNTINUED      FROM      P-\GE      THIRTY-TWO) 

-h.lis  for  direct  selling,  the  International  Salt 
l".ini|)anv    received   the   first   prize. 

Ilie  awards  were  announced  by  \^  alter  Brun- 
;ui.  r.  director  of  sales  personnel  development  of 
l.iU-Tulip  Cup  Corp.  and  president  of  the  asso- 
I  i  at  ion.  Thev  were  presented  by  Kinsey  Merritt. 
\  in -president  of  the  Railway  Express  Agency. 

"Mtirly"   Offers   a  Lesson   in   Technique 

*  If  vuu  haven't  already  seen  that  remarkably 
liiiinan  motion  picture  Marly,  you  owe  yourself 
an  I  arly  visit  to  the  nearest  theatre.  This  simple 
l.il^  of  a  34-year-old  bachelor  butcher  has  taken 
a   leaf   from   the   Italians"   postwar   successes   in 


zve  cradle 

the  quality 
you  photograph! 

WITH  OUR  PERSONALIZED  16  MM  LAB  AND 
SOUND  RECORDING  SERVICE 

What  you've  always  hoped 
for — excellent  film  processing  and 
printing  from  edge  numbered 
work  prints  to  special  eflFects,  by 
expert  craftsmen  at  sensible  prices. 

write  today  for  detailed  description 
'7\     of  our  services  and  prices. 

FISCHER 

PHOTOGRAPHIC 
£J      LABORATORY,   Inc. 

1 729  N.  Mobile  Ave.,  Chicogo  39,  III.  ME-7-53 1 6 


iieo-realism.  Its  recent  grand  prize  at  the  Cannes 
International  Film  Festival  is  a  tipoff. 

The  sponsored  film  producer  has  many  of 
these  potentialities  at  his  command.  There  is  a 
documentary  honesty  here  that  enthralls  both 
heart  and  mind.  Frankly,  this  kind  of  film  isn't 
loo  ])opular  with  entertainment  studios  but 
there  are  elements  in  it  which  are  right  down 
the  allev  for  the  firm  or  studio  working  in 
human  relations  and  a  lot  of  other  fields. 
»        *        * 

School  Officials  Paddle  and  Praise 
Free    Materials    Sponsored    by    Industry 

-tf  Calling  for  cooperation  between  business  and 
education  in  the  matter  of  free  teaching  aids  and 
other  instructional  materials  sponsored  for  class- 
room distribution.  The  .American  Association  of 
School  Administrators  has  released  a  24-page 
study  "Choosing  Free  Materials  for  Use  in  the 
Schools.""  Teachers  are  urged  to  weed  out  "biased 
information"  and  "objectionable  advertising 
from  the  free  materials  supplied  by  all  kinds  of 
groups. 

A  recent  speech  at  the  Second  Annual  Student 
Market  Clinic  in  New  York  on  May  18  brought 
this  comment  from  Dr.  Paul  E.  Flicker.  Executive 
Secrelarv  of  the  National  .Association  of  Second- 
ary School  Principals: 

"1.  If  educational  materials  are  accepted  from 
industry  for  use  in  the  schools,  it  must  be  as- 
sumed that  there  is  a  captive  audience  for  such 
services  of  22  million  elementary  school  youth 
(ages  .S-12i.  of  1^-2  million  secondary  school 
youth  (ages  13-18).  of  2^2  million  college  youth 
— a  total  32  million  potential  consumers  .  .  ." 
"2.  The  fact  that  such  materials  are  costly  and 
free  does  not  guarantee  their  use.  It  may  even 
put  them  under  suspicion. 

"These  materials  must  satisfy  two  important 
criteria — one  positive,  one  negative: 

"a.  Thev  must  make  a  definite  contribution 
to  the  education  program  of  youth.  Schools  exist 
for  this  purpose  and  educators  carry  this  respon- 
sibility to  their  communities. 

"b.  These  materials  nmst  be  reliably  factual, 
unbiased  and  lacking  in  sales  promotion  and 
advertising. 

Dr.  Flicker  cited  the  films  on  highway  safety 
bv  General  Motors  and  Ford  as  examples  which 
"contribute  to  the  general  welfare  of  the  coun- 
try." ,        ,        » 

Personalities  in  the  News: 

M  E.  T.  Sheehan.  former  secretary-treasurer  of 
Technical  Service.  Inc..  Livonia.  Michigan,  has 
been  appointed  vice-president  in  charge  of  manu- 
facturing for  DeVrylite  projectors.  E.  H.  Ler- 
chen  has  been  appointed  treasurer,  filling  the 
position  vacated  by  Mr.  Sheehan's  new  appoint- 
ment. Paul  E.  Ruedemann  is  TSIs  new  as- 
sistant sales  manager  with  national  sales  and 
service  responsibilities.  ff 


DO  YOUR  FILMS 
JUST  ENTERTAIN? 


OR  DO  THEY  GET 

ACTiOH  ^oo! 


S.  0.  S.  WILL  ACCEPT  YOUR  OLD  CAMERA  AS  A 

TRADE-IN   FDR  THE  "ALL   NEW  AURICDN   PRO- 

600."  TIME  PAYMENTS,  TOD! 

S.  O.  S.  CINEMA  SUPPLY  CORP. 

DEPT.  H,   602   West  52nd  St.,  N.Y.C.  19-Cob/e:  SOSOUND 
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"GANZ  FILMS 

GET  ACTION! 


WILiJAM  J.  GANZ  COMPANY.  INC. 
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(CONTIMEO  FROM  PACE  57  I 
equipment  and  a  library  of  films  and 
filmstrips.  1  he  regional  centers  are 
trainin;;  specialists  to  direct  304 
branch  centers  in  the  counties. 

These  regional  centers  have  been 
equipped  with  kerosene  (ilmslrip  pro- 
jectors an<l  a  library  of  materials.  Re- 
corder-projectors ha\e  been  ordered 
by  the  Ministry  of  Education  for  all 
of  the  regional  and  sub-centers.  Regu- 
lar film-users  arc  being  encouraged  to 
buy  similar  equipment.  Each  of  the 
regional  centers  has  either  a  mobile 
unit  or  a  trailer-generator  unit  to 
carrv  sound  motion  pictures  to  areas 
where  there  is  no  electricity. 

Afore  recently,  other  Turkisli  min- 
istries wliose  programs  call  for  in- 
formational and  educational  work 
among  the  people  have  moved  into 
the  field.  Foremost  among  these  is  the 
Ministry  of  Agricidture.  .Men  from 
principal  agricultural  areas  have  been 
trained  as  information  specialists. 
Mobile  units  operated  by  these  men 
are  showing  films  on  agriculture, 
health  and  education  to  farmers  in 
manv  parts  of  the  country.  Plans  are 
underway  to  carry  this  service  to  all 
of  Tiurkey's  rural  agricultural  popula- 
tion. 

The  Ministry  of  Communications 
has  turned  a  large  passenger  car  into 
a  mobile  information  center  to  stop 
at  principal  stations  throughout  the 
country.  The  Ministry  of  Public 
Works  operates  two  mobile  units  and 
the  .Ministry  of  the  Interior  has  one. 
.\n  interministerial  coordinating 
committee  comprised  of  the  educa- 
tion or  information  directors  of  eight 
different  ministries,  eliminates  over- 
lapping efforts.  Each  ministry  has  cer- 
tain areas  in  which  they  are  responsi- 
ble for  the  development  of  the 
national  visual  education  system,  not 
just  for  their  own  special  interests, 
but  in  the  interest  of  all. 

The  Ministry  of  Education  has 
been  designated  as  the  functional  co- 
ordinator for  all  activities.  The 
National  Teaching  Films  Center  is 
the  production  center  for  16mm  films, 
filmstrips.  slides  and  stills.  The  press 
biu-eau  makes  its  35mm  facilities 
available  to  all  governmental  agencies 
for  production. 

This  system,  as  conceived  and  de- 
veloped to  date,  is  a  production  serv- 
ice and  a  pipeline  for  distribution. 
Planners  in  .Ankara,  whether  think- 
ing about  agricultural  programs  for 
the  farmers  or  industrial  programs 
for  the  country's  factories,  need  no 
longer  be  concerned  about  how  their 
ideas  are  going  to  get  to  the  people 
to  whom  llie\  are  directed.  The 
means  for  distribiuion  have  been 
started.  ^ 

/ 
/ 


Fifty-Eight  Pictures  Cited  at  Columbus  Film  Festival 
as  President  of  EB  Films  Delivers  Keynote  Address 


■¥■  Fifl\ -eight  hlins  «on  awards  in 
six  priifiram  categories  al  the  Third 
Annual  lilin  Festival  presented  by 
the  Film  (Juuneil  of  Greater  Cohnn- 
bus  in  the  Columbus.  Ohio.  Public 
Library.  May  1.5. 

Visiting  the  festival  were  sixty- 
five  film  representatives  from  Ohio. 
Illinois.  Michigan.  California.  Indi- 
ana. New  York.  Minneapolis.  Min- 
nesota. Iowa.  Arkansas.  Washing- 
ton. D.C..  North  Carolina.  Florida. 
Massachusetts. 

Principal  address  at  the  festival 
was  delivered  by  Maurice  B. 
Mitchell,  president  of  Encyclopaedia 
Britannica  Films.  Inc..  Wilmette. 
111.  He  spoke  on  ""Making  Films  — 
And  Using  Them.  "  .Also  on  the  pro- 
gram was  Dr.  Edgar  E.  Dale,  direc- 
tor of  Ohio  State  Fniversitys 
bureau  of  educational  research.  A 
special    guest    of    the    festival    was 


Captain  Pringle.  aide  to  the  (Joyer- 
iior  of  Jamaica.  Kn  award  was  pre- 
sented to  (Captain  Pringle  for  a 
travel  film.  Disioicr  Jamaica,  pro- 
ilueed  for  the  Jamaica  Tourist 
Irade   Development   Board. 

Among  16nun  motion  pictures 
presented  with  awards  at  the  festi- 
val banquet,  held  in  Columbus 
Seneca  Hotel,  were  several  films 
identified  as  sponsored  subjects.  A 
number  of  producer  and  syndicated 
entries  were  victorious.  Other  win- 
ning entries  were  from  scholastic 
and  specialized  production  sources. 

In  the  Educational-Informational 
Program,  two  Shell  Oil  Company 
entries  led  the  honor-shares  of  films 
which  won  for  sponsors.  The  Shell 
champions  were  Atomization.  and 
Pattern  for  Chemicals.  Other  spoii- 
sfired  winners  were:  The  Toicn  That 
Came    Back     I  Ford    Motor    Coin- 
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pany  i  :  ftirds  of  the  Prairie  i  .Min- 
neapolis-.Moline  (^ompanyi;  and 
77ie  Storv  oj  Li^hl  (General  Elec- 
tric Company) . 

Other  awards  in  this  category 
went  to:  Reptiles  Are  Interesting. 
I  Film  Associates  of  Calif. )  ;  Birds 
oj  Our  Storybooks  and  Western 
Germany:  Land  and  the  People 
( Coronet  Films  I  ;  A  Place  to  Hunt 
(Ohio  Dept.  of  Natural  Resources i  ; 
Climate  and  the  ,4pple  I  Maine  Dept. 
of  Agriculture  I  :  Spirit  in  the  Earth 
I  .Alan  .Shilin  Productions.  Inc.  i  : 
Citrus  Culture  i  Paul  Hoefler  Pro- 
ductions!; Presence  oj  Our  Past 
(State  Historical  Society  of  Wiscon- 
sin I  :  .Animal  Lije  at  Loic  Tide  ( Pat 
Dow  ling  Pictures  I  :  Lije  In  a  Gar- 
den (McGraw  Hill  Book  Co.  i  ;  The 
Woodcutter's  Willjul  Wije  (U-  of 
Calif.  I. 

Awards  to  Sales,  PR  Films 

Business  and  Industry  Program 
entries  wcm  under  two  sub-cate- 
gories : 

Sales  Training  and  Sales  Promo- 
tion: Oj  Time  and  .Salesmen  (Dun 
and  Bradstreetl  ;  Training  Is  Good 
Business  ( Goodyear  Tire  &  Rubber 
Company  I  :  Totally  I\ew  Tire  (U.S. 
Rubber  Company  I  ;  The  Greatest 
Good  (The  Lpjohn  Company  I  ;  The 
Waiting  Harvest  and  The  Germ 
(both  United  States  Steel  Corp. I; 
Pay  Day  ( Santa  Fe  Railroad  I  ;  The 
Purple  Cote  ( American  Leather  In- 
dustries I . 

Public  Relations:  Big  Scot  (.An- 
heuser  -  Buseh  I  :  Leather  in  Your 
Lije  (American  Leather  Indus- 
tries!: Telephone  Goes  to  Camp 
(Ohio  Bell  Telephone  Company!: 
To  Conserve  Our  Heritage  (  Minne- 
apolis-Moline  Company!:  Oper- 
atidii  Attic  I  \^  estern  Pme  .Associ- 
ation I  ;  Hurricane  Sisters  Siveep 
.\eu  England  i  New  England  Tele- 
phone &  Telegraph  Co.  I  :  Fresh  Laid 
Plans   (  Harding  College,   Ark.  i . 

\X  inners  in  the  Health  and  Mental 
Health  Program  were:  A  Family 
Agair  ( Mental  Health  Board,  Inc.  I  ; 
Horizons  oj  Hope  ( Alfred  P.  Sloan 
Foundation,  Inc,  I  :  The  I  aliant 
Heart  ( American  Heart  Association. 
Inc.  I . 

Cited  for  Trovel   Promotion 

Sponsored  winners  in  the  Travel 
Program  included:  Highicay  hy  the 
Sea  !  Ford  !  :  Picturesque  Germany 
(  Scandinavian  Airlines.  Inc. !  :  IT  ild 
Flowers  oj  the  tf  est  (  Richfield  Oil 
Corporation!  :  Boston:  City  oj  )  es- 
terday  &  Today  (  Boston  Chamber 
of  Commerce  I  :  and  Discover  Ja- 
maica (Jamaica  Tourist  Trade  De- 
velopment Board ! .  .Among  other 
winners  in  the  Travel  section  were 
North  Carolina.  The  Tarheel  State 
(L,   of  N,  Carolina!    and  Road  to 
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in  American  Legion  "Certificate  of  Appreci- 
tion  for  Distinguished  Service"  went  to  M.  B. 
Utcheli,  president  of  Encyclopoedio  Films 
'eft  above)  os  Joseph  Guenther,  commander 
f  Chicago  Post  170,  made  the  presentation 
a    recent    luncheon    meeting    in    that    city. 


"anierbury  (British  Inforntation 
iervicel . 

Indian  Ceremonials  ( Santa  Fe 
l?ailruad  I  was  the  only  sponsored 
Im  to  score  in  the  Fine  Art  Pro- 
tram.  Acclaimed  in  the  Religious 
trogram  were:  This  Way  To 
ffeaven  (Concordia  Films);  Isaac 
'and  Rebecca  ( Cornell  Film  Com- 
pany I  ;  Story  oj  Joseph  (Forest 
Lawn  F  o  u  n  d  a  t  i  o  n  I  ;  City  Story 
> Broadcast  &  Film  Commission); 
fJoly  Land:  Background  and  His- 
tory (Coronet  Films). 

A  special  award  went  to  Minute 
j¥fn  of  the  Air.  produced  for  the 
primes  Manufacturing  Company  of 
Urhana.  111.  This  film  was  pre- 
iviewed  at  a  regular  meeting  of  the 
Ifilm  council  and  later  received  the 
jNational  Meritorious  Award  from 
the  National  Guard  Bureau.  A  re- 
cruiting film,  it  did  not  fit  any  of 
the  festival  categories.  5? 

I  *       «       » 

iKentuckiana   Film   Festival 
iSet  for  Louisville,  Sept.  21 

"♦f  A  competition  focused  on  busi- 
ness and  industrial  motion  pictures, 
the  Fourth  Kentuckiana  Film  Festi- 
val will  be  held  at  the  I  niversitv  of 
Louisville  in  the  Main  Speed  Build- 
ing on  September  21. 

Awards  for  the  best  film  in  each 
I  of  eight  categories  and  the  grand 
(award  for  the  best  film  of  the  festi- 
'val  will  be  presented  at  the  Annual 
I  Awards  Banquet,  held  in  the  JeSer- 
'  son  Room.  Belknap  Campus  in  the 
[evening.  Winners  are  chosen  by  in- 
dividual balloting  of  the  entire  audi- 
ence. 

The  competition  is  limited  to 
films  released  during  19.54-.5.5.  Every 
producer  and  distributor  of  train- 
ing films  and  slidefilms  is  invited  to 
submit  entries.  Anyone  wishing  to 
submit  a  film  for  showing  should 
send  descriptive  literature  to  the  ap- 
propriate screening  chairman  who 
will  request  the  film  for  preview.  Re- 
quests for  the  films  selected   to  be 


shown  «ill  be  mailed  the  first  week 
in  August. 

Producers  or  distributors  who 
ha\e  literature,  catalogues  or  bul- 
letins for  distribtuion  at  the  festival 
shtiuld  send  1.50  copies  to  the  gen- 
eral chairman.  James  W.  Cottrell. 
General  Sales  Office.  2.500  S.  Third 
St..  Louisville  1.  Ky.  Literature 
should  arrive  before  September  13. 
to  allow  the  committee  time  to  make 
separate  packages.  Printed  materials 
not  distributed  at  the  festival  will 
be  made  available  to  the  L'niversity 
of  Louisville  faculty  and  other  in- 
terested film  users. 

Film  categories  and  the  screening 
chairmen  to  whom  information 
should  be  sent  include: 

Economics:  Michael  F.  Kurzen- 
doerfer.  Ford  Motor  Companv. 
Grade  Lane.  Louisville.  Kv. :  Indus- 
trial Safety:  William  R.  Mitchell. 
Donaldson  Baking  Companv.  1321 
W.  Hill.  Louisville.  Ky.;  Manage- 
ment Training:  \^'illiam  D.  Wil- 
liams. The  Mengel  Companv.  2300 
S.  Fourth  St.,  Louisville.  Ky.: 
Travel:  Capt.  Gerald  C.  Kopp. 
Louisville  Police  Dept..  Room  300. 
City  Hall.  Louisville.  Ky. 

Art  and  Crafts:  Edgar  E.  Stahl. 
City  Schools  of  New  Albany,  802 
E.  Market  St..  New  Albany.  Ind.; 
Industrial  Relations:  Harold  W. 
Garner.  Reliance  Varnish  Companv. 
4730  Crittenden  Dr..  Louisville. 
Ky.:  Merchandising:  Claud  Tindle. 
General  Electric  Company,  Appli- 
ance Park,  Louisville  1,  Ky.;  Sales 
Training:  J.  T.  Smith,  Common- 
wealth Life  Insurance  Company.  BP 


FILM  ASSOCIATES 

OF  MICHIGAN 


610       NORTH       WOODWARD       AVENUE 

BIRMINGHAM,  MICHIGAN 

TELEPHONE       MIDWEST       4-3619 


ESTABLISHED    IN    PENNSYLVANIA    IN    1940 
REORGANIZED     IN     MICHIGAN     IN     1953 


DETROIT -CHICAGO -NEW   YORK 
BALTIMORE  -  WASHINGTON 
ST.   LOUIS -NEW   ORLEANS -HOUSTON 
SAN   FRANCISCO -LOS   ANGELES 


JAMES  E.  MacLANE,  Executive  Producer 

20   YEARS   PROFESSIONAL  EXPERIENCE   IN   FILM   PRODUaiON 


OVER  8,000  COPIES  OF  BUSINESS  SCREEN  NOW  REACH 
PRINCIPAL  U.S.  BUSINESS  FIRMS,  AGENCIES,  TRADE 
AND  GOVERNMENT  GROUPS  USING  AUDIO-VISUAL  MEDIA 


Awards  —  Or  Rewards?  .  .  . 


guaranteed 
acceptability 


If  it"s  the  extra  dividend  of  "'.\wards  '  you  want, 
remember  that  films  from  our  scripts  have  won 
awards  everv  year  we've  Iteen  in  business  — 
two  more  last  month. 

And  if  you  want  the  solid  "Reward"  of  films  that  pav 
for  themselves  by  the  results  they  get.  remember 
that  we  have  the  concentrated  experience  of  planning 
and  writing  more  than  400  films  to  apply 
to  the  job  you  want  your  film  to  do. 


SCRIPTS 


THE  LOMPLETE      FILM   PLANNINl,  SEKMCE 
3408  Wisconsin  .Avenue,  Northwest  •  Washington  16.  D.  C.  ■  Emerson  2-4769 
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Film  Distribution  in  ttie  Army 


Above;  all  Idmm  projectors  ore  checked  be- 
tween loons  to  training  units  by  Projector 
Maintenance  Section  personnel  of  the  Film 
Librories   in    all    areos. 

(continued  from  page  49) 
lications,  pass  on  this  information 
to  prospective  users. 

If  a  request  is  received  for  a  print 
not  included  in  the  distribution. 
this  request  is  channeled  through 
the  Central  Exchange  for  filling 
from  reserve  stock  or  bv  realloca- 
tion. 

After  prints  ha^e  been  received 
through  initial  distribution,  pre- 
views are  arranged  by  the  exchange 
and  interested  personnel  invited  to 
attend.  A  large  turnover  in  train- 
ing personnel  necessitates  a  con- 
tinuing program  to  keep  potential 
users  aware  of  the  type  and  content 
of  exchange  materials.  The  Instruc- 
tor's Film  Reference,  published  by 
Department  of  the  Army  for  each 
training  film  released,  provides  use- 
ful information  to  the  instructor  on 
a  film's  content  and  purpose  and 
suggests  usage  in  training  pro- 
grams. The  reference  also  recom- 
mends presentation  techniques  and 
outlines  follow-up  quizzes  for  dis- 
cussion  periods. 

Trained   for   Performance 

The  projectionist  training  pro- 
gram, conducted  by  all  exchanges 
and  carefully  monitored  by  the  Cen- 
tral Exchanges,  requires  that  highly 
competent  projectionists  operate  the 
equipment.  This  program  is  respon- 
sible for  quality  projection  under 
unfavorable  conditions,  and  helps 
reduce  print  damage. 

The  official  Armv  16mm  projec- 
tor (JAN  I  is  built  to  rigid  specifica- 
tions. It  is  used  by  both  the  Army 
and  Navy  and  is  designed  to  get 
the  best  possible  image  from  16mm 
film,  to  stand  up  under  most  ad- 
verse conditions,  simplify  mainte- 
nance problems,  and  cause  the  least 
wear  and  tear  on  prints. 

Because  of  the  instructional  ef- 
fectiveness of  military  training  film 
it  is  used  more  and  more  as  a  potent 
teaching  aid.  In  the  World  War  II 
year  of  1944  there  were  706.000 
showings  with  an  attendance  of 
67,.500,000.  In  I9.S.3  there  were 
2,.367.000  showings  with  an  attend- 
ance  of   20.S..'iO().0()0.    The   cost    of 


such  audio-visual  training  aid  on 
»i(li'l\  distributed  subjects  is  sur- 
|]ii>iiif:l\  l<iw.  The  subject  most 
uidel)  used.  TF  21-2048  Military 
(Courtesy  costs  about  three-tenths  of 
a  cent  for  each  soldier  trained.  Even 
I  he  cost  per  showing  per  man  of 
an  average  distribution  film  to  more 
restricted  trainee  audiences  is  ex- 
tremely low  —  estimated  at  about 
Iwo  and  seven-tenths  cents.  The 
Army's  efficient  handling  of  its  dis- 
tribution and  utilization  program 
results  in  effecli\e  and  widespread 
use  of  these  films  at  the  lowest 
|iossible  cost  per  trainee. 

Ready  Made  Films  Purchased 
To  economize  and  prevent  dupli- 
cation of  film  subjects  controlled  by 
commercial  producers  and  other 
agencies,  a  fairly  large  number  of 
subjects   are   purchased   for   release 


to  n)ilitary  audiences.  Some  of  these 
are  highly  specialized  and  fit  into 
specific  training  phases.  These  range 
from  safely  films,  religious  films 
and  higbh  technical  subjects  to 
general  information  films. 

At  this  writing  the  possibilities 
of  television  as  a  training  film  dis- 
tribution medium  are  being  ex- 
|>lorcd.  Preliminary  studies  indicate 
that  TV  may  be  extremely  useful  as 
a  supplementarv  aid  in  the  tremend- 
ous job  of  placing  film  materials 
before  our  widespread  military 
audience. 

("ontinuing  efforts  are  being  made 
to  obtain  more  effective  use  of 
Army  film  materials  and  facilities 
at  the  least  possible  cost.  This  is 
being  accomplished  by  improved 
planning  of  the  initial  distribution 
pattern,    further   studies   in    the   re- 


PEERLESS  Reconditioning 


^JiP^  Amonq  the  prints  in  your  Film  Library,  there 

j&vf:  are  undoubtedly  some  which,   through   hard, 

f£?i  r                3                  ' 

<^f^.  frequent   usage  have    been    damaged  —  with 

^§U  fhe  result  that  the  impact  of  your  message  on 

y^%f}  audiences  may  be  seriously  diminished. 

/^f;  Our  many  years  of  experience  in  the  protec- 

's^/Ia  tion,   preservation   and   reconditloninq   of  film 

^Y^^  ^on    profitably    serve    you    in    prolonging    the 

^gi^/  useful  life  of  your  prints. 

^V^  Peer/ess  Re-Conditioning  services  include: 


Ms-; 
MP 


INSPECTION 

REPAIRS 

SCRATCH  REMOVAL 


CLEANING 

FOOTAGE  REPLACEMENTS 

REHUMIDIFICATION 


MP 


■PB£RLESS   TREATMENT"  TO   RESIST  FUTURE  DAMAGE. 

Get  Longer  Life  for  Your  Prints! 
Cost?  Surprisingly  low!  Write  for  Price  List. 


>./SS> 


Jeerless 

FILM  PROCESSING  CORPORATION 

165   WEST  46lh   STREET,   NEW   YORK   36,   N    Y. 
959  SEWARD  STREET,   HOLLYWOOD  38,  CALIF. 
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alliiialiriii  of  prints,  and  increase 
use  of  labor-saving  exchange  eqiii| 
ment.  Projectionist  training  is  bein 
made  still  more  effective.  There  is 
constant  review  and  revision  of  filr 
exchange  procedures  so  a  print  ma 
be  sii|iplied  the  user  in  the  leas 
possible  time,  with  a  mjiiiiriuni 
red  tape. 

The  Payoff  Is  Utilization 
Since  the  final  pavoff  is  utiliza 
tion,  the  Instructor  Training  Pro 
gram  is  receiving  the  greatest  prjssi 
ble  attention.  An  Instructor  cantio 
be  too  highly  trained  in  the  effectivi 
use  of  his  audio-visual  aid  tools  ant 
materials.  The  teaching  potential  o 
any  training  film  can  be  enhancet 
by  effective  presentation  and  fina 
review  technique.s. 

It  is  gratifying  to  note  in  the  Re 
port  of  the  impartial  Film  Sur\e< 
Committee.  .Motion  Picture  Associ 
ation  of  America,  that  it  considere( 
the  Signal  Corps  Film  Distributior 
and  I  tili/alion  program  the  best  o 
the  three  services:  and.  the  greates 
contributing  factors  were  central 
ized  control  and  experience. 

We  feel  that  both  pictorial  pro 
grams  of  the  .Signal  Corps  —  Filn 
Production  and  Film  Distributior 
and  I'tilization  —  a  working  to 
gether,  supporting  each  other.  hel[ 
to  provide  the  best  possible  audio 
visual  educational  films  for  tht 
Army  Training  Program  which 
geared  to  make  the  American  sol 
dier  the  best  trained  and  best  in- 
formed soldier  in  the  world.  I^'i 
ij        *        » 

Houston   Color  Film   Labs 
Process  Eastman  Color  Film 

♦  Expansion  of  its  facilities  for  the 
processing  of  16mm  and  S.Smn 
Eastman  Color  professional  motion 
picture  film  has  been  announced  bv 
Houston  Color  Film  Laboratories. 
Inc..  Burbank.  California.  New 
equipment  has  been  installed  and 
experienced  personnel  added  to 
handle  this  negative-positive  color 
film. 

Facilities  provide  for  processing 
of  professional  negative  film,  posi- 
tive film  and  I6inm  reduction  prints. 
After  months  of  testing,  commercial 
work  now  is  being  processed  in  the 
plant,  according  to  E.  B.  McGreal, 
president  of  the  companv. 

26  TV  PIx  Available:  AF 

*  A  series  of  26  television  prrtgrams. 
called  Dateline  America  is  being  of- 
fered to  tv  stations  by  .\ssociallon 
Films.  Inc.  The  programs  consist  of 
sponsored  films  from  AF's  regular 
listings.  The  pictures  can  be  booked 
weekly,  bi-weekly,  daily,  or 
specific  title  on  selected  dates.  Con- 
tact the  company  at  347  Madison 
Ave.,  New  York. 
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WILLIAM   B.  COX 


Snta  Fe  Promotes  Bill  Cox; 
S^tz  to  Head  Film  Bureau 

•\|iliMiiilnifiil    i.f    William    B.    Cox 

-[H-rial     representative     in     the 

!  I   I  e  Railway  s  public  relations 

nient.    with    headquarters    at 

i^'i.  was  announced  May  2  by 

II'    I! linhold. assistant  to  thepresi- 


has    been    manager    of    the 

iinent's  film  bureau  at  Chica- 

II-  1947.  He  entered  Santa  Fe 

I  I  i\   as  a  secretary  in  1942. 

I  I  ink  E.  Meitz.  system  photogra- 

her  at  Los  Angeles,  has  been  pro- 

kited  to  the  newly  created  post  of 

nager  of  film  and   photographic 

reau,    headquarters     Chicago,     a 

ve   designed    to    consolidate    the 

1  and  motion  picture  sections  of 

;  department  under  one  head. 

Succeeding  Meitz  as  system  pho- 

jrapher    at    Los    .\iigeles    will    be 

nald    L.    Erb.    who    has    been    a 

otographer-clerk    in    the    depart- 

nt's  Topeka.  Kansas,  office  since 

46.    Meitz    joined    Santa    Fe    in 

16. 

Jlignetic  Recording  Association 
Apoints  Arvedon  as  Secretary 

jCenneth  R.  Arvedun  has  been  ap- 
fnted   executive   secretary   of   the 
iignetic    Recording    Industry    As- 
i'iation.  a  trade  association  made 
of   persons   and   companies   en- 
;ed  in  the  manufacture  of  mag- 
recording    equipment     and 
dia. 
r.    Arvedon  s    office    is    at    135 
44th  Street,  New  York. 


Ptinfets  of  Distinct)i/e  Hot-pnss 

TYPE  TITLES 

Sinei  Ig  I9i8 
Unit  It,  FREE  iffe  biik. 

Knight  Title  Service 

UUfhif.  WHlkhi  4-6688 


Visual  Sessions  Planned  for 
1955    NAVA    Convention-Show 

-•f  \  isualizaliiin  will  "begin  at 
home"  during  the  19.5.5  convention 
of  the  National  Audio-Visual  Asso- 
ciation, according  to  plans  an- 
nounced by  Alan  Tw\ man  of  Twy- 
nian  Films.  Dayton.  Ohio,  chairman 
of  the  convention.  .(Ml  of  this  year  s 
!S'AV.\  meetings  w  ill  be  held  in  gen- 
eral session  in  the  Sherman  Hotel. 
Chicago. 

General  sessions  will  be  broken 
down  into  six  one-hour  meetings  on 
six  subjects:  Serving  Our  Schools, 
Entertainment  Films.  Business  Man- 
agement. Serving  the  Church,  Ad- 
vertising and  Sales  Promotion,  Sell- 
ing and  Serving  Industry. 

In  each  of  these  meetings  there 
will  be  five  or  six  presentations  on 
specific  topics  given  by  authorities. 
These  presentations  will  be  visual- 
ized by  slides,  overhead  transpar- 
encies, displays.  Members  will  be 
seated  at  table-desks  and  will  be 
equipped  with  notebooks  with  topic 
headings  for  orderly  note-taking. 

The  NAVA  Convention  will  be- 
gin with  a  board  of  directors"  meet- 
ing, Friday  morning.  July  22.  Sales 
meetings  of  various  equipment  and 
materials  producers  will  be  held  on 
that  day  and  the  following  one.  On 
.Sunday  morning.  July  24.  a  special 
Church  Worship  Service,  using 
audio-visuals,  will  be  presented  by 
the  Visual  Education  Fellowship  of 
the  National  Council  of  Churches. 
The  members  of  all  NAVA  state  and 
local  affiliate  associations  will  meet 
in  a  special  luncheon  at  noon  that 
day  and  the  National  Audio-Visual 
Trade  Show  will  open  at  noon  until 
six  p.m. 

Monday's  program  will  open  w  ith 
the  Annual  Business  Meeting  of  the 
association  and  the  general  sessions 
will  start.  The  Trade  Show  will  re- 
sume that  afternoon.  The  annual 
dance  party  takes  place  Monday 
evening.  Three  major  topics  and  a 
final  general  session,  at  which  new 
NAVA  officers  will  be  inaugurated, 
are  on  the  program  for  Tuesday. 
July  26.  Two  final  sessions  of  the 
Trade  Show.  Tuesday  afternoon  and 
Wednesday  morning.  July  27,  will 
conclude  the  convention. 

For  dates  of  other  a-v  specialist 
group  sessions  held  concurrent  with 
the  NAVA  sessions  see  the  calendar 
of  events  in  this  issue.  Hotel  reser- 
vation blanks  and  copies  of  the  final 
programs,  when  available,  may  be 
obtained  from  National  Audio- 
Visual  Association,  Inc.,  2540  East- 
wood Ave..  Evanston.  III.  R' 
*        «        » 

♦  Mickey  Dubin  has  resigned  from 
MCA-TV'  to  join  Chad.  Inc.,  anima- 
tion specialists,  as  executive  director 
of  sales. 


•  DOCUMENTARY 
•TRAVEL 

•  SPORT 

•  CONSERVATION 
•WILDLIFE 


CHELMSFORD 
MASSACHUSETTS 


"The  Finest  In  Outdoor  Films" 


It  Selis- 
On  Sight 

THE  COMPLETELY 
DEPENDABLE  SALESMAN 
SELLING  YOUR  PRODUCT- 
YOUR  STORY-ENDLESSLY 
WITHOUT  SUPERVISION 

•  Self-contained  speaker 

•  800-foot   continuous   film    reel 

Direct  sales  are  easier  .  .  .  promotion  more  potent  .  .  .  training  work 
simpler  .  .  .  operating  costs  dramatically  lower  with  the  Busch  CINE- 
S-VLESM-AN  I6mm  continuous  movie  projector  on  your  stafif.  Hundreds 
of  CIN'ES-VLESM.VN  projectors  are  now  selling  for  scores  of  national 
concerns  eveiyivhere.  Look  for  the  CINESALESMAN,  it's  sure  to  catch 
your  eye  and  ear  at  conventions,  sales  presentations,  displays,  point  of 
sale  locations,  trade  shows  ...  in  fact,  anywhere  and  exeryivhere  that 
sound  and  motion  are  combined  for  more  effective,  potent  sales  impact. 
Color  or  black  and  white,  sound  or  silent,  anv  16mm  film  works  al- 
ways in  the  CINESALESMAN  ...  and  the  Busch  CINESALESMAN 
always  works  for  you! 


Performs  in 
lighted   room 

Self-contained  screen 
•   Pre-threaded   film 


BUSCH    FILM    & 

212  South  Hamilton  Street 


EQUIPMENT    COMPANY 
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What's  New  in  Business  Pictures 


Reports  on   Recently-Released  Sponsored   Films 


Mass  Governor  Christian  A  Heilef  ieafed 
talks  over  the  state  s  latest  film  witti  Commis- 
sioner Richord  Preston  of  the  Department  of 
Commerce,  sponsor  of  the  new  "Massachu- 
setts  Holiday." 

Massachusetts  Shows  Vacation 
Pleasures  in  Colorful  "Holiday" 

♦  Massachuselts  Holiilay  a  color 
and  sound  motion  picture  showing 
Massachusetts  as  a  vacation-travel 
region  is  newly  released,  according 
to  Richard  Preston,  commissioner 
of  the  Massachusetts"  Department  of 
Commerce. 

This  newest  prumotion  of  the 
state"s  half-billion  dollar  vacation 
and  travel  industry  covers  all  sec- 
tions of  Massachusetts  from  the 
Berkshires  to  the  Islands,  in  each 
season  of  the  year.  Bookings  for  the 
film  are  being  listed  in  Preston's 
office.  Showings  have  been  arranged 
for  New  York  City.  Washington, 
D.C..  Philadelphia  and  Chicago  and 
a  number  of  television  stations 
across  the  country. 

Any  organization  desiring  to  bor- 
row the  half-hour  Ktmm  fdm  for 
showing  should  write  to  Amico  J. 
Barone.  Director  of  Development 
and  Promotion.  Massachusetts  De- 
partment of  Commerce.  334  Boyls- 
ton  Street.  Boston  16.  Mass. 

Produced  by  Bay  Stale  Film  Pro- 
ductions. Inc.,  of  Agawam,  Mass., 
the  film  highlights  the  variety  of 
the  states  vacation  pleasures  and 
locales  and  its  historical  landmarks. 

Monsanto  Aids  Plastic  Industry 
With  Two  Recreation  Pictures 

♦  In  two  ne\\'  short  color  films 
grownups  play  instructively  with 
plastic  toys  for  the  business  pleasure 
of  the  Monsanto  Chemical  Company 
while  bringing  social  pleasure  to 
the  parents  and  kiddies. 

Monsanto  s  Plastics  Division,  pro- 
moting Lustrex  styrene,   is  making 

Monsanto's  film  "Have  o  Hobby"  invites  in- 
terest in   building   plostic  models   (see  obove). 


llic  two  13-minute  demonstration 
lilms  available  to  women  s  clubs. 
schools,  department  stores  and  tele- 
vision to  familiarize  the  parental 
;iiul  "'l-want-one-too.  mama"  public 
uilh  the  fun  that  can  be  had  with 
liiililiN  crcalures  and  oilier  plastic 
materials. 

Btjth  produced  by  Hartley  Pro- 
ductions. .\e«  \ork.  the  new  Mon- 
santo-sponsored  subjects  are: 

Children's  Party-  in  which  a 
smiling  lady  offers  helpful  hints  on 
how  to  plan  for  a  party  and  how  to 
wrap  presents  decorati\ely  by  using 
colorful  plastic  materials.  Shown  is 
the  active,  educational  way  the  child 
can  participate  in  preparing  for  his 
own  party.  As  the  success  of  the 
party  depends  on  the  child  s  in- 
terest, the  film  suggests  games  and 
events.    Holding    the    stage    during 


ihi?  agreeable  exposilion  are  toys 
manufactured  b\  the  Knickerbocker 
Plastic  Company,  toys  made  of 
Lustrex  stsrene. 

Have  a  Hobby,  wherein  is  dis- 
covered a  miniature  world  that  the 
entire  family  can  team  up  to  create. 
This  film  demonstrates  how  a  sense 
of  mutual  accomplishment  can  be 
experienced  as  the  members  of  a 
familv  join  to  assemble  plastic 
models  of  antique  autos  or  jet  air- 
craft. .\s  the  family  plays  at  being 
a  factory  it  welds  a  closer  spiritual 
bond,  the  picture  says,  and  the 
fascinating  finished  models  excite  a 
feeling  of  group  accomplishment  as 
they  become  charming  decorations 
in  the  home.  Have  a  Hobby  passes 
along  several  tips  on  caring  for 
models  and  designing  dramatic  dis- 
plavs.  The  models  featured  are  prod- 
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ucts  of  Kevell,  Inc.  They  are  muliled 
of  Lustrex  styrene. 

The     two     films     are     available 

from    Monsanto    (Chemical    (^)in- 

pany's    Plastics    Division.    Spring- 

fielii.  Mass.  ^ 

*        «        r 

AAA's  "A  Nation  on  Wheels" 
Ready  for  Television 

♦  People  interested  in  what  the 
motor  car  has  meant  and  continues 
to  mean  to  America's  economic  and 
social  life  can  see  a  story  of  the 
autos  forward  role  in  A  Nation  un.{ 
Wheels,  a  new  28-niinute  motion  pic-i 
ture  being  offered  free  to  television' 
stations  by  the  American  Auto-j 
mobile  Association. 

.\gainst  a  background  of  colorful 
antique  automobile  sequences,  the. 
fibn  traces  the  history  of  motoringi 
and  stresses  the  importance  of  thei 
automobile  in  providing  freedom  of 
movement  for  the  American  people. 
Cars  are  seen  as  a  means  of  trans-j 
portation  for  shopping,  getting  to: 
and  from  work  and  for  recreationali 
travel. 

A  Sation  on  Wheels  is  narratedi 
by  John  Batchelder.  NBC  X^'ashing- 
ton  staff  announcer-  playing  the  rolei 
of  an  old-car  fancier.  He  tells  thei 
story  in  his  den  which  is  decorated 
with  antique  automobile  models, 
trophies  and  souvenirs  of  bygone 
days. 

Prints  for  tv  showing  max  be 
obtained  from  any  AAA  Motor  Club 
or  from  Edgar  Parsons.  Department 
of  Public  Relations,  American  Auto- 
mobile Association.  1712  G  Street,! 
N.W..  Washington  6.  D.C. 
«        »        » 

American  Railroads'  New  Picture- 
Shows  "Big  Trains  Rolling" 

♦  Big  Trains  Rolling,  a  new  16mnii 
sound  and  color  film  sponsored  by 
the  Association  of  American  Rail-I 
roads  emphasizes  the  service  per- 
formed bv  American  railroads  ini 
meeting  the  needs  of  agriculture,  in-i 
dustry,  commerce  and  the  general 
public. 

The  film  takes  the  audience  on 
an  eventful  overnight  trip  with  two 
young  people  from  city  to  city! 
through  the  scenic  wonders  of  the 
great  outdoors.  From  roundhouse  tO' 
railroad  depot,  and  along  the  openi 
rails,  viewers  are  shown  the  com-i 
plex  operations  and  maintenance  of 
this  far-flung  transportation  s\slem. 

Big  Trains  Rolling  and  c>lher 
sponsored  films  are  available  free 
to  schools,  clubs,  churches  and 
other  non-theatrical  audiences 
through  Lnited  Worlds  Free  film 
Service.  For  further  information 
write  Lnited  World  Free  Film  Serv- 
ice. 1-14-5  Park  Avenue.  New  ^^rk 
20.  N.Y. 
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tymouth  car  arrives  at  Waldorf,  N.Y.,  under 
onfrotted   trofflc   conditions. 

Jew  York's  Police  Cited 
or  Service  to  Producers 

( An  interesting  example  of  the 
aluable  cooperation  given  by  the 
^ew  York  Citv  Police  Department 
o  industrial  as  well  as  theatrical 
iroducers  of  motion  pictures  was 
ts  recent  assistance  to  Sound  Mast- 
Ts,  Inc..  filming  newsreels  and  TV 
pots  for  Plymouth  Motor  Corpora- 
ion. 

Required  camera  shots  of  the 
^'aldorf-Astoria  Hotel  entrance  and 
'ark  Avenue  would  have  been  im- 
lossible  without  effective  police 
ontrol  of  the  normally  heavy 
ledestrian  and  vehicular  traffic. 

\\'ith  the  help  of  New  York's 
nest,   camera   crews   were   able   to 

ove  quickly  about  and  secure  the 
cenes  of  arranged  traffic  movement 
iccording  to  script. 

Also,  in  order  to  establish  a 
pecific  side-street  shot,  with  good 
ighting,  it  was  necessary  to  reverse 
ic  on  a  one-way  street.  This.  too. 
<'as  promptly  done  by  the  local 
olice  with  no  inconvenience  to 
egular  traffic,  and  much  to  the 
sitertainment  of  the  general  public. 
ill  of  whom  got  into  the  spirit  of 
he  act  and  cheerfully  cooperated. 

Mayor  Robert  F.  Wagner  has  al- 
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wavs  been  syinpalhelic  to  the  needs 
of  motion  picture  producers  when 
on  location  in  the  city,  and  reason- 
able police  assistance  has  his  ap- 
proval. 

Police  Commissioner  Francis 
Adams"  officers,  even  on  short 
notice,  respond  to  requests  of  pro- 
ducing companies  requiring  au- 
thentic location  and  background 
shots. 

This  has  not  only  contributed  to 
ihe  qualilv  of  the  films  involved, 
but  also  lo  the  development  of  the 
city  as  a  iiiolion  picture  producing 
center. 

Such  service  is  good  public  rela- 
tions, and  brings  extra  business  to 
the  city  as  well  as  making  more 
jobs  for  skilled   workers.  » 

Sustaining  Use  of  Sponsored 
Films  Promoted  by  Sterling  TV 

♦  Sterling  rclc\isii>ii  Co..  Inc..  long 
a  big  name  in  television  film  distri- 
bution of  features,  shorts  and  pro- 
gram material  of  many  kinds,  has 
made  considerable  strides  in  its 
plan  for  "free"'  film  distribution  of 
sponsored  subjects,  launched  earlier 
this  year. 

While  the  total  number  of  sub- 
jects currentlv  being  handled  is  not 
as  large  as  that  of  some  others  in 
the  field,  the  rate  of  growth  in  the 
past  few  months  indicates  that 
Sterling's  new  division  will  be  oper- 
ating on  a  much  expanded  basis  in 
19.S.5. 

Sterling's  main  point  of  sale  in 
the  TV  distribution  of  sponsored 
subjects  is  a  sales  staff  constantly  in 
the  field  calling  on  television  sta- 
tions. In  addition  to  producing  over 
.SI. 500.000  in  rental  fee  revenues 
for  the  company  last  year.  Sterling's 
1.5  men  in  the  field  also  take  time 
to  point  out  the  availability  and 
program  desirability  of  its  spon- 
sored '"free"  subjects.  This  activity 
of  "taking  the  films  to  the  market" 
as  opposed  to  just  letting  the  mar- 
ket come  to  the  distributor  has  pro- 
duced some  good  results: 

Case  No.  1 :  The  Tampa  Cham- 
ber of  Connnerce.  seeking  only  to 
interest  Northeastern  stations  in  its 
film,  has  obtained  73  playings  thus 
far  since  distribution  began  in  Sep- 
tember. Standard  rate  value  of  the 
time  would  have  been  $8,421.50. 

Case  No.  2:  Swift  &  Co.,  with  a 
film  called  A  Better  Start  in  Life, 
has  produced  playings  in  103  sta- 
tions in  three  months,  and  this  time 
has  more  often  been  Class  "A"  and 
"B  "  than  ■■C". 

Case  No.  3:  Hassenfeld  Bros.. 
Inc..  tov  manufacturers,  have  a  film 
called  Toy  Town,  U.S.A.,  which 
racked  up  over  150  play  dates  in 
the  three  months  before  Christmas. 


scratch  removal 

GIVES   9  LIVES  TO  YOUR  FILMS! 

We  don't  mean  to  be  catty  about  the  shape  your  films 
may  be  in.  But  every  hard-working  film  (that  is,  every 
good  film  I  needs  an  occasional  rest-cure  to  restore  its 
lost  youth.  ."Vod  to  give  your  films  a  new  life  —  who  but 
Rapid  can  do  so  much  for  so  little? 

Our  exclusive  RAPIDWELD  process  chemically  reconditions 
film  so  that  imperfections  like  scratches,  "rain",  oil-stains  and 
brittleness  disappear — your  film  looks  like  new! 

Why  not  join  the  scores  of  Business  Screen  readers*  who  regu- 
larly send  us  their  precious  originals,  negatives  and  prints  se- 
cure in  the  knowledge  that  they  will  receive  our  prompt,  meticu- 
lous treatment  and  expert  care — for  only  pennies  per  foot. 

*  To  list  only  a  few:  .\etna  Life,  Bell  Telephone.  Am.  Medical 
Assn.,  Nat.  Audubon  Soc.  RCA-TV,  CBS-TV,  ABC-TV,  Ziv  TV, 
Alcoa,  -\m.  Can.  Am.  Cyanamid,  Ford  Motor,  Gen.  Electric, 
IBM,  Pan  .\m.  Airways,  United  Airlines,  E.  I.  duPonl,  U.  S. 
Steel,  Penn.  Water  &  Power,  Swift,  Ansco,  Eastman  Kodak, 
George  W'.  Colbum  Lab..  .\ce  Film  Lab..  Caravel  Films,  Color 
Sen'ice.  Jam  Handy  Org..  Mecca  Film  Lab..  Precision  Film  Lab., 
Sarra,  Transfilm,  W'arner  Bros.,  United  Artists,  Paramount. 

16  and  35  mm 
ORIGINALS  •  NEGATIVES  •  KODACHROMES  •  PRINTS 

RAPID  FILM  TECHNIQUE,   INC. 

eslablished  1939 

21  West  46th  Street  •  New  York  36,  N.  Y.  •  JU  2-2446 
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0       FORD  MOTOR  COMPANY 

^  PAN  AMERICAN 

^  PRUDENTLAL 

^  TEXACO 
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0  UNITED  FRUIT                  ^ 
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^  DOW  CHEMICAL 

^  NATIONAL  ASSOCIATION 

^  OF  MANUFACTURERS 
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0  SCHLITZ                         ^ 


To    the    Natio.ial    Visual    Presentation 
Association  and  the  Sales  Executives  Club, 
our  thanks  for  awarding   First  Prize  in 
the    Film    Slides-Sales    Training    Category 
to   the  Anheuser    Busch   entry  — 
created  by  CELLOMATIC. 

Write  for  information  today. 

Better  yet.  See  Cellomatic  in  action  at 


CELLOMATIC   756  seventh  ave.,  new  york  is,  n.y. 
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Joins  Dynamic   Films,   Inc. 

to  Form  Medical  Film  Division 

♦  Sol  S.  I'eut-rinaii  lia?  joined  Dy- 
namic Films.  Inc..  to  form  a  new 
division  in  Dynamics  expandinj; 
organization.  The  new  division  will 
be  primarily  concerned  ivith  the 
production  of  medical  and  pharma- 
ceutical films  for  lay  and  profes- 
sional groups.  Mr.  Feuerman  has 
had  twenty  years  of  background  in 
the  production  of  medical  films. 
He  was  formerlv  with  Audio  Pro- 
ductions. Inc. 

Transfilm  Sets  Up  Divisions  to 
Handle  Increased  Sales  Volume 

♦A  major  reorgani/alion  of  Trans- 
film  Incorporated  has  been  an- 
nounced by  President  William 
Miesegaes.  Three  autonomous  film 
production  divisions  have  been  es- 
tablished to  keep  pace  with  in- 
creased activitv  now  .S0<7  ahead  of 
last  year. 

Walter  Lo^vendahl.  executive  vice- 
president,  will  take  charge  of  all 
business  motion  picture  and  special 
projects. 

Robert  Klaeger.  vice-president, 
will  head  TV  commercial  production 
which  will  include  a  fulh  staffed 
animation   department. 

The  slidefilm  division  «ill  be 
headed  by  Pud  Lane.  The  facilities 
of  the  Transfilm  Building,  including 
studio,  print  service  and  optical  de- 
partments, will  be  at  the  disposal  of 
all  divisions. 

«        ff        * 

Ellis  Sard  to  Science  Pictures 

♦  Ellis  Sard  has  joined  Science  Pic- 
tures, Inc.,  as  producer-director. 
Mr.  Sard  has  previously  been  with 
Kenyon  &  Eckhardt.  as  agency 
supervisor  on  ToasI  oj  the  Town. 
and  with  BBDO  as  television  pro- 
ducer. Most  recently  he  has  pro- 
duced television  films  under  his  own 
firm,  Storrow  &  Sard.  Inc. 

Mr.  Sards  activities  will  be 
principally  in  the  live-action  film 
and  live  television  fields. 
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News  of  StafF  Appointments  Among  the  Producers 

Lawrence  Crolius  Heads 
Master  Video's  Film   Service 

*  I.awir'iuf  (!ic)liu>  !ia>  been  named 
executive  producer  of  Master  Video 
Systems.  Inc..  New  York  City,  ac- 
cording to  an  announcement  by 
Arthur  J.  Moxham.  president. 

Crolius  will  head-up  MVS"  Film 
Production  Division.  This  division 
is  responsible  for  (he  planning  and 
production  of  closed-circuit  tv;  the 
production  of  films  for  use  in  sales 
promotion,  sales  training,  public  re- 
lations, and  industrial  reporting. 

Crolius"  film  experience  includes 
work  on  naval  action  reports,  edu- 
cational films,  filmed  television  in- 
serts, production  of  a  travel  series 
and  other  promotional  films.  Recent- 
I\"  he  has  been  working  on  a  travel 
film  on  Arizona  for  American  Air- 
lines. 


Owen  Murphy  Appoints  Tompkins 
as  Studio  General  Sales  Manager 

*  D(»nald  K.  Tonijjkins  has  joined 
Owen  Murphy  Productions.  Inc.  as 
general  sales  manager.  Recently  di- 
rector of  television  and  radio  for 
Grant  Advertising.  Inc..  Don  Tomp- 
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Victors  superb  sound  and  pic- 
ture   quality, 
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is  easy  as  1-2-3  to  operate 

Easy  3-spoc  threading  .  .  ,  over  sound 
drutn,  through  51m  gate,  on  to  single 
drive  sprocket. 

Easiest  to  operate  (with  finger-tip  con- 
trol panel,  softly  illuminated).  Stan 
motor,  turn  on  lamp,  adjust  sound 
volume. 

Easiest  on  your  films  —  3-spot  safety 
film  trips  protect  films  by  stopping 
projector  immediately  in  case  of 
emergency. 
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Carr\-  it  with  \ou  from  department 
to  department,  from  plant  ti>  plant, 
or  from  city  to  city.  Victor  is 
smartly  styled,  too  .  .  .  looks  like 
fine  luggage  and  isn't  any  larger. 
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kins  has  a  long  background  in 
and  sound  media. 

As  television  director  for  (,r 
and  previously  for  Campbi-ll-l 
Mr.  Tompkins  designed  and  | 
duced  some  of  the  lop  IV  show:, 
the  air.  including  the  Dinah  Sh 
program,  and  Daimy  Thomas  sh 
Break  the  Bank.  Roy  Rogers 
others.  He  wrote,  directed  and  [ 
duced  a  television  show  for  ^ 
in  the  mediums  first  beginnings 
1941. 

In  addition  to  his  experience  li 
of  the  camera.   Don  Tompkins 
appeared  in  some  30()  motion 
tures  as  an  actor. 

His  appointment  t()  the  new  j 
at  Owen  Murphy  Productions 
part  of  the  firm's  current  expans 
acti\ities  to  serve  all  segments 
the  motion  picture  and  televis 
media. 

e  »  # 

David  Piel  Joins  Science  Pix 
as  Producer;  Slidefilm  Chief 

♦  David  Piel.  creator  and  produ 
of  the  forthcoming  NBC  nctwi 
color  television  series.  Golden  Tii 
has  joined  Science  Pictures  as 
associate  producer  for  commert 
and  advertising  films.  Mr.  Piel  i 
also  head  up  the  company's 
panded  slidefilm.  filmograph  a 
animation  departments. 

Mr.  Piel's  versatility  as  uril 
cartoonist  and  actor  has  been  s< 
for  the  past  five  years  in  films 
prtfduced  independentlv  for 
training,  product  promotion  a 
public  relations  accounts.  Vi  im 
of  one  of  last  year's  National  \  isi 
Presentation  Association  Awards 
first  prize  in  the  slidefilm  class.  J 
Piel  also  shares  credit  for  t 
\  enice  International  Film  Festi' 
Awards  for  documentaries  produc 
for  the  I  nited  States  Informati 
Agency. 

«        *        • 

Roy  Lockwood  to  Robert 
Lawrence   as    Producer-Director 

*  Rov  Lockwood  has  joined  Rolw 
Lawrence  Productions.  Inc..  as 
producer-director.  Prior  to  joini 
the  Lawrence  firm.  Mr.  Lockwo 
was  with  CBS-TV  as  the  produc 
of  The  Search  and  Resources  j\ 
Freedom.  Before  that  he  was  wii 
Richard  deRochemonI  as  a  produc 
on  The  March  oj  Time  and  iihli 
trial  films. 


Livingston  a  Telenews  Veep 

♦  Ni'iinan  S.  Li\  iiig>tori  has  beJ 
appointed  executive  vice-preside 
of  Telenews  Film  Corporation.  I 
«ill  guide  the  company's  expand" 
activities  in  television  prograi 
ming.  commercials,  documentarii 
government  and  industrial  film-. 
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smison  Handy  Appoints  Dash 
5  Chicago  Sales,  Service  Mgr. 

Harold  Dash  has  ln'eii  ap|iiiiiitfil 
lies  and  service  manager  for  The 
im  Handy  Organization  in  the 
hicago  area.  His  headquarters  will 
;  in  the  organizations  Chicago  of- 
ce  at  230  North  Michigan  Ave. 

Dash  was  a  sales  executi\e  of  the 
mith-Corona  Typewriter  Company 

fore  joining  the  Detroit  staff  of 
he  Jam  Handy  Organization.  He 
■places  Harry  Watts,  who  returns 
V\  ashington.  D.C..  for  the  com- 
any. 


QiiatUij-EiCt 

ILM   SHIPPING   CASES 
It- 


Did  you  ever  consider  the  mileage 
per  dollar  you  get  out  of  a  shipping 
case?  We  have!  That's  why  we've 
built  these  new  cases  with  more 
than  usual  care.  The>'re  made  of 
best  quality  non  ■  vulcanized  fibre, 
strongly  fabricated,  and  reinforced 
with  sieel  corners.  Here  is  low 
priced  protection  for  your  films  in 
transit.  Also  available  in  hard  vul- 
canized fibre. 

See  your  nearest  dealer  or  urite 
direct  to   manujactitrer  for  catalog. 

WM.   SCHUESSLER 

341     W.    SUPERIOR    ST. 
CHICAGO    10,    ILLINOIS 


R.  G.  Wolff  Studios  Appoints 
Richards  for  Western  Sales 

♦  Continuing  a  program  of  person- 
nel expansion  hegun  early  this  year, 
Raphael  G.  Wolff,  president  of 
Raphael  G.  Wolff  Studios,  Inc., 
Hollywood,  recentlv  appointed  Lt. 
Albert  H.  Richards.  L'.S.N.  (Ret.) 
to  handle  West  Coast  sales  for  the 
company. 

Lieutenant  Richards,  who  saw 
active  service  throughout  \^  orld 
War  II.  retired  from  active  duty  in 
1948.  Prior  to  his  new  appointment, 
he  had  been  a  sales  executive  with 
Firestone  Tire  and  Rubber  Com- 
pany and  the  Kirby  Corporation. 
•        •        • 

Sellman  Named  Account  Exec 
at  Florez,   Inc.,   Detroit 

♦  \n\\  ser\iiig  as  an  account  execu- 
tive at  Florez.  Incorporated,  is  C. 
Gilbert  Sellman  whose  assignment 
was  announced  bv  G.  \.  Florez, 
president  of  the  Detroit  firm. 

Sellman.  a  native  of  Detroit  and 
a  graduate  of  Harvard,  formerly 
held  administrative  posts  in  sales 
training,  merchandising,  business 
administration  and  industrial  rela- 
tions in  the  automotive  field  with 
Packard  and  Ford. 

«        «        » 

Wayne  A.   Langston  Joins 
George   Ryan    Films,    Inc. 

♦  W  ayne  A.  Langston  has  been 
selected  as  vice  president  and  gen- 
eral manager  of  George  Ryan  Films, 
Inc.,  Minneapolis.  Minn.  His  associ- 
ation with  this  company  became 
effective  May  1. 

Langston  formerly  was  a  writer- 
director  for  Sarra.  Inc.,  Chicago 
film  producers.  He  joined  Sarra  in 
1948  where  he  worked  on  industrial 
motion  pictures,  slidefilms  and  tele- 
vision  commercials. 

»        »        * 

Reela  Films  New  Sales  Chief 

♦  Jim  Campbell  has  been  promoted 
to  sales  manager  of  Reela  Films, 
Inc..  Miami,  where  he  will  super- 
vise sales,  sales  promotion  and  pub- 
licity efforts.  Recently  Campbell  has 
been  territorial  sales  head  for  Gra- 
fiex.  Inc. 

e  «  « 

Jack  Glenn  to  Spain  on  Film 

♦  Jack  Glenn,  president  of  Jack 
Glenn,  Incorporated,  departed  for 
Spain  in  April  on  a  new  venture 
following  his  return  to  New  York 
for  the  opening  of  his  new  film. 
Farm  Family  American,  a  three  reel 
color  drama  produced  under  Gen- 
eral Electric  sponsorship.  He  will  be 
in  New  York  again  in  June. 

Glenn,  formerly  a  writer. director- 
producer  for  the  March  of  Time, 
now  dissolved,  recently  has  worked 
on  The  New  America  and  Miracle  oj 
Morning,  both  for  J.  C.  Penney. 


MAKE    1955    YOUR    BEST    YEAR 

BOOST    YOUR    SALES    WITH    SELECTROSLIDE 


When  vou  show  your  product  so 
that  a  prospective  customer  says 
"I  SEE  \«H.4T  YOU  ME.\.\  .  . ." 
you've  MADE  A  SALE.  There's 
excitement  in  seeing  —  and 
SELECTROSLIDE  Sells  by  sight. 
SELECTROSLIDE  sliows  your  cus- 
tomers your  entire  line,  whether 
it's  flavenporls  or  dynamos:  cars 
or  cupie  dolls — in  full  color — 
full  size — even  in  3-diniension — 
with  or  without  sound. 


SELECTROSLIDE  is  fool-proof,  precision  built,  runs 
without  attention — without  breakdown.  One  display  ran 
continuously,  without  interruption  for  621  days  (THAT'S 
7542  HOIIRS.  think  of  it)  without  a  single  major  repair. 
The  lest  stopped  when  the  cdiibit  ended  but  SELECTRO- 
SLIDE  was  still  going  strong. 

J  oil  get  all  the  impact  of  movies  AT  A 
FRACTIOiS  OF  THE  COST.  For  illustrated 
literature  and  details,  and  rates  for  rental  or 
purchase,  write,  phone  or  icire: 


C^itablhltecl 
Since     1924 


SPINDLER  &   SALPPE 

2201   Beverly   Blvd. 
Phone:   DUnkirk  9-1288 
LOS  ANGELES  54,  Calif. 


YOU  WILL  FIND   THE — 

CAMART  TIGHTWIND  ADAPTER 


Used   by : 


Film  editing  departments 
Film  Optirals 
Film  animators 
Film  handling  rooms 


Film   libraries 
Laboratories 
Inspection  tables 
Television  film  depts. 

8   RE.ASONS   WHY: 

•  For  faster  and  smoother  coring 
of   film. 

•  Designed   to  fit  all   rewinds. 

•  Saves   storing   of   film   on   reels. 

•  For   left   and   right   side   rewinds. 

•  Chrome  plated  ball-bearing  film 
guide  roller. 

•  Core  adapter  fits  male  and  fe- 
male 16mm  and  35mm  plastic 
cores. 

•  Eliminates  film  cinching  and 
abrasions. 

•  Does  not  interfere  with  normal 
use  of  the  rewind. 

PRICE:      $29.00    -    MONEY      BACK      GUARANTEE! 

THE  CAMERA* MART,  mc 

1845   Broadway   at  60th   St. 
NEW   YORK   23,   NEW   YORK 


Phone:    Circle   6-0930 
CABLE:    CAMERAMART 


J  UM  B  E  R 
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The  new  TSI  Duolite  Model 

New   TSI-Duolite   Projector 
Designed   for   Lighted    Rooms 

♦  \  iii«  ll>rLiiii  MUiiid  priijcctor  for 
use  ill  lighted  ruoiiis  has  been  aii- 
nouiKed  by  Technical  Service.  Inc.. 
Livonia.  Michigan.  The  TSI-Duulite 
projector  features  a  built-in  screen 
that  permits  da\light  viewing  of 
either  color  or  black  and  white 
films.  It  can  be  used  for  regular 
projection  on   any  standard  screen. 

The  Duolite  projector  is  described 
as  a  unit  which  can  convert  from 
its  self-contained  operation  to  stand- 
ard operation  by  merely  flipping  a 
lever  mounted  near  the  projector 
lens.  The  self-contained  tv-size 
screen  of  the  Duolite  has  an  attrac- 
tion for  salesmen  who  are  interested 
in  showing  their  films  the  "easy 
way.  The  projector  can  be  put  into 
operation  without  the  inconvenience 
of  darkening  the  room,  setting  up  a 
screen  or  having  to  clear  a  path  for 
the  projector's  light. 

Duolite  lends  itself  to  use  in  of- 
fices, hotel  rooms,  sales  meetings, 
training  classes,  product  analysis 
meetings,  safety  departments  and 
may  be  used  for  checking  out  tv 
commercials  and  programs.  The 
projector  is  said  to  combine  the  pic- 
ture and  sound  clarity  of  the  De- 
Vrylite  projector  with  the  self- 
viewing  features  of  the  TSI  Suitcase 
projector. 

Complete  information  on  the  TSI- 
Duolite  projector  can  be  obtained 
by  writing  direct  to  Technical  Serv- 
ice, Inc..  3086.5  Fi\e  Mile  Road. 
Livonia.  Michigan. 

You  can  also  use  the 
Duolite  for  wall   projection. 


NEW  AUDIO-VISUAL  EQUIPMENT 


Recent    Equipment    Developments    for    Production    and    Projection 


Wide,  Normal  Field  Lenses 
Announced  by  Bell  &  Howell 

■^  High  spre'(.l  and  focal  efficiency 
arc  starred  i|ualities  of  two  new 
U)nnn  motion  picture  camera  lenses 
announced  in  April  by  Bell  & 
Howell  Company.  Chicago.  One  lens 
is  said  to  have  the  widest  field  of 
\  iew  conmierciallv  a\ailable.  the 
other  is  called  one  of  the  fastest  in 
the  world  covering  a  normal  field. 
Ihese  lenses  and  a  telephoto  lens 
announced  in  December  complete  a 


Irici  of  high  speed  units  being  mar- 
keted b\   the  company. 

Manufactured  by  Pierre  An- 
genieux  of  St.  Heand,  France,  to 
Bell  &  Howell  specifications,  the  new 
lenses  will  be  distributed  exclusively 
by  the  Chicago  photographic  manu- 
facturer. 

The  new  lOnnn  f  1.8  lens  com- 
bines a  wide  field  of  \  iew  with  un- 
usual speed.  Short  focal  length  giv  es 
added  depth  of  field  with  close  and 
distant    objects    equally    sharp,    ac- 


-^^  /f(foa neeaa 
I^OVIE  PROJECTOR/ 


$j 


"¥  \ 


/0>U>A- 


'yHii^ 


IN   1  5    YEARS  ...  NO    ONE    HAS    DUPLICATED    THE 
MOVIE-MITE  ...  IN   WEIGHT,   SIMPLICITY,    OR   PRICE 

for   informofion   wr/te   to  .  .  . 


.liL.t 


THE   CALVIN    CO. 

1105  TRUMAN   ROAD 
KANSAS  CITY  6.  MISSOURI  —  HA.  1230 


i. 


'<^ 


B&H   Filmo   With   New   Lenses 

c(jrding  to  I)  i.  H.  Corrected  fc 
aberrational  distortion,  the  f  1. 
"sees"  straight  lines  straight  an 
architectural  images  in  true  propoi 
tion,  despite  its  wide  angle  cove; 
age. 

To  the  movie-maker  interested  i 
wide  angle  shots,  this  lens  is  said  t 
offer  remarkable  perspective.  In  pn 
fessional  cinematography,  the  deta 
of  a  wide  angle  shot,  framing  a 
entire  scene,  is  as  important  as  th 
closeup  of  the  action  itself.  In  ii 
dustrial  plants  the  new  lens  can  ri 
cord  an  entire  production  line  wit 
a  minimum  of  extra  lighting. 

The  second  new  lens,  the  Bell 
Howell-Angenieux  one-inch  f  O.9.' 
combines  speed  with  sharp  defin 
tion  and  contrast.  Color  correctec 
its  speed  virtually  eliminates  thi 
necessity  for  extra  lighting  excef 
for  special  effects,  the  distribtuo 
states. 

These  two  new  lenses  and  the  Be 
&  Howell-Angenieux  three-inch  f  2.' 
telephoto  lens  ma\  be  mounted  o 
the  Bell  &  Howell  TO-DL  or  200-T, 
Auto  Master  cameras  without  phys 
cal  or  optical  interference  of  am 
kind,  giving  a  7' ^  to  1  (7.5mm  t 
10mm  I   range  of  focal  lengths.      5 

*  *        « 

Hollywood  Film's  New  Splicer 

♦  On  display  at  the  recent  DAV 
Convention  in  Los  Angeles  was  th 
Hollvwood  I'ilni  Company  Tap 
Splicer  which  is  suggested  for  splif 
ing  slidefilms.  The  new  prodm 
splices  3.5nim  film  using  a  specij 
clear  tape.  This  tape  apparently  i 
thin  enough  to  go  through  th 
aperture  of  most  slidefilm  projei 
tors  without  jamming,  allowing 
slidefilm  to  be  repaired  withoi 
cutting  out  a  frame.  Hollywood  Fill 
Company  is  located  at  9.56  Sewar 
Street.  Hollywood  28,  California. 

•  »        * 

Dwinell  to  Viewlex  Sales 

♦  W  illiam  Dwinell  has  been  a[' 
pointed  factory  representative  in  th: 
midwest  territory  for  Viewlex.  Inci 
projection  equipment  manufacturers! 
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Vistarama  Wide  Scope  Lens 
Shown  at  SMPTE  Convention 

'♦Tilt-  Vistarama  Wide-Scope  ana- 
(intrphic  camera  lens  formed  part  of 
the  display  of  the  S.O.S.  Cinema 
Supply  Corporation  at  the  77th 
Semi-Annual  SMPTE  Convention  in 
Chicago  in  April.  The  Vistarama 
ens  is  being  offered  to  short  sub- 
iect  producers  and  industrial  or 
documentary  producers  with  stand- 
ard 16mm  or  35mm  professional 
rameras. 

Also  on  display  at  the  S.O.S. 
sooth  was  the  Link  "In-an-Outer" 
portable  microjjhone  boom  and  per- 
imbulator.  The  firm  claims  this  pro- 
vides the  missing  "link"  in  sound 
■ecording  procedure  —  wherever 
iiike  placements  are  a  problem. 
Folding  compactly,  it  is  suitable  for 
ocation  or  cramped  quarters.  All 
rontrol  mechanisms,  wiring  and 
;ables  are  enclosed. 

S.O.S.  unveiled  its  Tel-Anima- 
;tand.  an  animation  stand  featuring 
Jie  Acme  Peg-Bar  registration  svs- 
:em.  Its  zoom  assembly  is  made  for 
notorized  movement,  geared  to 
ange  from  the  4  to  the  12  (width) 
eld.  The  animation  table  is  equip- 

:d  with  upper  and  lower,  east-west 
iliding  peg  bar  pan  movements. 
*ith  a  quick  reference  rule  set  in 
1    20     increments. 

The   stands    art    table    takes    art 

Ilivork  up  to  18  X  24".  Four  Veeder- 
loot  counters  on  the  stand  are  said 
0  guarantee  both  additive  and  sub- 
ractive  accuracy.  Other  features  are 
shadow  board  with  built-in  Matte 
>ox  device  and  a  shadow  box  and 
ight  box  for  backlighting  cartoons. 
."Vn  accessory  to  the  animation 
Jtand  is  Tel-Animaprint,  a  hot  press 
jEeaturing  an  Acme  Peg  Bar  Table. 
[This  unit  requires  no  skilled  tech- 
nician to  operate.  S.O.S.  points  out. 
It  uses  printers  type  and  color  foils 
instead  of  ink.  It  is  a  clean,  dry. 
ind  fast  process  for  tv  titles,  flips 
ind  copy  for  commercials  which 
must  be  aired  in  a  short  time.  Im- 
pressions may  be  made  on  acetate 
3elk,  paper  and  art  boards.  An 
alignment  gauge  permits  drop 
shadow  effects.  H" 


Realist  ST-62  Stereo  Viewer 
Works  on   Battery  or    110-Volt 

♦  Salesmen  on  the  lookout  for  a 
sample-aid  their  customers  can  look 
into  are  being  introduced  to  ST-62, 
a  new  model  stereo-viewer  that  fea- 
tures quick  change  cartridges  which 
convert  from  battery  to  IlO-volt 
illumination  b\  button  release.  The 
ST-62  is  manufactured  by  Realist. 
Inc..  makers  of  the  Stereo-Realist 
camera. 

By  turning  the  release  button, 
the  battery  cartridge  may  be  inter- 
cbansied    with    a    1  Kl-voll   cartridge 


without  remi>ving  the  batteries  or 
making  hook-ups  or  connections.  In 
seconds,  the  viewer  may  be  set  for 
either  operation.  The  llO-volt  car- 
tridge has  full  color  temperature 
control  which  reduces  or  increases 
brightness  for  individual  pictures. 
Index  markings  on  the  control  per- 
mit re-setting  the  light  exactly  right 
for  each  particular  picture. 

The  unit's  eight  foot  cord  may  be 
plugged  into  any  AC  or  DC  110- 
volt  outlet.  The  new  design  features 
internal  focusing  at  the  slide  plane, 
a  patent  of  the  David  White  Com- 
pany. Thumb  wheel  focusing  allows 
the  user  to  operate  the  light  button 
on  top  of  the  viewer  and  to  focus 
the  slide  with  one  hand  while  view- 
ing. Extra  fine  adjustment  through 
positive  cam  controlled  focusing 
and  interlocular  mechanism  elimi- 
nates gears,  drums  or  pulleys,  ac- 
cording to  the  manufacturer.         9 


COLOR  SLIDEFILMS 

FOR  INDUSTRY 

COLOR  FILMSTRIPS 

FOR  EDUCATION 

Specialized  equipment  and  the  know-how  of  a  group  of  specialists  who 
hove  worked  together  in  producing  over  550  color  films.  If  you  want 
a  complete  production  or  require  specialized  assistance  on  any  production 
problem,   contact  Henry  Cloy  Gipson,   President   .   .   . 

FILMFAX  PRODUCTIONS,  10  E.  43,  N.Y.  17,  N.Y. 

i 
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COMPLETE  MOTION    PICTURE   EQUIPMENT 

RENTALS 

FROM    ONE   SOURCE 


CAMERAS 

MITCHELL 

16mm 

35mm  Standard 

35mm  Hi. Speed 

35mm    NC    •    35mm   BNC 

BELL&  HOWELL 

Standard    •     Eyemo    •    Filmo 

ARRIFLEX 

16mm    •    35mm 

WALL 

35mm  single  syslem 

ECLAIR  CAMERETTE 

35mm    •    16/35mm 
Combinotlon 

AURICONS 

all  models  single  system 
Cine  Kodak  Special 
Mourer    •    Bolex 
Blimps    •    Tripods 


LIGHTING 

Mole  Richardson 

Bordweii  McAlister 

Cotortran 

Century 

Coble 

Spider  Boxes 

Bull  Switches 

Strong  ARC-Trouper 

10  Amps  llOV  AC  5000W- 

200OW-750W 

CECO  Cone  Lites 

(shadowless  lite) 

Gator  Clip  Liles 

Born  Doors 

DifFusers 

Dimmers 

Reflectors 

WE   SHIP   VIA   AIR. 
RAIL  OR  TRUCK 


EDITING 

Moviolas   •    Rewinders 
Tobies    •    Splicers 
Viewers  (CECO) 

GRIP  EQUIPMENT 

Parallels    •   ladders 

2  Steps    •    Apple  Boxes 

Scrims    •    Flags 

Gobo  Slonds 

Complete  grip  equipment 

SOUND  EQUIPMENT 

Magnosync-mognetic  film 

Reeves  Magicorder 

Mole  Richordson  Booms  and 

Perambulolors 

Portable  Mike  Booms 

Portable  Power  Supplies  to 
operate  camera  and  recorder 


DOLLIES 

Feorless  Ponoram 
Cinemob.le  (CRAB) 
Platform     •    Wpiterr 
3  Wheel  Portable 


fit    c.    ZUCKEK 

(Jflni€Rfl  €(^uipni€nT  (o. 


America's  most  versatile 
sound  slidefilm  projector. 
Compare  and  you'll  buy 


SOUNDVIEW 


Only  SOUNDVIEW  offers  these  unex- 
celled features:  Removable  8"  speaker 
with  25  ft.  cable  for  best  placement  in 
front  of  large  group  audience.  Standard 
and  long  playing  records.  High  quality 
sound.  Brilliant  picture.  Fan  forced  air 
cooled.  Easy  operation.  Compact,  light 


in  weight.  Projector  is  removable,  can 
be  used  as  independent  remote  push- 
button control  projector  for  35mm  strip- 
film.  Automatic  operation  on  either  high 
or  low  frequency  systems.  300  watt  and 
500  watt  models  available.  Accommo- 
date all  2  X  2  slides. 


AUTOMATIC  PROIEaiON  CORPORATION 

282  Seventh  Avenue,  New  York   1,  N.Y 

Please  send  brochure  on  complete  line  of 
SOUNDVIEW  andio-visual  equipment  for 
either  automatic  or  manual  sound  slidefilm 
operation,  also  information  on  35mm  remote 
control  pushbutton  stripiilm  projectors  only. 
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EASTERN   STATES 

•  CONNECTICUT  • 
Kockwell   Film   &   Projection 

Service,  182  High  St..  Hartford  h. 

•  MASSACHUSETTS   • 
Cinema,  Inc.,  234  ClarTdon  St.. 
Boston  16. 

•  NEW  JERSEY   • 

Slidecrafl  Co..  142  Morris  Ave.. 
Mountain  Lakes.  N.  J. 

Association  Films,  Inc.,  Broad  at 

Elm.  Ridgefield,  N.  J. 

•   NEW  YORK   • 

Association    Films,    Inc.,   347 

Madison,  New  York  17. 

Buchan  Pictures,  122  W.  Chip- 
pewa St.,  Buffalo. 

Comprehensive  Service  Co.,  245 

W.  55th  St..  New  York  19. 

Crawford.  Imniig  and  Landis, 
Inc.,  265  West  14th  Street, 
New  York  11,  New  York 

The  Jam   Handy   Organization, 

1775  Broadway,  New  York. 

Ken  liillian  C«.  Sd.  &  Vis.  Pdts. 

17    New    York    Ave..    Wegtburv. 
N.Y. 

S.  O.  S.  Cinema  Supply  Corp., 

602  W.  52nd  St.,  New  York  19. 

Training  Films,  Inc.,  150    West 

54th  St..  New  York  19. 
Visual  Sciences,  599BS  Suffern. 

•  PENNSYLVANIA   • 

The  Jam  Handy  Organization, 

Gateway  Center,  Pittsburgh  22. 

J.  P.  LiUey  &  Son,  928  N.  3rd 

St.,  Harrisburg. 

Lippincolt  Pictures,  Inc.,  4729 
Ludlow  St.,  Philadelphia  39. 

•  WEST  VIRGINIA   • 

B.  S.  Simpson.  818  Virginia  St.. 
W.,  Charleston  2,  PH  6-6731. 


SOUTHERN   STATES 

•  ALABAMA   • 
Lewis  M.  Stone,  Projector  Serv- 
ice.    "Specialized     in     Service." 
1409  Ford  Ave..  Tarrant  Citv  7. 
Ala. 

•  FLORIDA   • 
Norman  Laboratories  &  Stu<lio, 

Arlington  Suburb,  Jacksonville. 

•  GEORGL\   • 

Colonial  Films,  7 1  Walton  St., 
N.W.,  ATwood  7588,  AUanta. 

Stevens  Pictures,  Inc.,  101  Walton 
St.,  N.  W.,  Atlanta  3. 


•   LOUISIANA   • 
Stanley     Projection     Company, 

211l'2  Murray  St.,  Alexandria. 

Stevens  Pictures.  Inc.,  1307  Tu- 
lane  Ave.,  New  Orleans. 

Delta   Visual   Service,   Inc.,   815 

Poydras  St.,  New  Orleans  13. 

•  MISSISSIPPI   • 
llerschel   Smith   Company,    119 

Roach  St.,  Jackson  110. 

•  TENNESSEE   • 

Southern    Visual    Films,    687 

Shrine  Bldg.,  Memphis. 

Tennessee  Visual  Education 
Service,  416  A.  Broad  St.,  Nash- 
ville. 

•   VIRGLNIA   • 
Tidewater  Audio- Visual  Center, 

617  W.  35th  St.,  Norfolk  8.  Phone 
51371. 


MIDWESTERN   STATES 

•  ILLINOIS   • 

American  Film  Registry,  24  E. 

Eighth  Street,  Chicago  5. 

-Association  Films,  Inc.,  79  East 
•■Kdams  St..  Chicago  3. 

.Atlas    Film    Corporation.    1111 
South  Boulevard,  Oak  Park. 

The  Jam  Handy  Organization, 

230  N.  Michigan  Ave.,  Chicago  1. 

Midwest  Visual  Equipment  Co., 

3518  Devon  Ave.,  Chicago  45. 

Swank  Motion  Pictures,  614  N. 

Skinker  Blvd.,  St.  Louis  5,  Mo. 

•  IOWA   • 

Pratt  Sound  Films,  Inc.,  720  3rd 

Ave.,  S.E.,  Cedar  Ranids,  Iowa. 

•  KANSAS-MISSOURI   • 

Erker    Bros.   Optical    Co.,   908 

Olive  St..  St.  Louis  1. 

Swank  Motion  Pictures,  614  N. 
Skinker  Blvd..  St.  Louis  5. 

•  MICHIGAN  • 
Engleman    Visual    Education 

Service, 4754-56  Woodward  Ave., 
Detroit  1. 

The  Jam  Handy  Organization, 

2821  E.  Grand  Blvd.,  Detroit  11. 

Capital  Film  Service,  224  Abbott 
Road,  East  Lansing,  Michigan. 

•  omo  • 

Ralph    V.    Haile    &    Associates, 

215  Walnut  St.,  Cincinnati. 


.   OHIO   . 

Academy  Film  Ser\ice  Inc., 
2110  Payne  Ave.,  Cleveland 
14. 

Fryan  Film  Service,  1810  E.  12th 
St.,  Cleveland  14. 

Sunray  Films,  Inc.,  2108  Payne 
Ave..  Cleveland  14. 

The  Jam  Handy  Organization, 

310  Talbott  Building,  Dayton  2. 

Twyman  Films  Inc.,  400  West 
First  Street,  Dayton. 

M.  H.  Martin  Company,  1118 
Lincoln  Way  E.,  Massillon. 

WESTERN   STATES^ 

•  CALIFORMA   • 

LOS  ANGELES  AREA 

Donald  J.  Clausonthue  Co.,  1829 
N.  Craig  Ave..  Altadena 

Coast  Visual  Education  Co.,  5620 
Hollywood  Blvd..  Hollywood  28. 

Hollvwood    Camera    Exchange. 

1600  N.  Cahuenga  Blvd..   HolK- 
wood  28. 

The  Jam  Handy  Organization, 

5746    Sunset    Boulevard,    Holly- 
wood 28. 

Ralke  Company,  829  S.  Flower  St.. 
Los  Angeles  17. 

Spindler  &  Sauppe,  2201  BeverK 
Blvd.,  Los  Angeles  4. 

SAN  FRANCISCO  AREA 

Association  Films,  Inc.,  351  Turk 

St.,  San  Francisco  2. 

Westcoast  Fihns.  350  Battery  St., 
San  Francisco  11. 

•  COLORADO   • 

Dale  Deane's  Home  Movie  Sales 
Agency,  28  E.  Ninth  Ave.,  Den 
ver  3. 

•  OKLAHOMA    • 

Cory  Motion  Picture  Equip- 
ment, 522  N  .Broadway.  Okla 
homa  City  2. 

•  OREGON  • 
Moore's  Motion  Picture  Servicr. 

33  N.  W.  9th  Ave.,  Portland 
9,  Oregon. 

•  TEXAS   • 

Association  Films.  Inc.,  1108 
Jackson  Street,  Dallas  2. 

George  H.  Mitchell  Co.,  712  N. 

Haskell.  Dallas  1. 


•  UTAH  • 
Deseret  Book  Company,  44  E.  So. 

Temple  St..  Salt  Lake  Citv-  10. 


Kornfeld  Named  Sales  Manager 
of    Tele    O's    Speech   Q    Division 

♦  .InM,,!,      K„rilf.|,l      l,a>     l„,„     ;,|, 

poinlcil  .sales  manager  of  the  niwl 
formed  Speech  Q  Division  of  Tel. 
Q  {'orporation.  New  York,  air.rrd 
ing  to  an  annauncenient  by  J'lln 
Jacobs.   111.  presiilcnl. 

Kornfeld  has  been  with  Ti  li  f 
since  1953.  serving  as  eastern  sale 
director  for  the  company's  lili  vi 
sion  cueing  equipment.  His  new  ilu 
lies  will  renter  around  introdm  in| 
S|iii(  li  f).  an  aid  for  public  speak 
crs.  and  arranging  for  national  ilis 
tribution.  He  will  continue  In  di 
rert  sales  for  Tele  Q  as  well. 

To  Filmock  Offices,  N.  Y. 

♦  Don  Mack,  vice  president  of  Fil 
mack  Studios  and  Chicago  televi 
sion  sales  director  for  the  past  eigh 
years,  has  been  appointed  head  o 
the  IV  sales  deparlnient  of  Filmar  k" 
newly-expanded  .New  \ork  (it" 
branch  at  6M)  Ninth  .Ave. 

TV   Specialty   Names   Baughman 

♦  Television  Specialty  Companv 
New  ^  ork.  has  appointed  E.  J 
Baughman  Company  as  its  repre 
sentalivc  in  11  western  states.  \Ir 
Baughman  is  well  known  in  ih' 
broadcasting  field  on  the  \\  es 
Coast  and  will  operate  out  of  E 
Monte.  California.  He  will  pro\idc 
a  much  needed  personal  representa 
lion  for  TSC  on  the  West  (^oasl 
demonstrating  the  Profitmaker  rea 
screen  projector,  kinescope  record 
ing  system,  film  processing  equip 
ment  and  other  equipment  nianu 
factured  and  distributed  bv  TS(_!. 


UStTHIS  DIRECTORY  TO  LOCATE  THE  BEST  IN  EQUIPMENT,  FILMS  AND  PROJECTION 


For    16mm.   Film  —  400'  to  2000'   Reels 

Protect  your  films 

Ship  in  FIBERBILT  CASES 

Sold   at   leading   deslen 
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Production  fleviEW 

Supplemental    Listings    of   Qualified 
U.S.  Film  Producers  and  References 

District  of  Columbia 

AMERICAN   FILM   SERVICES 

L'lJS  K  Strett,  N.W'..  Washington.  D.C. 

I'hom-:  REpublic  7-1803 

I). lie  of  Organization:  January,   1946 

Henry  \'.  Hoagland.  President 
>tR\'IC;E.S:  Producers  of  16inm  films  specializing 
n  public  relations  films  for  colleges  and  univer- 
itics  for  fund  raising.  .\lso  producers  of  sport 
ilms  for  entertainment  and  instructional  use.  Dis- 
riliution  outlets  through  some  25  regional  Itimm 
ilni  libraries.  F.XCILITIES:  Contract  for  sound 
md   editing   with   companies   specializing    in    that 

)rk. 

lECENT  PRODUCTIONS  AND  SPONSORS 
\l()l  K).\  PICril'RES:  It  Hupjiem  on  nth  Slieti 
(.Albright  C:ollege,  Reading,  Pa.);  Life  More 
AhtuKlatit  (Randolph  Macon  College.  Lynchburg. 
I'a.):  Wafloril  Calling;  (W'alTord  C.olle,ge.  Spartan- 
)urg,  .S.C.);  I'annuord  (Hamline  University.  St. 
Paul.  .Minn.):  A  Community  of  Learning  (Oberlin 
:olIcgr,  Oberlin,   Ohio). 

NATIONAL   VIDEO   PRODUCTIONS,   INC. 

1115    11th  Street.  S.E..   Washington.   D.C. 

Phone:   LI  6-8822 

Date  of  Organization:   1953 

National    Video    Productions    operates    Capital 

Film    Studios,    1115    1 1th    St..    S.E..    as   a   service 

facility  for  protlucers. 

Harold  -\.  Iveats.  President 

V.  William  Hart.   Vice-President 

LuV'erne  Barry,  Director  of  Photografjliy 
SERVICES:  Production  facilities  and  personnel 
[or  makin.g  of  any  type  film  from  a  20-second  TV 
pot  to  a  full  length  motion  picture, 
lECENT  PRODUCTIONS  AND  SPONSORS 
MOTION  PICITRES:  Staff  and  facilities  lor 
Within  Man's  Power,  produced  by  Nicholas  Web- 
ster: To  Live  Tomorrow,  produced  bv  Mr,  Web- 
ster for  tile  Institute  of  Life  Insurance:  Secret 
Seii'ice  documentary  starring  Broderick  Crawford, 
produced  bv  Bill  Broidv  Productions,  Holhivood. 
TELEVISION  FILMS:  Staff  and  facilities  for  The 
Drew  Pearson  Series,  produced  by  Milton  Ham- 
arer:  The  Washington  Sfjotlight  Series,  produced 
by  Mr,  Hammer:  The  Fulton  Lewis  Jr..  Series,  pro- 
duced by  Washington  Video  Productions;  The 
Charles  Goren  Bridge  Series,  produced  bv  National 
Productions  and  Robert  J.  Enders  .Advertising, 
Inc:  Hand  To  Heaven  series,  produced  by  lire 
Hand  to  Heaven  Evangelical  .Association. 


for  those  who  want 


of  distinction 


SAM  ORLEANS  PRODUCTIONS 

— EXPfRIENCE    since' 1914 — 

311   w.  Cumberland 

/       knojiville,  tenn. 

/'  116  n.w.  2nd  street 

eklahama  cll|r,  okla. 


^  o 


WEST     COAST 


DESILU   PRODUCTIONS,    INC. 

846  No.  Cahuenga.   Holhivood.  California 

Phone:  HO  9-5981 

Date  of  Organization:    April.    1950 

Desi  .Arnaz.  President 

Martin  Leeds,  Exec.  Vice-President 

Edwin  Holly,  Treasurer 

.Argvle  Nelson.  Vice-President  in  Charge  of 

Production 
Richard  Mulford.  .Manager.  Com't  Dii'. 

SER\'ICES:  Complete  production  of  motion  pic- 
tures for  all  uses.  F.ACILITIES:  Studios.  35mm 
photography,  sound  recording,  editing,  opticals, 
jjrojettiiin   rfxtms. 

RECENT  PRODUCTIONS  AND  SPONSORS 
MO  riON  PICTURES:  /  Love  Lucy  (Blow  Co,); 
Our  .Miss  Brooks  (Young  &  Rubicam);  December 
Bride  (Benton  it  Bowles):  Wilh  (Dancer,  Fitz- 
gerald Sample);  Line-Up  (Grant-Sullivan,  Stauffer, 
Colwell  S:  Bayles);  Ray  Bolger  Show  (Lennen  & 
Newell). 

NORMAN   WRIGHT   PRODUCTIONS,   INC. 

sill  Mrhuse  A\iruie.  Hollwvood  16.  California 
Phone:  WEbstcr  3-9165 
Date  of  Organization:   19-18 

Norman  Wright.  President 
C.  .M.  Wright.  Secretary-Treasurer 
William  Perez,  Director  .inimalion 
Kenneth  Homer.  Production  Manager 
Gilbert  Wright.   Writer-Director 
Ralph   Hart.  Editorial  Department 
Howard  Severe.  Office  Manager 
Errol  Grey,   Writer-Director 

RECENT  PRODUCTIONS  AND  SPONSORS 
MOTION  pic:  I  I' RES:  The  Little  Indian  i.\rrow- 
head  and  Puritas  Water);  The  Halliburton  Story 
(Halliburton  Oil  Well  Cementing  Co.);  The  Sky's 
the  Limit  (Lfnistrut  Products  Company);  Power 
Pays  Off  (Bvron  Jackson  Companv);  Story  of  a 
Great  Discoi'er\  (Home  Products  International); 
Cylinder  Head  Overhaul  and  iMotor  Tune-uj)  and 
Engine  Overhaul  (Continental  Motors  and  Dia- 
mond T  Trucks). 

Complete    Copies   of    5th    Annual    Review 

■^  Copies  oi  the  complete  162-page  5th  .Annual 
Production  Re\iew  Issue  of  Business  Screen  for 
1955  are  available  from  publication  headquarters 
at  7064  Sheridan  Road.  Chicago  26.  Illinois.  While 
copies  last,  only  S2.(I0  each.  Sent  postpaid  if  check 
accompanies  order. 


FILM  ON  TELEVISION 

How  can  \uui  oigam/aLiuii  best  use  tihu  uii 
televisioni-  Vou  can  learn  in  a  hurry  by  tak- 
ing the  intensive  short  course  in  practical 
local  film  production  and  applications  offered 
cooperatively  by  Television  Station  WTVJ 
and    the    L"iii\ersttv    of    Miami. 


UNIVERSITY    OF    MIAMI  -  W  T  V  J 

TV    &    FILM    INSTITUTE 
3  weeks  -  July  11-31    


I  uo  sections  runnnig  siinultaneouslv:  Live 
Production  Section  and  Film  Production 
Section. 

Enrollment    limited.    For    description    and 
application  form,  write  to 

RADIO -TV- FItM    DEPARTMENT 

UNIVERSITY    OF    MIAMI 
CORAL    GABLES,    FLA. 


PETER   A.   BUTZEN 


SERVING  THE  ART 

AND 
ANIMATION  NEEDS 

OF 

MOTION   PICTURE 

PRODUCERS 

EXCLUSIVELY 

m 

159 

EAST  CHICAGO   AVE. 

CHICAGO    11,   ILL. 

• 

superior  7-8657 


WORLD  FAMOUS 


particulars 


SOUND  RECORDING 

at  a  reasonable  cost 

High    fidelity     16     or     35.      Quality 

guaranteed.    Complete  studio   and 

laboratory  services-    Color  printing 

and  lacquer  coating. 

ESCAR 

MOTION  PICTURE  SERVICE, 

7315   Carnegie   Ave., 
Cleveland   3,   Ohio 


IMMEDIATE  CASH 

FOR 

CAMERA  EQUIPMENT 


NEED  EYEMOS  (SINGLE  LENS  AND  TURRET), 
MITCHELLS,  ARRIFLEX,  DE  BRIES,  B&H  STAND- 
ARDS AND  HI-SPEEDS,  WALLS.  AKELEYS,  CINE 
SPECIALS,  AURICONS.  MAURERS,  FILMOS. 
ALSO  BALTARS,  COOKES  AND  OTHER  LENSES. 
SOUND  STAGE,  LABORATORY  AND  EDITING 
EQUIPMENT  OF  ALL  TYPES  REQUIRED.  PLEASE 
SHIP  INSURED  OR  FORWARD  DESCRIPTIONS 
AIRMAIL     IMMEDIATE   PAYMENT. 

GORDON    ENTERPRISES 

5362  N.  CAHUENGA  •  N.  HOLLYWOOD,  CAL 


NUMBER 
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Neorly   500  were  served   ot   Ninth   Annual   Workshop   bonquet. 

Calvin  Holds  the  9th  Wnrkshap 


'-pHE  NINTH  ANM  AL  Muti..i. 
-I-  Picture  Production  Workshop, 
sponsored  each  year  by  The  Calvin 
Company,  concluded  its  three  event- 
ful davs  on  March  23  but  the 
memory  lingers  on.  Approximately 
42.S  took  part  in  the  screening  ses- 
sions, heard  the  talks  and  partici- 
pated in  the  discussions,  represent- 
ing a  cross-section  of  all  kinds  of 
factual  film  users  from  37  states,  the 
District  of  Columbia  and  three  Ca- 
nadian  Provinces. 

W  orkshop  guests  at  Kansas  City 
this  year  represented  27  colleges 
and  universities.  68  business  firms. 
27  professional  producers  I  not  in- 
cluding television,  twelve  TV  sta- 
tions, centers  and  producers.  There 
were  also  people  from  eight  national 
associations,  nine  church  groups, 
four  motion  picture  labs,  ten  medi- 
cal institutions,  nine  state  conserva- 
tion commissions.  17  city,  state  and 
other  public  institutions,  seven  audi- 
visual  dealers,  and  nine  Federal 
services. 

U.S.  Government  departments  in- 
cluded men  from  Agriculture.  Air 
Force.  Corps  of  Engineers.  Fish  and 
Wildlife  Service.  Forest  Service.  In- 
formation     Administration.      Naw. 


Above:  Tom  Hope  (right)  formerly  of 
General  Mills  ond  now  with  East- 
mon  Kodak  enjoys  Workshop  reunion 
with  former  associate  Mike  Hosp  of 
General    Mills'    audio-visual    section. 


Public  Health  and  the  Signal  Corps. 
All  in  all.  it  was  a  pretty  complete 
pattern  of  the  non-theatrical  film 
and  its  principal  tvpes  of  users  to- 
day ! 

Highlights  of  the  program  in- 
cluded such  subjects  as  ""The  Mis- 
torical  Development  of  Motion  Pic- 
ture Techniques  by  James  Card, 
of  George  Eastman  House:  a  panel 
discussion  on  "Pricing  and  Selling 
Motion  Pictures"  and  an  afternoon 
session  on  "Films  Produced  in 
Canada."  As  usual,  guests  found 
many  practical  working  sessions 
especiallv  useful. 

This  was  the  ninth  successive  year 
in    which    Cabins   staff   and   sound 


Guests  form  the  registration  line  for 
the    Workshop    opening. 

stage  facilities  have  been  devoted  to 
these  programs.  A  great  deal  of  pre- 
liminarv  planning,  production  and 
other  efforts  are  undertaken  on  be- 
lialf  of  the  ('ompanys  guests.  Since 
the  first  12.S  gathered  in  1947,  at- 
tendance has  grown  to  its  present 
size,  climaxed  by  the  19.5.5  annual 
bamiuel  at  which  nearly  500  were 
served.  The  man  behind  the  pro- 
gram, fast  becoming  an  expert  on 
such  matters,  is  \eal  Keehn.  vice- 
president  in  charge  of  services. 
Workshop  guests  would  certainly 
agree  he's  eariuil  that  title.  g" 


SPRING      BRINGS      AUDIO-VISUAL      MEETING      TIME 

Visuals  for  IVavy  PR  Officers 


N\\  \1.  KKSKHN  ISIS  fr.im  all 
over  the  I  .S.  gathered  at  Glen- 
view,  niiiiois  in  mid- \pril  to  attend 
the  Navy's  Annual  Public  Relations 
Seminar.  Host  for  this  year's  pro- 
gram  was  FJear  Admiral  Dan  Gal- 
lerv.  Chief  of  Navy  .'\ir  Reserve 
Training  at  the  (Jlenview  base  and 
audio-visual  media  played  a  promi- 
ni-nl   \*nr\   in  the  jtrocffdiiigs. 


zes  e\er\  means  of  communication 
—  from  the  spoken  and  written 
«ord  and  through  his  specialized 
training  and  judgment  grasps  those 
tool>  and  media  which  are  mo.st  ef-j 
fecti\e  in  meeting  the  specific  prob-i 
lem  before  him.  ] 

From  a  film  dip  of  an  atomic 
blast  in  >ound  motion  pictures, 
through    live    meeting,    bulletin 


Demonstrating  visuals  for  Navy  public  relations  use:  left  above,  looking  at 
CPE-designed  cabinet  film  projector  are  (I  to  r)  O.  H.  Coelln,  Don  P.  Smith, 
Lt.  Comdr.  George  and  Lt.  Comdr.  Don  DeLone,  PR  director  for  Port  of  San 
Francisco.  Right,  at  top:  Ray  Helser  of  Florez  demonstrates  flannel  board 
technique.  Bottom  left;  Howard  Turner  showed  DuKone  sound  slidefilm  equip- 
ment and  operoting  technique.  Bottom  right:  Allan  Finstod,  educational  direc- 
tor,   Charles    Beseler    Co.,    demonstrates   Vu-Graph    for    overhead    projection. 


A  presentation  "Visuals  in  Public 
Relations"  by  Lt.  Comdr.  Douglas 
George.  L  SN'R.  was  the  highlight  of 
the  April  19  program  and  included 
every  phase  of  audio  and  visual 
media  from  motion  pictures  to  flan- 
nel boards.  The  scope  of  Mr. 
Georges  thoroughly  visualized  talk 
was  evident  in  his  opening  re}narks: 

"The  enterprising    PR    man    utili- 

Below:   Don   P.   Smith   of  Commercial 
Picture  Equipment  shows  Pan-Screen. 


boards.  Vu-Graph  slides,  sound 
slidefilms  and  Pan-Screen  presenta- 
tions. Mr.  George  enlisted  the  aid  of 
several  experts  to  demonstrate  the 
various  media  at  the  disposal  oi 
public  relations  people.  Cautioning 
his  audience  to  make  proper  use  of 
these  tools,  he  said: 

"There  is  always  danger  of  be- 
coming so  absorbed  in  the  clever- 
ness of  the  visual  that  the  target  for 
v>hich  it  is  prepared  is  missed.  .  .  . 
The  emphasis  is  loo  often  that  o) 
t;elting  the  visual  TO  the  person  and 
to,,    little    in    getting    THROl  (IH." 

Participants  in  the  A-V  program 
included  .\llan  Finstad.  Charles 
Beseler  Co.:  Ray  Helser.  Florez, 
Inc.:  Howard  Turner.  DuKane 
Corp.:  Don  Smith.  Conunercial  Pic- 
ture E<pii|)nient  Co.;  ('.  P.  Richter: 
and  ().  H.  Coelln.  Jr..  editor  and 
pulilisher    of   IJlsINKSS   S(  KKK\.       IJ" 


SOUND  TRACK 


for  High  Quality  REPRODUCTION 

Scotch  track 


The  only  low  cost 

magnetic  process  with 

High  Quality  Reproduction — 

(10  to   12  decibel  higher  gain). 

Has  uniform  quality — The  magnetic  track   is  uniform 

and   precise   in   thickness,   placement   and   width — micrometer   controlled ! 

It's  different!  —  A  non-liquid  process,  coated  by  Minnesota  Mining,  lami- 
nated by  Capital  to  your  film  absolutely  flat  and  smooth. 

No  crowning,  no  spreading,  no  crinkling  or  cracking. 

Gives  you  a  choice — 

l6mm  or  8mm  striping 

30,  50,  or  100  mil  track  width 

placement  on  the  base  or  emulsion  side  of  the  film. 


Fast,  Dependable  Delivery  in  Days  -  Not  Weeks ! 
Write  or  Call  Today  for  Details 


CAPITAL'S  NEWEST  ADDITION 

TO  ITS  LONG  LIST 

OF  QUALITY  SERVICES 

FOR  THE  CREATIVE  PRODUCER 


'  Scotch  Track  Brand 
Magnetic  Lominate  and 
the  accompanying  proc- 
ess ore  the  registered 
and  copyrighted  brand 
-omes   of  the   3M   Com- 


m  |m|"|p  m  I      '>^i^    film  laboratories,  inc. 

^P^^  B         B    I    ^P^^  ■■       fl^lj         Formerly  McGeary-Smiih  Laboratories,  Incorporated 

1905  Fairvlew  Ave.,  N.E.,  Washington  2,  D.C.  «     Telephone  Lawrence  6-4634 
Editing  •Procassing*  Printing*  RCA  Sound  Racordlnga  Capital  Film  Sludloa 


Through  the  Side  of  a  Live  Cow... 


I^rough  a  plastic  window  set  in  the  side  of  a  lit'ing.  healthy  animal,  a 
special  camera  miraculously  records  the  digestive  events  of  "The  Rumen 
Story." 

\u<liences  viewing  this  remarkable  color  motion  picture  actually  see 
how  multi-stomached  animals  con\ert  feed  and  roughage  into  meat, 
milk  and  wool.  They  watch  certain  digestive  processes  lake  place  inside 
the   stomachs   of  the   animal. 

Produced  for  the  Ralston  Purina  Company  by  The  Jam  Handy  Organiza- 
tion. "The  Rumen  Story"  illustrates  for  cattlemen,  dairymen  and  sheep 
raisers  some  of  the  complex  new  discoveries  of  science  in  the  field  of 
feeding   ruminants. 

To  clear  up  any  scientific  or  technical  subject,  call  on  The  Jam  Handy 
Organization  to  show  what's  what  with  motion  pictures  to  the  purpose. 


7^  JAM  HANDY  (^^oft^j^^z^ 


— To  f  isiinliiP  the  InrisibU 


►RESENTATIONS 

'ITTSBUfiGH   22 


lATEWAY  CENTER 


LIVE  SHOWS 

DETROIT   11 
s;i   E    GRAND  BlVD 


MOTION   PICTURES 


310  TALBOTT  BIDG 


SLIDEFILMS 

CHICAGO  1 


230  NORTH  MICHIGAN  AVE 


TRAINING   ASSIST.^ 

HCLLYWCOr  . 
/Z  5746  SUNSET  Bl 


"Magnificent  Matador" in  0l^Z%\mx 

an  Edward  L.  Alperson  presentation  released  by  20th  Century  Fox 

"The  Best  Color  Processing  job... we  liave  seen.' 


says  Producer  Edward  L.  Alperson 


C- 


//e\\Ve  color    o 


CALL  OR  WRITE: 


ro   c»" 


in  every  scene 


Laboratories,  Inc. 

HOLLYWOOD  6823  Santa  Monica  Blvd.  •   Hollywood  9-3961     •     NEW  YORK  105  East  106th  Street   •   TRafalgar  6-1120 


GREAT  MOTION  PICTURES  ARE  PROCESSED  BY 

tyyr/Ae  loborofories,  Inc.,  is  a  subsidiary  of  CHESAPEAKE  INDUSTRIES,  INC. 


3^r^//> 


A 


human-interest 
motion  picture 
about  automobile 
production,  showing 
how  today's  car 
is  custom-built  to 
the  owner's  wishes, 
right  on  the 
assembly  line. 


CARAVEL   FIIMS,  INC. 
730  FIFTH   AVE., 
NEW   YORK,  N.  Y. 
Circle  7-6III 


Consolidated  sweeps  I  Billboard  I  awards! 


". . .  and  Bell  &  Howell 
equipment  helped  us 
do  it!" 

sars  SID  SOLOW 

I'ice  Pretidrnt  and  General  Manager 
CoD»olidatcd  Film  Industries  (Hollywood) 

First  place  in  film  quality  .  .  .  first 
place  in  speed  . . .  first  place  in  econ- 
omy ...  a  "clean  sweep"  for  Consoli- 
dated Film  Laboratories  in  Billboard 
Magazine's  Tliird  Annual  Film  Serv- 
ice Awards  competition.  Consoli- 
dated uses  Bell  &  Howell  equipment 
in  every  major  step  of  film  processing. 


TECHNICIANS  AT  CONSOLIDATED  rely  on  Bell  &  Howell  equip- 
ment for  the  prize-winning  performance  that  helped  win  all  three  of 
Billboard's  top  honors.  "We  use  Bell  &  Howell  J  and  D  printers."  states 
Mr.  Solow,  "and  our  labs  turn  out  quality  films  fast  — at  reduced  cost." 


HONORARY  ACADEMT  AWARD  1354 
To  BelU  How.'lHor  47  Years 
of  Pioneering  Contributions 
to  the  Motion  Picture  Industry 


'^AUTOMATIC  SPLICERS  i»yBell&  Howell 

give  us  quick  splices  witli  a  weld  as  strong 
as  the  film  itself,"  explains  Ed  Reichard, 
chief  engineer  at  Consolidated  Laboratories. 

More  than  anyone,  professionals  know . . 


FILMOSOUND  PROJECTORS  are  used  to  inspect 
every  film  before  delivery.  Ted  Hirsch,  lab  superintendent, 
says  "Filmosounds  are  tops  for  delicate  treatment  of  film, 
yet  so  rugged  they  require  only  minimum  maintenance." 


experience  leads  to  Bell  &Ho\\^ll 


SEMI-AUTOMATIC   CONTINUOUS  PRINTERS  •  AUTOMATIC  FILM  SPLICERS  •   STUDIO   CAMERAS  .    EYEMO  CAMERAS   •    35mm   TO    16mm   PICTURE   REDUCTION   PRINTERS 
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OHN  DEERE 
Tle^^e^^  WILDING 


For  Its  Fourteenth  Feature  Picture 
To  Be  Shown  On  John  Deere  Days 
In  The  Principal  U.S.  Farming  Areas 


mum 


IB 


Back  in  1936,  Deere  and  Company,  makers  of  tractors 
and  other  farm  implements,  ordered  from  Wilding  its 
first  feature  picture.  The  fourteenth  in  the  series  will  be 
released  at  the  end  of  the  fall  harvest  season  for  show- 
ing in  the  principal  U.  S.  farming  communities  until 
spring  ploughing  time.  These  pictures,  written  and  pro- 
duced by  Wiiding,  do  not  attempt  to  sell  product  but 
are  creators  of  good  will  for  the  company  among  the 
country's  farmers.  In  the  cast  over  the  past  19  years  are 
such  names  as  Monte  Blue,  Arthur  Lake,  Jean  Parker, 
Slim  Summerville,  Zasu  Pitts,  Gale  Storm,  Billie  Burke, 
Don  Wilson,  Rochelle  Hudson,  Don  DeFore,  Minor  Wat- 
son, Kirby  Grant,  Marjorie  Reynolds  and  Buster  Keaton. 
We  are  proud  that  John  Deere  has  teamed  with  Wilding 
for  nearly  two  decades  and  that  John  Deere  Days  in  ru- 
ral areas  are  relished  by  large  audiences  year  after  year. 


The  1955  production,  "Tim's  Choice,"  involves 
4-H  Club  boys  and  girls.  Sets  pictured  here,  a 
county  fair  end  a  grange  hall,  were  built  on 
Wilding's  sound    stages   in   the   Chicago   studio. 


CHICAGO  NEW  YORK  CINCINNATI  ST.  LOUIS 
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NEW 


fOj)  DUOLITE 

Vfix  16  mm.  Proiector 


'^^ 
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SHOW  MOVIES  IN  LIGHTED  ROOMS 
. . .  Save  Darkening  Costs 


Technical  Service,  Inc.  announces  a 
new  model  sound  projector  de- 
signed exclusively  for  use  in  lighted 
—  or  hard  to  darken  —  rooms  .  .  . 
PIUS  all  the  features  of  regular 
projection.  A  TV-size  screen  is 
built  into  the  projector  for  daylight 
viewing  of  16  mm.  films.  For  larger 
oudiences  the  same  projector  can 
be  adapted  to  projection  on  any 
standard  screen  by  a  mere  flip 
of  the  wrist. 

This  is  a  complete  new  concept 
in  16  mm.  projection.  The  TSI— 
Duolite  is  the  first  projector  that 
offers  both  the  self-viewing  pro- 
jection feature  and  the  standard 
type  projection  on  a  separate 
screen.  When  utilizing  the  self-pro- 
jection screen,  you  eliminate  all 
need  for  a  separate  screen  and  for 
darkening  of  the  room  with  ex- 
pensive drapes  and  curtains.  The 


brilliant  image  permits  showing  of 
color  or  black  and  white  films  in 
any  lighted  room  without  loss  of 
picture  quality.  Only  with  the  TSI— 
Duolite  do  you  get  these  double 
projection  advantages. 

The  Duolite  projector  combines  all 
the  picture  and  sound  clarity  of  the 
well-known  DeVrylite  projector 
with  the  TSI  Suitcase  type  projector 
that  has  been  so  well  accepted  by 
industry  for  many  years. 

Best  of  all,  you'll  find  that  the  price 
is  right  for  this  remarkable  new 
projector.  Maintenance  and  serv- 
ice costs  are  extremely  low  as  well. 
The  Duolite  is  the  quality  DeVrylite 
projector  throughout,  built  for 
years  of  service.  You'll  find  the  dual 
projection  feature  to  be  econom- 
ical, convenient  and  extremely 
adaptable  for  your  use. 


Technical   Service,  Inc. 


DEPT.    C 

30865  Five  Mile  Road 


Livonia,  Mich. 


Canadian  Distribulion:  S.  W.  Caldwell,  Ltd.,  447  Jarvis  Street,  Toronto  5,  Ontorio 

Foreign  Diitribulion' 

Westrex  Corp.  (formerly  Western  Electric  Export),  1  1  1   Eighth  Ave.,  New  York  1  1 ,  N.  Y. 


TECHNICAL  SERVICE,   INC. 
30S6S   FIVE   MILE   ROAD 
UVONIA,  MICHIGAN 


—t 
I 
I 
I 
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Gentlemen;  I 

Please  send  me.  without  obligation,  complete  information     | 
OB  your  new  TSI-Di/olile  projector  featuring  dual  projection.     I 


NAME 

AFFILIATION. 
ADDRESS 

anr 


9tee 
/4wiUla6lc 

Complete  information  and 
specifications  on  the  new 
TSt-Duolite  projector  con  be 
obtained  without  obligation 
b/  mailing  in  the  coupon  at 
the  left. 


SEE    THE    NEW    T  S  I    DUOLITE    AT    THE    NAVA    TRADE    SHOW 

You're  invited  to  stop  at  the  Technical  Service,  Inc.  exhibit  at  Chicago's 
Hotel  Sherman  during  the  National  Audio-Visual  Convention  g>  Trade 
Show  on  July  24  to  27. 
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For  balanced 
color... use  byron 
color-correct* 
prints 


editing 
sound  effects 


byron 


complete  black  and  white 
laboratory  facilities 

-precision  magnetic  striping 


Studios  and  Laboratory 

1  226  Wisconsin  Avenue,  N.W.,  Washington  7,  D.C.     DUpont  7-1800 

*Reg.  V.  S.  Patent  Office 
PRACTICALLY    EVERY    16MM    FILM    PRODUCER    IN    THE   WESTERN   HEMISPHERE   IS  A   CLIENT   OF   BYRON 
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SLIDE-FILM 
PRODUCERS 


WE  BEGIN  WITH  YOUR 


• 

sound 

DONE  JN  OUR  STUDIOS  OR  YOURS) 

AND  END  BY  PROVIDING  YOU  WITH  THE 

•    finest 

•    slide -film  pressing 

• 

in  the  industry 

tie 

MUSIC 

supply 

SOUND  EFFECTS 

all 

SIGNALING  *  (ESI) 

\ 

MASTERING 

y 

or 

PROCESSING 

any 

PRESSING** 

part 

PACKING  &  SHIPPING 

^ELECTRONIC  SIGNAL  INSERTER  AN 
EXCLUSIVE  DEVICE  DEVELOPED  BY  US 
FOR   PERFECT  SIGNAL  PLACEMENT. 

**PURE   RED   VINYLITE   RECORDS 


DISC  recording  •  masters 
processing  •  pressing 

TAPE  recording  •  editing 
assembly 

FILM  recording  •  re-recording 
transferring  •  interlocking 


write  or  phone  for 
Special  Producers  Price  List 

UNIVERSAL  RECORDERS 

i.,6  757     HOLLYWOOD     BLVD. 
'ItQLLYWOOD  28,  CALIF.,  Hollywood  9-8282 


Cleveland  Holds  8th  Annual  FilmFestivall 

AUDIENCE   JURIES  AWARD    13   "OSCARS"   TO   SPONSORED  PICTURES 


TliiliTEE.N  ""UsiAKs"  wt-ri-  awarilLci  •.(mui- 
siired  motion  pictures  as  the  result  of 
wt'ifihtetl  voting  1)\  aurlieiu-es  at  the  iSth 
Aiwiual  C'le\ eland  Kilni  Fesli\al.  (-(jnducted  Lt\ 
the  Cl.^\  eland  Film  l^ouncil  in  the  Hotel  Carter 
in  that  city  on  June  21-22. 

Sponsored  films  won  all  but  five  of  the  18 
trophies  presented  in  16  main  categories  which 
ranged  from  Arts  &  Crafts  to  Public  Relations. 
Leading  the  oscar  parade,  sponsor-wise,  were 
the  General  Electric  Company  and  Pan  American 
World  Airways.  Both  of  these  companies 
financed  two  winning  entries.  Ahead  of  the 
column,  production-wise,  was  Henry  Strauss  & 
Co.,  Inc.,  with  three  productions  acclaimed. 

Victor  in  the  Industrial  Relations  category  was 
All  I  .\eed  Is  a  Conference,  produced  for  General 


Franklin    C.    Snyder,    managing    director    of 
WXEL-TV,  made  the  awards  presentation. 

Electric  by  Henry  Strauss.  Clean  Waters,  a  G.E. 
film  produced  by  Raphael  G.  Wolff  Studios.  Inc.. 
scored  under  Public  Relations. 

So  Smalt  My  Island,  winning  under  Travel, 
and  The  Nine  Lives  of  a  Satesmait.  winning 
under  Sales  Training,  brought  abundant  credit 
to  Pan  American  W  orld  Airways  as  sponsor  and 
Henry  Strauss  &  Co..   Inc.,  as  producer. 

Other  sponsored  films  voted  worthy  of  Cle\  e- 
land  Oscars  were: 

The  Perfect  Crime  I  Industrial  and  General 
Safety  I ,  sponsored   by   Caterpillar  Tractor   Co.. 

Speaker's  Table:  (I  to  r)  Elmer  Treece,  Treas. 
Cleveland  Film  Council;  Marietta  B.  Darsie,  Festival 
Screening  Chairman;  David  G.  Adam,  Chairman, 
8th  Annual  Festival;  and  John  Flory,  tiie  banquet 
speaker.  (All  photos  by  Cleveland  t-tblic  Library.) 


produced   b\    The  (^ah  in   (^otnpan\  :    Eye  to  //lel 
Inlcnoun    I  Industrie:!    Research  i .    spcmsored    by 
Consolidated    Engineering    Corp..    produced    by 
Jack     L.    Copeland     and     Associates;     Herejurd 
Heritage    (Public    Relations  l.   sponsored    In    ihe 


John    Flory   spoke   on    "The   Age   of   Vision" 
at   the   annual    Festival   awards   dinner. 

American    Hereford    Association,    produced    bv  ■ 
MPO     Productions,     Inc.;     Broncho-Pulmonary  i 
Segments    ( Medical    and    Nursing    Profession  i 
sponsored   by   Pfizer  Laboratories,   produced   by 
Campus  Film  Productions.  Inc. 

A  Family  Affair  I  Health.  Child  Training  and 
Mental  Health),  sponsored  by  the  Mental  Health 
Film  Board,  produced  by  Affiliated  Film  Pro- 
ducers. Inc. :  Letter  from  Pasquale  i  Human  Re 
lationsi.  sponsored  by  the  Community  Chest  of 
Allegheny  County,  Pa.,  produced  by  Mode-Art 
Pictures.  Inc.:  A  Missionary  to  W  atker's  Garage 
(Religious I.  sponsored  by  the  Baptist  Sunday 
School  Board,  produced  by  Family  Films.  Inc.; 
W  ild  Flowers  of  the  VI  est  (  Gardening  &  Horti- 
culture!, sponsored  by  Richfield  Oil  Co..  pro- 
duced by  Frederick  K.  Rockett  Co.:  In  the 
Street  (Experimental!,  sponsored  b\  the  Museum 
of  Modern  Art  Film  Library,  produced  by  Helen 
Levitt.  Janice  Loeb.  James  Agee. 

The  five  non-sponsored  winners  included: 
Bunka  (.Arts  &  Crafts!,  produced  by  Serisawa 
Brothers;     Asian     Earth     ( International ! .     pro 
(CONTINUED     ON      KOI.I.OWINC     PAGE     T  t;  N 

Speaker's  Table:  (I  to  r)  Rcbert  J.  Bellan,  President, 
Cleveland  Film  Council;  Franklin  C.  Snyder,  who 
made  trophy  p.-esentations;  Ethel  A.  Frank,  Coun- 
cil Secretary;  and  {foreground}  Shelby  A.  AAc- 
AAillion,  chairman  of  next  year's  Festival. 
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How  many  blocks?  6  or  7?  Appearances  can  be  deceiving,  but  the  good 
appearance  of  a  Precision  print  is  not  an  optical  illusion.  Immediately  apparent  are  the  results 
of  Precision-quality  processing. 

The  individual  attention  given  to  each  original  through  the  eniire  operation  has  earned 
Precision  its  top  spot  in  the  film  processing  field.  Leaders  in  the  photographic  profession  knoiv 
they  can  depend  on  Precision  for  accxtrate,  intelligent  handling  of  their  material.  And  constant 
research  continues  for  even  better  ivays  to  serve  yorir  requirements. 

In  everything  there  is  one  best . . .  in  film  processing,  it's  Precision. 
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FILM  LABORATORIES,  INC 

21  V/EST  4STH  STREET.  NEW         YORK  36.  N.        Y. 


kL^i^U^ 


A  division  of  J.  A.  Manrer,  Inc. 
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1  HE  matcWess  technical  perfection  which  a  Mitchell  camera  brings 
a  film  can  insure  the  investment  as  can  no  other  single  element  of  production. 

For  over  25  yciirs  constant  research  and  engineering  by  Mitchell  has 

continued  to  produce,  year  after  year,  the  most  advanced  and  only  truly 

professional  motion  picture  camera.  It  is  tradition.il  of  Mitchell  cameras  that 

in  addition  to  filming  the  world's  greatest  films,  they  are  to  be  found  wherever 

new  and  exacting  lechni(jnes  of  filming  are  being  successfully  used. 

Mitchell  cameras  are  today  dependably  serving  such  \  aricd  fields  as 
Television.  Business  and  Industr) .  Education.  Government,  the  Armed  Ser\  ices,  and 

major  .Motion  Picture  Studios. 


Milchcrt  cameras  ore  created,  not  mosl  produced— the  jome  supreme  custom 
workmanship  and  smooth,  positive  operotion  is  found  in  eoch  Mitchetl  comero. 
14  mm  or  35  mm.  Avoilable  to  give  Mitchell  Comeros  almost  limitless  capabil- 
ities, are  the  finest  of  professionol  accessories. 


/ff^Me/l^  ^^i^nem^ 


CORPORATION 


666  WEST  HARVARD  STREETGLENDALE  4,  CALIFORNIA-CABLE  ADDRESS:  (MITCAMCO) 
OC,    85%  of  the  motion  pictures  shown  in  theatres  throughout  the  world  ore  filmed  with  a  Mitchell 
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tMPIRE  Piiosoyi 

INCORPORATED 

Films     for    i  n  d  u  t  1  r  y     and     fe/eviiion 

1920     LYNDALE     AVENUE    SOUTH 
MINNEAPOLIS     5,    MINN. 


CEO.  W.  COLBURN    LABORATORY   INC. 

164     N  0  ft  T  H      IVAC/(£fl     DfllVE'CHICACO     € 
7£L  e  PHO  N  E     STATE     2-7  316 
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CLEVEL/IND  S   FESTIVAL 

i(i>\iiNi  Ki)   iiiciM    I'K  i:<  i:i>i  \  I.    i'\<.i-:   mki 

durril  i)\  Atlanti>  I'loductiims;  }  ours  for  a 
Song  I  Teaching  in  (Classroom),  produced  by  Roy 
Wilcox  Productions,  Inc.;  Geyser  Melodies 
(Music),  produced  by  Guy  D.  Haselton;  Seijriz 
on  I'roloplasm  (Teaching  in  Classroom),  pro- 
duced In  J.  M.  B.  Churchill.  Jr. 

In  tighth -scheduled  programs,  running  from 
9:30  a.m.  through  late  afternoon  during  the  two- 
day  contest,  the  Cleveland  audiences  viewed 
more  than  100  motion  pictures  to  complete  the 
oscar  selections.  Sixteen  screening  committees, 
composed  of  educators  and  representatives  of 
business  and  industry,  had  chosen  these  entries 
from     several    hundred     nominees     in     preview 


Audience  jury  screens  industrial  relations  films  at 
the   Cleveland    Film    Festival. 

sessions.  Preference  was  given  to  films  released 
since  January  1,  1954.  with  a  running  time  of 
30  minutes  or  less. 

Awards  were  announced  at  a  banquet  finale 
Wednesday  evening  in  the  Hotel  Carter.  Pre- 
senting the  Oscars  to  their  recipients  was  Frank- 
lin C.  Snyder,  vice-president.  Empire  Coil  Co. 
and  managing  director  of  tele\ision  station 
\^  \EL.  John  Flor\.  adviser  on  non-theatrical 
films.  Eastman  Kodak  Co..  addressed  the  ban- 
quet assembly  on  "The  .^ge  of  Vision  "  —  which 
he  described  as  a  time  of  new  accomplishments 
for  non-theatrical  films.  Robert  J.  Bellan.  Cleve- 
land Film  Council  president  and  training  as- 
sistant at  Brush  Electronics  Co..  was  toastmaster. 

Election  of  David  G.  Adam,  this  year  s  festi- 
val chairman,  as  president  of  the  Cleveland  Film 
Council   for  the  coming   year   was   announced. 


A  SLPERB  COLLECTION  OF 
MOOD  AND  BRIDGE  MUSIC 

For  Details  Write: 

AUDID-M/\STEH  Corp. 

17  East  45lh  Si.  •  New  York  17.  N.  Y. 


Council  leadership:  (I  to  r)  David  Adorn,  Festival 
Chairman  or\6  President-elect;  Elmer  Treece,  Treas- 
urer; Ethel  A.  Fronk,  Secretory;  and  Robert  J. 
Bellan,  President,  Cleveland  Film  Council.  (Cleve- 
lond  Public  Library  photos). 


Adam  is  the  manager  of  film  and  audio-visual 

communications  at  Fuller  &  Smith  &  Ross.  Inc. 
His  festival  committee  included:  Marietta  B. 
Darsie.  Cleveland  Heights  Board  of  Education, 
as  general  screening  chairman:  .Alice  F.  Green. 
Cleveland  Chamber  of  Commerce,  publicity 
chairman:  Eric  A.  Teel.  East  Cleveland  Public 
Librarx .  and  Ruth  F.  Moore.  Ohio  Bell  Telephone 
Company,  registration  chairmen.  Serving  as  re- 
ception committee  chairman  was  Jane  Fielding. 

Dr.  Arthur  Stenius  Dies  After  Long  Illness 

♦  Dr.  Arthur  C.  .Stenius.  director  of  Wayne  I  ni- 
versitys  Audio-Visual  .Materials  Consultation 
Bureau,  died  in  Harper  HospitaL  Detroit.  Mich., 
May  24. 

Although  he  had  been  ill  for  some  time.  Dr. 
Stenius  did  not  ease  up  on  his  various  activities. 
L ntil  the  time  of  his  death,  he  was  busy  with  the 
production  of  filmstrips.  recording,  and  motion 
pictures  for  schools,  local  business  firms,  and 
associates. 

*  Dr.  James  J.  McPherson.  executive  secretarv 
of  the  National  Education  Association,  has  ,n  - 
cepted  appointment  to  succeed  the  late  Arthur  (  . 
Stenius  as  director  of  the  .Audio-\  isual  Ma- 
terials Consultation  Bureau  at  Wavne. 

Dr.  McPherson  will  govern  the  bureaus  con- 
tinued progress  and  service  to  communitv.  in- 
dustrv.  and  schools.  In  his  capacity  as  associate 
professor  in  the  College  of  Education.  Dr.  Mc- 
Pherson will  teach  courses  in  education.  Bf 


Tempo  Bold 

'  Above  line  set  in  42  Doint. 

Available  in    1  8.  24.  30.  36.  42.  4B,  60  &  72  point  sizes 

.  .  .  the  most  practical  of 
all  typefaces  for  motion 
picture  and  slidefilm  titles 

One  of  many  typefaces  available  in  Knight  Studio  Titles 

KNIGHT  STUDIO 

159  East  Chicago  Avenue,  Chicago  II,  Illinois 
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PUBLIC   RELATIONS  •  EDUCATIONAL*  TRAINING  •  MEDICAL*  FARM 


I   Pictures   by  Audio... 


"FUNDAMENTALS  OF  FUEL  KNOCK"' 
An   engineering  report  on  the  et'^ectn 
ethyllead  as  a  knock  suppressor. 


20  rt^n*- 

••STOR''°^„al  swAy.°\„cduct.  - 

leaw<"  "'  ^ 

pilots  on  tvo  - 


18  mins, 
■ss   of   tetra' 


30  inin*- 
,„°;'Snts'oper.'-..ng  ""^^ 


(or    P"'"' 
conduvon'- 


tion. 


Wuslrat.ng  l«         ,   ,^s,i„g. 


i„^;"'plL'rr"--cH  and  Ks.in. 


.  .  .  AND  MANY  OTHERS  for  such  sponsors  as  Amer 
ican  Tel.  &  Tel.,  Cast  Iron  Pipe  Research  Assn.,  Ethyl 
Corp..  The  Texas  Co.,  U.  S.  Navy  Department  AND 
MANY  OTHERS 


Audio    Productio 


FILM     CENTER     BUILDING 


630     NINTH     AVENUE 
TELEPHONE    PLoza    7-0760 


NEW     YORK     36,     N.     Y. 


Frank  K.  Speidell,  President  •  Herman  Roessle,  Vice  President  •  P.  J.  Mooney,  Secretory 
Producer-Directors:    L.    S.    Bennetts  Louis  A.  Hanousek 

Alexander    Gansell  Harold  R.  Lipman 

Sales  Manager:  Sheldon  Nemeyer 


L.  W.  Fox,  Treasurer 
H.  E.  Mcidell 
Earl  Piirce 
Erwin   Schorf 


I 


,111^^ 


Manufacturers  and 
Distributors  of: 

Bloop  Punches 

Cans,  Film  Strip 

Editing  Tables 

Film  Bins 

Film  Racks 

Flanges 

Film  Editing  Gloves 

Leader  Stock,  16  &  35  mm 

Measuring  Machines 

Plastic  Cores,  16  &  35  mm 

Reels,  16  &  35  mm 

Reels,  Non-Magnetic 

Spilt  Reels 

Rewinds 

Sound  Readers 

Splicers 

Storage  Cabinets 

Vault  Cans 

Scotch  Tape 

Cloth  Tape 

Sound  Recording  Tapes 


HOLLYWOOD 
FILM    COMPANY 


HO-23284 
HO  4-7191 


precision  film  editing  equipment 


956  NO.  SEWARD  ST. 
HOLLYWOOD  38.  CALIF, 


«M 


Syracuse  University  Plans 
Historical  Film   Collection 

"¥  Lstal)lislinirnl  uf  a  historical 
lection  of  lOiniii  films  that  de] 
the  great  steps  in  the  teclinohi^Mcj 
and  cuhural  progress  of  the  I  nit© 
States  has  been  initiated  by  Syrs 
cuse  University.  Syracuse.  N.Y. 

This  collection  is  planned  to  inak 
available  to  scholars,  historiam 
writers  and  researchers  a  ivid 
variety  of  authentic  film  record 
that  document  the  early  hand  skill 
and  accurately  portray  the  signifi 
cant  commercial,  economic  am 
agricultural  landmarks  in  oui 
country's  growth. 

"The  university  will  be  renderinj 
a  special  service  to  scholars  and  re 
searchers  by  establishing  a  collec 
tion  of  historical  films  in  a  centra 
location  within  easy  access  to  uni 
versity  library  facilities  and  facultj 
research  work,"  Chancellor  WilliaD 
P.  Tolley  points  out.  The  universitj 
will  not  attempt  mass  distributioi 
of  the  films  to  other  schools. 

Syracuse  proposes  to  establish  at 
independent  foundation,  tentativel; 
entitled  the  American  Historica 
Filni  Foundation,  staffed  with 
board  of  trustees  and  an  advisor} 
council  of  specialists.  The  first  ste( 
in  this  project  will  be  to  locate  anc 
secure  appropriate  existing  film! 
for  the  archives. 

As  the  project  develo]js.  the  uni 
versity  envisions  stimulating  thi 
production  of  new  films  to  docu 
ment  historical  milestones  not  as^ 
yet  recorded  on  film.  Among  th« 
many  possibilities  along  this  limi 
would  be  a  series  on  "vanishing  ocl 
cupations"  which  would  focus  tht 
camera's  eye  on  the  peddlarl 
country  store  keeper,  circuit  rider 
carriage  maker  and  blacksmith. 

Temporarily,    films    accrued    foi 

the  archives  will  be  housed  in  th{ 

educational  film  library  at  the  unii 

versity's  Audio-Visual  Center.       JJl 

s       <j       » 

Consolidated    Film    Industries 
Gets   Reeves   AAagna-Striper 

♦  Installation  of  the  now  lOmiE 
Reeves  Soundcraft  Magna-Stripei 
at  Consolidated  Film  Industries  was 
completed  June  15.  CFI  will  be  tht 
"first  Hollywood  film  laboratory  to 
utilize  the  new  magnetic  strijiing 
equipment,"  outgrowth  of  the  35mni 
Reeves  development  which  won 
Academy  Award  two  years  ago. 

Consolidated  has  been  named 
west  coast  headquarters  for  Magna- 
Striping  requests  by  the  Reeves 
Corp.  CFFs  Magna-Striper,  located 
in  its  building  at  959  Seward 
Street,  Hollywood,  can  apply  mag 
netic  oxide  in  25  mil.,  50  mil.  oi 
100  mil.  widths  on  cither  black- 
and-white  or  color  film. 
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"BEAM  PILOTS"  GUARANTEE  GLA 

V 


On  all  J.  G.  McAlister  spot  equipment,  encircling 

every  Fresnel  lens-zone,  are  special  opaque  bands,  fused  to 

the  glass.  They  prevent  flare  and  unwanted  spill-light, 

by  controlling  side-beam  deflection  without  loss  of  useful  light. 

This  guarantees  you  an  accurate  light— a  concise, 

sharp-edged  circle,  from  spot  to  flood. 

Other  exclusive  J.  G.  McAlister  features; 

"Perma-Lock"  mirror  for  positive  alignment  after  every  globe 

removal;  "Easy-Action"  focus,  from  both  front  and  rear. 

J.  G.  McAlister  equipment  is  NOT  sold 
through  dealers.  Today,  call  or  write: 


NUMBER      4      •      VOLUME      16      •      1955 


1? 


SPECIALISTS  IN  VISUAL  SELLING 


%? 


IN  MOTION  PICTURES 
AND  SOUND  SLIDE  FLIMS 


^9^"' 


IN  TV  COMMERCIALS 


M 


IN  ADVERTISING 
ILLUSTRATION 


ALWAYS  SHOOTS  TO  SELL 


NEW  YORK 

200   East   SSth    Street 

CHICAGO 

IS  East  Ontario  Street 


PICTURE  PARADE 

FUNCTIONAL  FILMS  IN  THE  NEWS 

Esso   Standard's   Film   Tribute 
for  the  Acadian  Bicentennial 

M  l  hr  I'lfd^iK'  Miihfi.  a  new  <Iik-u- 
inciilai  y  film  |jri)diic-cil  for  llic  Ksso 
Standard  Oil  Company  In  com- 
memorate this  year's  Acadian  Bi- 
centennisl  Celebration,  is  now  avail- 
able on  a  loan  basis  to  civic,  educa- 
tional  and   other  groujis. 

Throufihout  the  sunnner  and  after 
the  opening  of  the  fall  semester, 
school  children  in  Louisiana  will 
have  an  opportunity  to  view  the 
film,  photographed  by  Arnold  Flagle 
in  the  bayou  countrx  of  southern 
Louisiana.  Distribution  in  other 
states  will  follow. 

The  color  movie  tells  how  a  trim 
little  pirogue  is  carved  by  hand 
from  a  single  cypress  log.  Pirogue 
making,  one  of  the  vanishing  crafts 
of  the  Louisiana  Acadians,  is  thus 
preserved  for  generations  to  come. 
Susan  Reed,  a  folk  singer  who 
plays  her  own  accompaniments  on 
an  Irish  harp  and  a  zither,  furnishes 
the  background  music  for  the  film. 
Made  by  Esso  to  pay  tribute  to 
the  Acadians  of  Louisiana  during 
the  year-long  Acadian  Bicentennial 
celebration,  the  film  was  formally 
dedicated  to  the  Bicentennial  or- 
ganization at  a  recent  ceremony  in 
Baton  Rouge.  The  first  print  of  the 
motion  picture  was  presented  to  the 
president  of  the  Acadian  organiza- 
tion. Dean  Thomas  J.  Arceneaux. 
by  H.  J.  Voorhies.  manager  of 
Esso's  Baton  Rouge  refinery.  5S' 


Gold  Filled  Mfrs.  Association 
Signs  for  Promotional   Film 

♦  The  Gold  Filled  Manufacturers 
Association,  Inc.,  of  Attleboro. 
Mass.,  commissioned  RKO-Pathe. 
Inc.,  to  produce  a  motion  picture 
to  be  used  for  public  relations,  sales 
promotion  and  dealer  education 
purposes.  Contracts  have  been 
signed  by  the  two  organizations, 
which  were  represented  in  the  nego- 
tiation by  Sidney  Kramer,  general 
sales  manager  for  RKO  Pathe.  Inc.. 
and  S.  L.  I  Bud  I  Cantor,  sales  pro- 
motion manager  of  the  Gold  Filled 
Manufacturers  Association. 

The  picture  now  has  the  working 
title  of  The  Gold  Filled  Story.  In 
addition  to  its  showings  for  all 
employees  of  the  manufacturers  in 
the  Association  and  their  dealers  at 
trade  exhibitions,  meeting,  etc..  it 
will  eventually  be  used  on  television. 
Merchandising  manuals  will  be  de- 
veloped, utilizing  excerpts  from  the 
film,  to  be  placed  in  thi-  hands  of 
retailers. 

The  Gold  Filled  Story  will  be 
fashioned  so  as  to  arre.st  the  atten- 


tion of  all  viewing  audiences.  .1-. 
velop  the  proper  information  uilli 
respect  to  sales  and  merchandi>.ing 
by  the  retail  nn-rchanis  or  their  sali-s 
clerks,  establish  the  necessarv  kno«|. 
edge  of  and  respect  for  gold  filled 
as  a  valuable  conunoditv.  and  at- 
tractively  display  gold  filied's 
beauty,  economy  and  versatility. 
It  is  intended  to  build  a  keen  ulti- 
mate consumer  apjireciation  of  gold 
filled  as  well  as  the  products  made 
therefrom,  and  it  will  establish  with 
emphasis  the  protection  which  the 
consumer  has  from  the  laws  of  the 
I  nited  .Stales  when  he  buys  gold 
filled   merchandise. 

New  Catalog  of  Boating  Films 

♦  Bringing  up  to  date  its  catalog  of 
films  on  recreational  boating,  the 
National  Association  of  Engine  and 
Boat  .Manufacturers  has  issued  a 
new  2o-page  revision  of  the  popular 
booklet.  The  pamphlet  lists  l.S.S 
boating  films  currently  available  to 
the  public. 

Since  the  publication  of  the  first 
catalog  many  old  films  have  dropped 
out  of  stock  and  new  ones  have  been 
added  on  nearly  all  phases  of  boat- 
ing. The  new  book  contains  the 
most  complete  listing  of  boating 
films  available  to  boating  enthu- 
siasts, civic  organizations,  schools 
and  public  libraries,  according  to 
Joseph  E.  Choate,  secretary. 

Copies  of  the  NAEBM"s  1955 
edition  of  Boating  Films  may  be 
obtained  free  of  charge  by  writing: 
National  Association  of  Engine  and 
Boat  Manufacturers,  420  Lexington 
Avenue,  New  York  17,  N.Y. 


•or    16mm.    Film  —  400'   to   2000'    Rosls 

Protect  your  films 

Ship  in  FIBERBILT  CASES 

Sold  at  leading  dealers 
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In  each  Md,  one  name 

stands  oirf.  In  film  laboratories, 

it's  Consolidated 

Film  Industries. 

Investigate,  even  casually, 
and  you  find  that  CFI's 
stature  in  the  industry  is 
no  accident.  Progressive 
engineers  and  technicians 
combined  with  up-to- 
the-minute  plant  and 
equipment  are  doing  an 
outstanding  job  in 
film  processing. 


► 


To  this  is  added  o  genuine  Desire  To  Please  .  .  .  and 
the  reason  for  Consolidated's  leadership  is  apparent. 


CONSOLIDATED      FILM       INDUSTRIES 

959  Seicard  Street,  Hollywood  38,  California  •  HOllywood  ,9-i4-J2 
7  740  Broadivay,  New  York  19,  New  York  •  JUdson  6-1700 


DIVISION  OF   lEPueilC  PiCT^JlES  CO»f. 


NUMBER      4 


VOLUME      16      •      1955 
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QUALITY 

IS  OUR  BUSINESS 


For  COMPLETE 
FILM  PROCESSING 


MOVIELAB  FILM  LABORATORIES,  INC. 

619  West  54th  Street,  New  York  19,  N.  Y. 


Sight  &  Sound 

NEWS  OF   PEOPLE  AND   PICTURES 

Heads  Twin  City  Film  Council 

♦\\r>li\  (iiiihiiH.  aii(li(i-\  iMiiil  ma- 
terials advisur  at  the  L'niversity  of 
Minnesota,  recently  was  elected 
president  of  the  Twin  City  Film 
Council.  He  replaced  Miss  Margaret 
Fletcher  of  the  Minneapolis  Public 
Library. 

Other  officers  elected  were:  Don- 
ald Spencer,  Northern  I'unip  Com- 
pany, vice-president:  Harriet  Miller. 
St.  Paul  Council  of  ("hurches,  secre- 
tary, and  Agatha  Klein.  .St.  Paul 
Public  Library,  treasurer. 
«        «        * 

Indian    Executive    Describes 
16mm  Role  in  India's  Economy 

♦  "India  is  building  her  economy 
based  on  peace,  and  16mm  films 
play  an  important  part  of  this  ex- 
pansion." That  is  the  statement  of 
S.  Sundra.  manager.  Electronics 
Limited,  New  Delhi.  India,  who  is 
on  an  extended  round-the-world 
visit  to  commercial  fairs,  exposi- 
tions and  conferences  with  suppliers 
for  his  company. 

Electronics  Limited,  with  offices 
in  several  major  cities  of  India,  is 
the  India  distributor  for  the  Victor 
Animatograph  Corporation.  Daven- 
port. Iowa. 

Visiting  Victor's  home  office  at 
Davenport,  Sundra  related  that 
16mm  films  are  most  important  in 
rural  and  adult  education  in  his 
country.  The  government-sponsored 
program  teaches  community  health, 
welfare  and  sanitation  and  better 
farming  methods.  The  India  Gov- 
ernment now  has  over  400  Victor 
Projectors  in  use  and  plans  to 
order  an  additional  large  quantity 
soon.  There  are  also  over  150 
Magnesound  ( magnetic  sound  at- 
tachment for  Victor  projectors) 
units  in  this  program. 

"The  people  of  m\-  country  have 
found  films  to  be  the  fastest  and 
most  effective  means  to  educate  the 
masses,"  Sundra  continued.  "A 
great  many  .'\merican  technical 
films  also  are  being  used  to  train 
our  workers." 


Chesapeake    Industries   Holds 
Visual  Review  for  Shareholder 

♦  (!lif>apcake  Industries.  Ini'.  luo 
o\cr  the  Translux  li.ith  Street  Tliea 
Ire  ill  \i-w  York  on  June-  loth,  i 
iikIci  111  show  its  shareholders  th 
expaniling  products  and  services  o 
its  subsidiaries  -  ranging  from 
new  lliilKuiKid  movie  to  mo\alil 
steel  partitions,  electronic  eqiii| 
mint  and  heavy  machinery. 

Entertainment  high  point  of  thi 
sharehiilder's  serei'iiing  was  a  shuw 
ing  of  The  Magnificenl  Matador, 
Cinemascope  feature  just  releasei 
by  2()th  Century  Fox  and  jjrintei 
in  coliir  by  Pathe  Laboratories 
Inc.,  a  Chesapeake  Industries  sub 
sidiary. 

Sharing  co-billings  with  the  bull 
fight  film  were  displays  in  the  lol.bi 
from  Chesapeakes  nine  subsidi 
aries,  with  officials  on  hand  t( 
answer  questions  on  products  ane 
operations. 

The  approximately  1.500  share 
holders  who  live  in  a  100-mile  radi 
us  of  New  York  were  invited. 

This  was  the  second  of  Chesa 
peakes  regional  showings  of  mo 
tion  pictures  and  products  for  iU 
shareholders.  More  than  1000  share 
holders  of  the  Cleveland  arei 
crowded  into  a  theatre  there  a  \eai 
ago  to  see  a  Chesapeakcsponsorec 
Gina  Lollobrigida  movie  in  Pathe 
color.  The  company's  largest  blocks 
of  shareholders  are  in  Clevelano 
and  New  \  ork. 


Radiant  Screen  Executive  on 
Sales  Jaunt  in  IS  Countries 

*  Viliilph  W  ertheiiner.  executive 
vice-president  of  Radiant  Manufac- 
turing Corp..  is  on  a  five-week  sell- 
ing trip  to  15  European  and  Middle 
East  countries.  The  purpose  of  the 
trip  is  to  introduce  new  lines  of 
projection  screens  and  anamorphic 
lenses. 

Among  the  countries  Wertheimer 
is  visiting  are  France,  Norway,  Ger- 
many. Sweden.  Italy,  Spain,  Israel 
and  Belgium.  He  attended  the  Inter- 
national Photdgraphic  Biennial  in 
Paris  as  an  exhibitor.  He  returns  to 
the  r.S.  in  earlv  Jidv. 


JUdson  6-0360 


Sam  G.  Rose  (left) 
discusses  Victor's 
sales  plans  for 
India    with    S.    Sundra 
manager  of  Electronics 
Ltd.  of  New  Delhi 
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CONSTRUCTION 


In  putting  up  a  building,  whether  it  be  a  ranch-house  or 
a  skyscraper,  to  assure  a  satisfaaory  job  requires  intricate 
blueprints,  executive  experience  and  a  well  trained 
construction  team. 

The  same  is  equally  true  in  the  planning  and  building  of  a 
motion  picture,  whether  it  be  a  TV  spot  or  a  documentary. 


Sound  Masters  for  18  years  has  "built"  successful  films, 
by  holding  to  the  concept  that  a  good  basic  idea  requires 
a  well  planned  structure  in  accordance  with  the  subject 
matter  and  its  purpose. 

That  is  one  reason  why  Sound  Masters  has  won  the  esteem 
of  many  loyal  clients  in  a  wide  range  of  industries. 


ESTABLISHED  t937 


SOUND  MASTERS,  INC 

165  WEST  46TH  STREET,  NEW  YORK  36,  N.Y. 


MOTION  PiaURES 

SLIDE  FILMS 

TV  SHORTS 

COMMERCIALS 

1 

PLAZA  7-6600 

r 

1 

^^^ 

^^^■^\ 

( 

1 

k 

the  mark  of 

-i 

^ 

excellence   in 
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CATE  &  MCGLONE 

; 

Jilins  for  i/idnslry 
1521  cross  roads  of  the  world 
hollywood  23,  California 
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Esso   Standard   Releases   Third    Film 
in    Overseas    Series    for    Television 


IN  CANADA! 


n 


RAPID  GRIP  and 


LIMITED 


FILM  PRODUCERS 


MOTION     PICTURE     DIVISION 
1040    the     QUEENSWAY 

TORONTO     14,     ONTARIO 


1  dui 


of 


liiiuu  lu-isouK  ill  a  m-w  s 
dustrial  world  travelogues,  produced  especi- 
ally for  television,  has  been  released  for  distribu- 
tion to  television  stations  by  the  Public  Relations 
Department  of  Standard  Oil  Company  (  N.J.  i . 

I  nder  the  series  title  of  Journey,  the  films  depict 
travels  to  areas  of  the  I  nited  Stales  and  abroad 
where  affiliates  of  the  conipanv  operate.  The  12'/^ 
minute  episodes  are  16nini.  b  \v.  Narration  is  by 
Cah  in  Thomas.  The  company  distributes  the  films 
to  stations  as  permanent  additions  to  their 
libraries  for  use  in  sustaining  time  periods. 

Depicts  Oil  Exploration  in  South  France 
The  third  episode  in  the  Journey  series,  entitled 
Operation  Manol.  is  about  the  arrival  of  oil  ex- 
ploration crews  in  a  small  picturesque  com- 
munity in  southwestern  France.  It  was  edited  for 
I  .S.  television  from  a  longer  film  produced  bv  the 
company's  French  affiliate.  Esso  Standard  S.A.F. 
Other  films  in  the  series  are  made  from  docu- 
mentary stock  footage  obtained  throughout  the 
world  for  use  in  the  company's  institutional  tele- 
vision commercial  on  Your  Esso  Reporter — TF, 
sponsored  on  20  eastern  stations. 

The  first  in  the  series,  Oil  and  Peoples  of  the 
W  orld.  shows  nationals  of  different  parts  of  the 
world  at  work  in  the  varied  phases  of  the  oil  busi- 
ness. The  second  in  the  series.  To  Sidon  and  Re- 
turn, is  about  the  voyage  of  a  tanker  from  Bel- 
gium to  Lebanon  carrying  back  crude  oil  from 
the  Middle  East  to  Western  Europe  refineries. 

"Journey"  Series  a   Public   Relations  Service 

The  company  states  that  the  purpose  for  the 
production  of  the  Journey  series  is  to  acquaint 
more  people  with  the  varied  aspects  of  the  oil 
industry  here  and  abroad  and  to  provide  a 
public  relations  service  to  television  stations. 

The  company  reports  that  reception  bv  tele- 
vision stations  to  the  Journey  series  has  been 
inost  favorable.  Comments  from  the  stations  in- 
dicate that  the  fihiis  fulfill  a  useful  purpose  in 
a  station's  programming  schedule.  The  films  are 
non-commerical  in  content,  the  company  being 
identified  only  in  production  credits. 

Jersey  Standard  plans  to  produce  further  films 
in  this  series.  Future  episodes  will  include  films 
about  a  towboat  voyage  up  the  Mississippi, 
geologists  at  work,  life  in  Lapland,  drilling  for 
oil  in  the  GuU  of  Mexico,  and  a  visit  to  Vene- 
zuela. Eastern  producers  have  participated.       1^ 


WORLD  FAMOUS 


A  COMPLETE  SERVICE 
^kmxiVi  k  NATIONAL 

mm  ORGANIZATION 


From  script 
to  screen 


-k    CLOSED  CIRCUIT  TV 

n:innin;,',   Prmluction 

-A-    FILM  PRODUCTION 

TV   Projrram   Films   •   Travet   Promotion 
Product  Promotion   .  Sales  Training 
Public  Kelations   Prnj«cts 

■A    SLIDE  FILM  PRODUCTION 

•    INDUSTRIAL  REPORTING  .  . .   inexpen- 

sive  reports  made  on  film  —  facts,  no  frills  or 
other  "grimmicks",  for  use  of  management  in 
evaluating  operations,  new  projects,  present- 
ing new  products,  for  use  in  Board,  Planning, 
and  Annual  Stockholders'  meetings. 


LAWRENCE 
CROLIUS 


Crolius-Produced  Films  For: 

Dtlta-US  Airlines  -  i.  I.  du  Pont 

CurHf  Wright  Prsp«ll,r  Div. 

0th  Btvotor  Company  •   and  ottlors 


Film  Production  Division 

MASTER  VIDEO  SYSTEMS,  INC. 

37  WEST  53rd  STREET,  NEW  YORK  22,  N.  Y. 


for 
partifulart 


CREATIVE 

SKILL  AND 

TECHNICAL 
PERFECTION 


•  MOTION   PICTURES 

•  FILMAGRAPHS 

•  SLIDE  FILMS 

•  SLIDES 

•  TRAINING  COURSES 

•  TRAINING  GUIDES 

•  FLANNEL   BOARDS 

•  TV  COMMERCIALS 

•  PAN   SCREEN   PROD. 

•  VU-GRAPHS 


254  WEST  54th  ST.,  N.Y.C. 
COIumbus  5-7620 
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SALES 


RENTALS 


THE     WORLD'S    MOST     COMPLETE    ASSORTMENT 
OF     PHOTOGRAPHIC     EQUIPMENT     FOR 

T  \l.  (wjIu  Mefofo  ricto  ^tuArn 


MICROPHONE    BOOMS 

FOR  ALL   PURPOSES 
SMALL,  MEDIUM,  LARGE 


M-R  Microphone  Boom 
with  Perambulator.  Quiet 
in   operation. 

Lightweight  model  Booms 
—  Model  C-12  and  C-17 

and  Century  Portable 
Mike  Boom.  Beautifully 
engineered  for  TV  and 
motion    pictures. 


AURICON 

CAMERAS 

Illustrated;  Cinevoice  with  3- 
lens  turret,  Zoom  Finder  and 
400   ft.   magazine. 


PRECISION 
SOUND    READER 

(16-35    COMBINATION) 

Simple  Ihreoding.  Polished  S'obilizer 
drum  with  needle  beorings.  Surface 
cannof  damage  film.  Precision  qround 
shofls.  Dimensions — 6  x  6  x  7'/j. 
AMPLIFIER:  117  volt,  60  cycle.  AC. 
Power  output  4  watts.  Heavv  duty 
AInico    V.    Speaker.    Safety    fused. 


LIGHTWEIGHT  ALUMINUM  SHOULDER  BRACES 

.  .  .  for  16mm  and  35mm 
cameras.  Sturdy,  yet  light 
enough  not  to  tire  user. 
Easy  panning  and  tilting. 
For  all  hand-held  cameras. 


CHANGING  BAG 

—  a  portable  darkroom.  Large 
enough  to  take  1000  ft.  35mm 
magazines.  Double  zipper.  Com- 
pletely   light-proof. 


*9.5mm  Lenses  in  16mm  C  mount.  18.5mm  (extreme  wide  angle-flat 
field)  Lenses  available  in  mounts  for  all  35mm  Motion  Picture  Cameras. 
'PHOTO  RESEARCH  Color  Temperature  Meters.  'Electric  Footage  Timers. 
'Neumade  and  Hollywood  Film  Company  cutting  room  equipment.  *Gris- 
wold  &  B.&H.  Hot  Splicers.  'DOLLIES  'Bardwell-McAllister,  Mole  Rich- 
ardson,   Century    and    Colortran    Lighting    Equipment.    Complete    line    of 


FRANK  C.  ZUCKER 


F  &  B  PRO  CINE-MOST 


MADE   IN    USA 

EXCLUSIVELY   BY   F&B 

Price  $135.00 

Heavy  Duty  Fibre  Case  $20.00 

AVAILABLE    DIRECT 

OR  AT  LEADING  CAMERA  DEALERS 


TRIPOD  IN  THE 
MEDIUM  WEIGHT  CLASS 

FOR   ALL   CAMERAS 

Does  your  fripod 
include  fhese 
exclusive  PRO  CINE 
features? 

A.  External  camera  lightening 
knob   with   angle   gears 

B.  Telescoping,  offset  tripod 
handle 

C.  Second  tripod  handle  posi- 
tion 

D.  Large  positive  pan  and  tilt 
locks 

E.  Brass  shaft  for  longer  wear, 
no    sticking 

F.  Separate,  precision  machined 
friction    plate 

G.  Aluminum  leg  tops— no  holes 
drilled    thru    wood    legs 

H.  Four  bolted  leg  supports 
with    leg    rest    ledge 

I.  Single  knob  leg  tightening 
— for  even  tension  and  no 
warping 

J.  Superb,  seasoned  and 
waxed    hardwood   legs.   Will 

never    stick. 


finesf  Precision  Craftsmanship 
and  Maferiols 

FRICTION    HEAD    UNCONDITIONALLY 
GUARANTEED    FOR    FIVE    YEARS 


HOLLYWOOD    FILM    CO. 

SYNCHRONIZER 


CUARANTEfD 

F/NfST 

PKCCISION    WORKMANSHIP 

I<  Of  35  mm 

2    gong 

4 
5 
6 

$125 
151 
190 

M5 
ISO 

Combination 

1-16  1.   1-35 
J-16  «  J-35 

SI8S 
250 

IMMEDIATE  DELIVERY 

Money   Back   Guorontee 


"Nominar  1 "  f/0.95  giving 
TERRIFIC  results  .  .  . 

Alcde    TV    film    under    moonlight    conditions    and 
over-exposed    films." 

Mr.  Murray  Lincoln 

Miller 

Director,  AudiO'Visual 

Jt  Education 

'  '  "       _J  Illinois  State  Normal 

College 


F&B 

NOMINAR 
1  "  f/0.95 
LENS 

In    C    mount    for    oil    16  mm    cameras 

"THE   FASTEST  CINE  LENS  IN  THE  WORLD" 

More  than  Twice  as  fast  as  f/1.4 

Der,nilion,    resolution    and    contrast 
as    good    ot     belter    than    any    comparable    lens 

Price   $165.00         $9.90   FET 

Including  — 

Series  VI  filter  holder,  sunshade 
Screw-on  dust  covers 
Leather  carrying  case 


ffii 


FLORMAN  &  BABB 

70  West  45th  Street,  New  York  19,  N.  Y. 

Phone:  Murray  Hill  2-2928 

Coble  Address -FLORBABB,  N.Y. 


Scholastic   Teacher   Magazine 
Announces  Annual  Film  Awards 

-♦'  Silicilastic  Toaclicr  Magazine  lias 
aniiiiiiiicetl  the  names  of  the  win- 
ners in  its  annual  National  Film 
and  Filmstrip  Awards.  The  evalu- 
ation was  on  usefulness  in  high- 
school  English  and  sorial  studies 
classrooms.     I  lie    uinners    were: 

Awards  to  Sponsored  Films 
Film  Award  I  sponsored  I  — Ac- 
roiiiiting:  Language  of  Business. 
sponsored  by  American  Institute  of 
Accountants,  produced  h\  Wilding 
Picture  Productions,  Inc.;  Ameri- 
can Farmer,  sponsored  by  Fortl 
Motor  Company,  produced  bv  MPO 
Productions,  Inc.;  America  For  Me, 
sponsored  by  Greyhound  Line,  pro- 
duced by  Jerry  Fairbanks  Produc- 
tions of  California;  Atom  Goes  to 
Sea,  sponsored  by  General  Electric 
Company,  produced  by  John  .Suther- 
land Productions.  Inc.:  Highway 
By  the  Sea.  a  Ford  film  produced  by 
Dynamic  Films,  Inc.:  Honiluras. 
sponsored  by  United  Fruit  Com- 
pany; In  the  Beginning,  produced 
for  Socony  Mobil  Oil  Company 
by  Gate  &  McGlone;  .Song  oj  the 
Feathered  Serpent,  sponsored  by  P. 
Lorrillard  Company,  produced  by 
Alan  Shilin  Productions;  So  Small 
My  Island,  sponsored  by  Pan  Ameri- 
can World  Airways,  produced  by 
Henry  Strauss  &  Co.,  Inc. ;  To  Con- 
serve Our  Heritage,  a  Minneapolis 
Moline  picture  produced  by  Martin 
Bovey  Films. 

Informational  Film  Awards 
Film  Award  (informational  films 
and  entrants  I —Seooer  t  alley.  Walt 
Disney;  Birth  of  a  Florida  Key, 
Films  of  the  .Nations;  Citizen  Makes 
a  Decision,  Young  America  Films. 
Inc.;  Freedom  to  Learn,  National 
Education  Association;  From  Soci- 
ahle  Six  to  Noisy  Afne.  McGra\\- 
Hill  Text  Films:  Kumak:  TheSleepy 
Hunter.  Film  Images;  The  Living 
City.  Major  Religions  of  the  World, 
Man  and  His  Culture,  Encyclo- 
paedia Britannica  Films,  Inc.;  W  on- 
ders  of  Plant  Groivth.  Churchill- 
Wexler;  World  Without  End 
rNE.SCO. 

The  Filmstrip  Award  Winners 
Filmstrip  Award  Winners  (and 
entrants)  —  American  Literature: 
The  Frontier,  Museum  E.xtension 
-Service;  American  Patriots.  En- 
cyclopaedia Britannica  Films;  £or/y 
American  History,  Young  America; 
Hotv  Steel  Is  Made.  V.S.  .Steel 
Corp.;  Jefferson  and  Monticello. 
Museum  Extension  Service;  Library 
Tools,  Young  America;  Pageant  of 
America,  Yale  University  Press 
Film  Service;  Secretarial  Training. 
-McGraw-Hill;     Toward    European 


Unity.  New  York  Times;  World  lie 
Live  In,  Life  Magazine. 

Ihese  releases  were  selected  by  a 
panel  of  leaders  in  the  audio-visual 
education  field,  heads  of  state,  city, 
college,  university  and  ])ublic  library 
visual  aids  departments.  1^ 

Agricultural  Television  Clinic 
to  Be  Held  in  September 

•^  \^ric  iilliiial  lclrsi^i<in  >how  pro. 
dueers  and  leaders  from  the  agri- 
cultural and  television  industries 
will  assemble  for  a  National  .Agri- 
cultural Television  Clinic  at  the 
University  of  Missouri,  September 
2.  3,  and  4. 

The  clinic  is  aimed  at  building 
creative  programming  into  agricul- 
tural television  and  generally  im- 
proving the  quality  of  farm  and 
home  television  shows.  Interested 
directors,  sponsors,  advertising  men, 
the  U.S.D.A.,  Land  Grant  Colleges, 
and  farm  organizations  are  trying 
for  more  impact  on  the  viewing 
audiences. 

The  roster  of  consultants  includes 
Dr.  Gerhart  Wiebe,  research  psv- 
chologist  of  CBS;  Ben  Park,  direc- 
tor of  public  affairs.  NBC;  Bill 
Suehmann.  visual  director  of  Omni- 
bus  and  the  Ford  Foundation  7"e/e- 
vision  If  or k shop:  and  Lynn  Poole, 
producer  of  John  Hopkins  Science 
Review  and  Tomorrow. 

The  clinic  is  sponsored  by  Agri- 
cultural Relations  Council,  Ameri- 
can Association  of  Agricultural 
College  Editors.  Association  of 
Land-Grant  Colleges  and  I'niver- 
sities.  National  Association  of  Tele- 
vision and  Radio  Farm  Directors. 
United  States  Department  of  Agri- 
culture, in  cooperation  with  the 
National  Project  in  Agricultural 
('ommunieations. 

The  program  will  try  to  answer 
such  questions  as:  What  do  we  have 
to  know^  about  our  audiences'?  What 
are  people  interested  in?  What 
motivates  people  to  action?  What 
are  the  principles  of  effective  tele- 
\ision  programming  and  produc- 
tion? How  do  you  visualize  scien- 
tific information  and  interest  the 
total  audience?  What  should  we  be 
lr\ing  to  accomplish  through  agri- 
cultural television? 

Complete  information  on  the 
clinic  is  available  from  John  \. 
Morrow.  National  Project  in  Agri- 
cultural Comnmineations.  Well.- 
Hall.  Michigan  Slate  College,  East 
Lansing,  Michigan.  1^ 

*        »        « 

New  Sound  Slidefilm  Guide 

♦  Fditnri.il  rcsi-anli  is  bring  com- 
pleted  cm  a  liJ.!.')-.")*)  edition  of  the 
Sound  Slidefilm  (aiide  bv  the  Edi- 
tors of  Bi  si.NKSs  Screen.  It  will  be 
released   July   22. 
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Our  fcp-flighf  creative 
and  pr 0 A n c t ion  sf afj  i s 
really  GOING  PLACES 
- — ivorking  wi/It  rlievfs 
all  over  f/ie  cpimfry 
lo  build  our  reputation 
as  the  nation's  leading 
producer  of  belter  films 
for    business. 


33     EAST    48TH    STREET.     NEW    YORK     17.     NEW    YORK 


201     NO.     OCCIDENTAL     BLVD..     LOS     ANGELES     26.     CALIFORNIA 


•+t  Seven  ot  the  12  winners  of  the  first  and  second 
awards  at  the  fifth  Annual  Fihn  Festival  of  the 
Film  Counejl  of  Greater  Boston,  held  Ma\  14. 
were  sponsored  motion  pictures. 

Industry  easily  held  its  own  in  the  "Industry" 
category  with  sponsored  subjects  receiving  the 
three  honors  allowed.  First  award  went  to  A 
Ma-ssachusells  Holiilay.  a  tourist-trade-niinded 
travelog  produced  for  the  .Massachusetts  Depart- 
ment of  Commerce  b>  Bay  State  Fihn  Produc- 
tions. Inc. 

Taking  second  Industry  awards  were  Clean 
Waters,  a  new  version  of  General  Electric  Com- 
pany's documentary  on  pollution  abatement,  pro- 
duced by  Raphael  G.  V^'olfl.  Inc..  and  .So  Small 
My  Island,  a  unique  tra\  el-culture  film  designed 
to  promote  business  for  Pan  American  World 
Airways  by  Henry  Strauss  &  Company.  Inc. 

"Before  They  Happen"  Best  of  Safety  Films 

In  the  Safety  section,  first  award  was  won  bv 
Before  They  Happen,  a  preventive  lesson  pro- 
duced for  the  National  Board  of  Fire  Under- 
WTiters  by  .\udio  Productions.  Incredible  Jour- 
ney, an  accident  nemesis  sponsored  bv  Sinclair 
Oil  Company  and  produced  bv  \^  ilding  Picture 
Productions,  Inc..  won  the  second  safetv  citation. 

Heading  the  Classroom  division  in  first  place 
was  The  .4tom  Goes  to  Sea.  an  inside  storv  on 
atomic  submarines  produced  as  a  public  rela- 
tions tool  for  General  Electric  by  John  Suther- 
land Productions.  Inc. 

Another  John  Sutherland  production.  Horizons 


Sponsored  Pictures  Win  Seven 
Awards  at  5th   Boston   Festival 

of  Hope,  sponsored  by  Alfred  P.  Sloan  Founda- 
tion. Inc..  won  second  award  under  Adult  Edu- 
cation. This  film  reports  on  the  progress  in 
cancer  cure  at  Sloan-Kettering  Institute. 

Remaining  first  and  second  honors  were  won 
by  films  produced  for  syndicate  and  educational 
organizations.  These  included:  an  Adult  Educa- 
tion first  award  to  Thursday's  Children,  pro- 
duced by  World  \^  ide  Pictures  for  Morse  Film: 
art  classification  awards  to  Drairin^s  oj  Lennanlo 
Da  I'inri.  produced  by  Basil  \^'right  for  Braiidoii 
Films.  Inc.  ( first  I .  and  The  Magic  Canvas,  pro- 
duced by  John  Halas  and  Joy  Batchelor  for 
British  Information  Services  (second  I:  and  two 
second  aw  ards  in  the  Classroom  section  —  Farm 
Hahies  and  Their  Mothers  ( Film  .Associates  of 
California  I  and  Mexican  Village  Family  I  Paul 
Hoefler  Productions  I , 

Audience  Juries  Screen   55   Pictures 

This  year's  festival  was  held  in  Boston's 
Sheraton  Plaza  Hotel  where  screenings  of  55  films 
approved  by  selection  committees  began  a  ballot 
competition  at  10  a.m.  Balloting  was  reported 
close  in  many  instances  as  audiences  judged  the 
films. 

Among  registrants  at  the  festival  were  repre- 
sentatives of  a   variety   of  industries,   including 


film  producers,  distributors  and  dealers  ii 
audio-\isual  equipment:  educators  from  publii 
and  paro(  hial  schools,  other  private  schools  anc 
colli'gis:  librarians,  social  service  workers;  gov 
ernment  employees,  hospital  personnel:  iirogran 
chairmen  from  women's  clubs,  parent-teacher  a» 
sociations  and  other  organizations.  Also  partici 
paling  were  clergy  men  and  other  religious  work- 
ers, and  representatives  of  the  Fine  Arts  and 
Science  Museums  and  various  art  groups. 

Alan   Lydiard   Presides  at  Awards  Luncheon 

Presiding  at  the  festival  luncheon  was  Council 
President  Alan  F.  Lydiard,  director  of  photogra- 
phy  for  the  John  Hancock  Mutual  Life  Insuranct 
Company.  An  in\ocation  was  offered  bv  The 
Right  Reverend  Timothy  F.  O'Leary,  Department 
of  Education,  Archdiocese  of  Boston.  Paul  Ra- 
dar, director  of  productions.  WGBH-TV,  spoke 
on  "A  New  Approach  to  Educational  Filming." 
Also  introduced  at  the  luncheon  was  Boston's 
Mayor  John  B.  Hynes. 

Film  Festival  Chairman  was  George  E.  Ro- 
ghaar.  Film  Council  vice-president  and  president 
of  the  New  England  Film  Service.  Inc.  Shoulder- 
ing council  leadership  with  Lydiard  and  Roghaar 
is  Mrs.  Muriel  C.  Javelin,  secretary  of  the  Boston 
Public  Librarv. 

Chairman  of  an  audio-visual  equipment  and 
material  exhibit  held  as  part  of  the  festival  was 
Emile  F.  Le  Vin.  United  States  Department  of 
Justice,  Film  Council  treasurer.  Jf 


TOP  PRODUCTION 
PROVED  RESULTS 


wen 


DISTINGUISHED 
MOTION    PICTURES 
FOR  INDUSTRY 
AND  TELEVISION 


zMu  rphy 

"Troductions.  Inc. 


723    SEVENTH   AVENUE     .     NEW   YORK    19,   N.  Y.     .     PIAZA   7-8144 
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FOR  TV  COMMERCIALS  THAT  CLIENTS  APPLAUD- 


Shoot;  on  Do  Pont  "SUPERIOR"  2, 
print,  on  Do  Pont,  Type.  824 


When  you  film  your  TV  commercials  on 
Du  Pont  "Superior"  2— and  print  them 
on  Du  Pont  Type  824  — you'll  get  footage 
to  satisfy  the  fussiest  client.  Here's  why: 

Du  Pont  "Superior"  2  is  the  all-purpose 
negative  film  for  both  indoor  and  outdoor 
sets.  It  gives  you  clean  highlights  and 
plenty  of  shadow  detail.  "Superior"  2  is 
fine-grained,  yet  fast  enough  to  keep  light- 
ing costs  down.  Its  wide  latitude  guaran- 
tees you  consistent  results. 

But  a  good  negative  is  only  part  of  the 
story.  You'll  need  the  fine  release  proper- 
ties of  Type  824— a  fine-grain,  low-contrast 


release  stock— to  get  the  best  out  of  your 
"Superior"  2  negatives.  With  Type  824, 
you'll  turn  out  prints  of  perfect  low- 
density,  low-gamma  TV  quality.  That  way, 
your  "Superior"  2  negative  gets  to  the  TV 
screen  in  all  its  original  tonal  fullness. 

Try  this  "Superior"  2— Type  824  team 
on  your  ne.xt  TV  commercials.  Results  will 
put  a  satisfied  smile  on  any  client's  face— 
and  more  of  his  work  in  your  studio!  E.  I. 
du  Pont  de  Nemours  &  Co.  ( Inc. ) ,  Photo 
Products  Department,  Wilmington  98, 
Delaware.  In  Canada:  Du  Pont  Company 
of  Canada  Limited,  Montreal. 


DISTRICT  OFFICES 

ATLANTA  5,  CA 805  Peochtree  BIdg. 

BOSTON    10,  MASS 140  Federal  Street 

CHICAGO  18,  ILL 3289  N.  ColifomiQ  Ave. 

CLEVELAND  14,  O.  1033  Union  Commerce  BIdg. 

DALLAS  7,  TEXAS 1628  Oak  Lown  Ave. 

LOS  ANGELES  38,  CALIF. 

7051   Sania  Monico  Blvd. 

NEW  YORK  11,  N.  Y. 248  West  IBIh  Street 

PHILADELPHIA  2,  PA...  .225  South   15th  Street 

BETTED  THINGS  FOR  BETTER  LIVING 

. . .  rHSOUGH   CHEMISmr 


SPECIFY  DU  POMT  UN  PICTURE  "^m 
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A  REVOLUTIONARY  NEW 
MEANS  OF  ANIMATED 
PROJECTION  FOR 
SALES  MEETINGS 


I  IN  FIVE  MONTHS 

$      CELLOMATIC     A!*^'' 

I   HAS  BEEN  USED 

$  BY  THE 

I  FOLLOWING  FIRMS 


rP-3^, 

m 


iNPomn 
mcr 


FORD  MOTOR  COMPANY 

PAN  AMERICAN 

PRUDENTIAL 

TEXACO 

WESTINGHOUSE 

NASH-KELVINATOR 


p     WYETH-PHARMACEUTICAL    § 


g 


UNITED  FRUIT  p 

P  HOT  POINT  0 

p  KAISER-WILLYS  p 

^  SYLVANIA 

^  DOW  CHEMICAL 

i        NATIONAL  ASSOCIATION  P 

^  OF  MANUFACTURERS  ^ 

^   NATIONAL  CASH  REGISTER  0 

SCHLITZ  # 


g 
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THANK    YOU! 

To    the    Natic.iai    Visual    Presentation 
Association  and  the  Sales  Executives  Club, 
our  thanks  for  awarding  First  Prize   in 
the    Film    Slides-Sales    Training    Category 
to   the  Anheuser   Busch   entry  — 
created  by  CELLOMATIC. 

Write  for  information  today. 

Better  yet.  See  Cellomatic  in  action  at 


CELLOMATIC     756   seventh   AVE.,    new   YORK    19,   N.Y.    •    PLaza   77895 

•PATENTED    BY    HOWELL-ROGIN    STUDIO,     INC. 


?:'    For  fhe  finest  quality  in  ^ 

16MM  COLOR  PRINTS 

Come  to  Hollywood  Film... 

~-     The  leaiTmg  Htm  lab  simt  190// 


The  OLDEST  16mm  Film  Laboratory 
is  now  first  with  the  NEWEST/ 

Holl/wood  Film  offers  the  newest  facilities 
in  the   1 6mm  field,  with  advanced  methods  end 
ipecial  equipment  thot  enoble  us  to  offer 
quoliiy  ond  service  unequalled  onywhere. 
Included  omong  our  new  editing  services  are 
zero  cuts  and  vorioble  length  dissolves  from 
12  to  96  fromes  to  provide  perfect  fades  ond 
dissolves,  without  cutting  the  original  scene. 


COMPLETE  16mm 
Laboratory  Service . . . 

•  Reduction  ond  Conlocl  Printing 

•  Negative  Developing  ond 

Reversal   Proceising 

•  Releoie  Prints  in  Color  or 

Black-and-white 

•  Kodochrome  Ouplicoting 

•  Shipping  i,  Receiving  Service 

•  Free  Projection  Service 

•  Free  Editing  Rooms  ond 

Storage  Vaults 


The  Oldest 
and  Most 
Experienced 
16mm  Film 
laboratory 


HOLLYWOOD  FILM 
ENTERPRISES,  INC. 

6060    SUNSET    BOULEVARD 
HOLLYWOOD  28,  CALIFORNIA 


Joseph  Betzer  Joins  Account 
Staff  at  Vogue-Wright  Studio 

♦  .|iim-|j1i  (;.  lii-tze-r  has  ji)inpfl  the 
iucoutit  ili-\fl(i|iinent  staff  iif  \'<ii;ue 
\\  rif-'ht  Sluflios.  Chica^-o.  liptzer  is 
I  rctuniiiif;  tii  tho  fihii  fichl  after 
loaviiif;  it  last  year  to  enter  private 
Ixisiiiess.  In  his  new  position.  Betzer 
«i!l  assist  husiness  and  industry 
eiistoiners  in  the  development  of 
more  efTective  films. 

Betzer  has  a  14-year  baek};round 
in  the  industry,  having  aided  in  the 
planninj;  of  films  for  training,  iner- 
ehandising  and  sales  promotion.  His 
earlier  film  work  received  awards 
from  the  (Chicago  Federated  Adver- 
tising Cluh  and  the  National  Com- 
mittee on  Films  for  Safetv.  He  for- 
merly w  as  associated  w  ith  Sarra. 
Inc..   in  Chicago. 


Koss   Directs   Mutuol-WOR 
Recording  Studio  Sales 

♦  Ernest  Ivoss  has  been  named  di- 
rector of  sales  for  the  Mutual-\^  OR 
Recording  Studios,  it  was  an- 
nounced last  month  by  John  B. 
Hayes,  manager. 

Koss.  who  joined  the  MBS-WOR 
Recording  Studios  in  1949  was  for- 
merly associated  with  Muzak  for  a 
period  of  four  years.  He  came  to 
Muzak  from  the  'R  orld  Broadcast- 
ing System  where  he  was  a  produc- 
tion executive.  In  his  new  post. 
Koss  will  supervise  the  sales  ac- 
tivities of  the  recording  division. 

The  recording  studios  recently 
have  expanded  their  production  fa- 
cilities to  take  care  of  the  increased 
demands  by  advertising  agencies, 
package  producers,  service  organi- 
zations, slide  film  producers,  educa- 
tional institutions  and  other  organi- 
zations using  transcriptions  and 
recordings. 

*        *        * 

Robbins  to  Ideal  Pictures 

♦  Richard  C.  Robbins  has  been 
named  head  of  the  sponsored  films 
division  of  Ideal  Pictures.  Inc..  Chi- 
cago. Formerly  with  Television  Film 
Productions,  located  at  Columbus. 
Ohio.  Robbins  has  a  ~ 
film  production  and  tv 
sales  background. 


EB  Films  Shifts  Diclcman  to 
West  Coast;  Brown  to  Chicago 

•♦'Two    major    shifts    in    personm  I 
recently     were    announced    by    tn-    ii 
(  yclopaedia   Britannica  Films,  Inc.,   B 
W  ilmette.    111.,    by    Dennis    R.    "«  11     ' 
Hams,    vice  president    in    charge    <f 
distribution. 

Joseph  Dickman  has  been  af>- 
pointed  western  regional  manager 
and  will  make  his  headquarters  in 
the  company  s  preview  librarv  at 
562.5  Hollywood  Blvd..  Hollvwood, 
Cal.  He  will  be  responsible  for 
Britannica  film  operations  in  Cali- 
fornia. Oregon.  \^  ashington.  Idaho. 
Montana.  \^  yoming.  I  tah.  Arizona, 
Colorado  and  Nevada. 

Taking  Dickmans  place  in  the 
midwest  regional  spot  is  Robert  P. 
Brown,  who  has  been  the  company's 
district  manager  in  Ohio.  Brown 
will  supervise  film  distribution  in 
North  and  South  Dakota.  Nebraska, 
Iowa.  Minnesota,  V^  isconsin,  Michi- 
gan, Illinois,  Indiana  and  Ohio. 
»        •        » 

RKO-Pathe  Filming  TV  Series 

*  KkO-I'athe.  Inc..  is  now  filming 
.52  programs  of  the  half-hour  TV 
show.  The  Big  Idea,  at  the  com- 
pany's studios  in  New  York.  Jay 
Banafield.  executive  vice-president, 
will  serve  as  producer  of  the  filmed 
series,  which  demonstrates  new  in- 
ventions. Donn  Bennett  Produc- 
tions, Inc..  will  syndicate  the  pro- 
gram nationally  in  .September. 


Langlois   Expands 
Filmusic  Facilities 

♦Langlois  Filmusic. 
Inc..  .New  York,  has 
moved  offices  and  edit- 
ing rooms  to  enlarged 
6th  floor  facilities  at 
619  \V.  54lh  St.  Narra- 
tion recording  and  cut- 
ting, auditioning  rooms, 
sound  effects  librarv  and 
mixing  facilities  have 
been  added. 
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PROUDLY 

SERVING    THE 

INDUSTRIAL 

LEADERS 

OF   THE    NATION 


American-Radiator 

&  Standard  Sanitary  Corp. 

American  Telephone 
&  Telegraph  Co. 

American  Tobacco  Company 

Andrew  Jergens  Company 

Brown  &  Williamson 
Tobacco  Corporation 

Burlington  Mills  Corp. 

Church  World  Service 

Colgate-Palmolive  Company 

Cudahy  Packing  Company 

Gulf  Oil  Corporation 

Lever  Bros.  Company 

Liggett  &  Myers  Tobacco  Co. 

Manchester  Oil  Ref.  Ltd.,  England 

Nash-Kelvinator  Corporation 

Pabst  Brewing  Company 

Phillips  Petroleum  Company 

Procter  &  Gamble  Company 

Protestant  Radio  Commission 

Remington  Rand,  Inc. 

R,  J.  Reynolds  Tobacco  Co. 

F  &  M  Schaefer  Brewing  Co. 

Sterling  Drug,  Inc. 

United  Coffee  Growers  of  Brazil 

United  States  Air  Force 

United  States  Army 

United  States  Brewers 
Foundation,  Inc. 

United  States 

Department  of  State 

Wallerstein  Company,  Inc. 


PETER    ELGAR 
PRODUCTIONS,   INC. 

18  East  53rd.  New  York  22,  N.  Y. 
MU  8-5626 


MOTION 

PICTURES 
FOR 

INDUSTRY 
EDUCATION 
TELEVISION 
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You  Asked  for  it- Here  it  is 


TWIN-SEIECTROSIIDE 
WITH  96  SLIDE  CAPACITY 

Here's  on  unbelievobly  versatile 
automatic  slide  chonging  projector 
using  2x2"  slides.  ^These  can  be 
made  from  naturol  color  or  black- 
ond-white  35mm  film^.  Here's  projec- 
tion as  you  wont  it— and  need  it,  with 
scientific  precision  and  occurocv. 


either  by  remote  control  or  set  auto- 
motic  controls. 

SELECTROSLIDE  helps  you  sell 
ideas,  products,  focilitles  .  .  .  we  will 
be  glad  to  send  you  the  name  of  our 
nearest  dealer  to  demonstrate  the 
new  TWIN-5ELECTROSLIDE  or  any 
of  our  other  excellent  models.  Write 
for  illustrated  literoture. 


#  Greoter 
flexibility 
and  efficiency 

#  Con  be  used 
for  Stereo 

Reolist  or 
Leica  Stereo 

#  New  control 
unit  mounted 
in  rear 

#  Endless  sound 
adoption 

is  possible 


^7     Spindler  &  Sauppe 

▼  2201  Beverly  Blvd..  Los  Anaelei  S7.  Calif     Pkon. 
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PRINCIPAL  U.S.  BUSINESS  FIRMS,  AGENCIES,  TRADE 
AND  GOVERNMENT  GROUPS  USING  AUDIO-VISUAL  MEDIA 


lighting  problems? 


call  Jack  Frost 


Any  time  the  job  calls  for  extra  light- 
ing, tough  lighting  problems  on  the  set 
or  on  location  anywhere,  coll  on  Jack 
Frost,  world's  largest  supplier  of  tem- 
porary lighting  facilities. 

Our  complete  equipment  and  expert 
skills  in  lighting  have  been  used  for 
yeors  on  some  of  the  country's  top 
shows,   movie  sets  and  TV   productions. 


Rental  Equipment  at  low  cost.  Service 
includes  Installation  ond  removal  all  at 
the  one  low  cost. 


Merqiiiy  TV  ami  Film  Prmluction 

Du  Mont  Unveils  "Elecfronicam"  TV-Film   System 


'T'llK  1)1  \I(i\T  •■|;ii-(lroiii(ain" 
-*•  IV -film  svslem.  unveiled  in 
New  York  lasl  month,  is  the  latest 
flevelopnient  in  the  search  for  a 
nier^'iii':  of  lele\  ision  and  film  pro- 
duelion. 

Although  the  jiriiicijjle.  per  se.  is 
iioi  new  (Blsixk.ss  Screen  reported 
somewhat  similar  systems  devised 
by  sueh  producers  as  Larry  Gordon 
Productions.  Jerry  Fairbanks  Pro- 
ductions, and  RKO-Pathe.  Inc..  as 
long  as  five  \  ears  ago  I .  the  Du 
Mont  TV-film  camera  is  said  to  be 
the  first  to  utilize  a  common  lens 
and  the  first  to  integrate  the  entire 
operation  of  simultaneous  television 
and  film  production  into  a  finished 
and  established   pattern. 

What  This  System   Promises 
The  Du  Mont  "Electronicam"  svs- 
lem.  now  in  experimental  operation. 
permits: 

1.  A  high  quality  film  to  be  re- 
corded in  color  or  black  and  white 
from  a  standard  b  w  television  pro- 
gram while  the  telecast  is  in 
progress.  This  film  may  he  30  min- 
utes in  length. 

2.  A  16mm  motion  picture  for 
theatre  or  tv  use  to  be  filmed  in  color 
or  b/w  in  the  time  it  takes  to  be 
viewed  as  a  telecast,  by  using  tv 
viewing  screens  and  fast  tv  shooting 
techniques.  3.5mm  films  may  be 
available  with  later  models. 

3.  The  finished  quality  print  to 
be  made  ready  for  distribution  by 
means  of  a  technique  employing  an 
"editing  master"  film  as  a  guide  in 
quick  preparation  of  the  final  film. 

In  its  present  operation,  the  '"Elec- 
tronicam"  system  incorporates  an 
image-orthicon   camera  head   and   a 


film  camera  mounted  side-b\ -silic- 
on the  same  base  and  recording 
with  a  common  lens  system.  I.igiil 
passing  through  the  common  lens  is 
split  into  two  parts,  one  to  the  film 
and  one  to  the  pickup  tube  of  tin- 
unit's  television  section. 

Continuous  Control   of   Focus 

A  focus  control  located  on  ihi- 
back  of  the  tv  camera  section  has 
been  modified  so  that  it  controls 
the  focus  for  the  common  lens  s\--- 
tem.  This  permits  continuous  con- 
trol of  focusing  duritig  the  entire 
shooting  sequence.  Because  both  tv 
and  film  cameras  receive  light 
through  the  same  lens  system,  the 
image  is  sent  to  both  cameras  in 
focus.  The  operator  determines  the 
focus  by  looking  at  the  image  in 
the  television  camera  s  electronic 
view  finder. 

The  '"Electronicam"  svstem  func- 
tions with  either  of  two  basic  types 
of  pickup  units.  One  type  permits 
simultaneous  broadcasting  of  stand- 
ard quality  live  monochrome  tele- 
vision signal  while  the  high  quality 
motion  picture  film  of  the  identical 
scene  is  recorded  in  color  or  black 
and  white.  The  other  tvpe  of  pickup 
unit  permits  either  a  color  or  b/w 
movie  film  to  be  recorded  or  a 
standard  live  monochrome  signal  to 
be  broadcast.  L  se  of  this  second 
miit  in  motion  picture  production 
provides  such  tv  studio  advantages 
as  rapid,  less  expensive  shooting 
and  the  use  of  monitors  to  control 
action,  it  is  claimed. 

In  addition  to  the  high  quality 
film  being  shot,  an  "editing  master" 
is  produced  by  the  "Electronicam"' 
I  f :  O  N  T I  \  I   E  D     ON     PAGE     28) 


Do   Mont   "Electronicam"   System   shown    below   at   work    on    combined 
televising  and  of  typical  television  program,  "Captain  Video." 
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EAST  5 3«e  STREET 


Campus  Film 
Productions 


Same  man 


* 


New  film  problem 


■^he  came  back  — 

—  they  always  do! 


PLaza  3-3280 
New  York,  N.Y. 
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Self-Aligning 
Flisment 
for 

continuous 
True  Focus 


At  room  tempcralure.  Sylvania  pre- 
focused  filament  assembly  is  positioned 
for  perfect  alignment. 


At  operating  temperatures,  filament  ex- 
pands slightly — but  special  straight-line 
construction  keeps  filament  in  exact 
position  for  perfect  beam  alignment.  No 
loose  elements  to  ride  out  of  position  or 
\sarp  during  heating  and  cooling. 


Anotlier    reason  why 

SYLVANIA    PROJECTION    LAMPS 

are  your  best  buy 


Here's  another  good  reason  why  you  get  supe- 
rior screenings  with  Sylvania  projection  lamps 
— Sylvania's  straight-line  bridge  construction. 

With  this  special  beam-positioning  feature. 
Sylvania  lamps  focus  light  directly  on  reflector. 
Light  center  won"t  drift  or  change  focus  dur- 
ing a  screening— won't  waste  its  power  by 
spilling  light  out  around  reflector. 

Sylvania's  straight-line  bridge  construction 

It's  "the  Projection  Lamp  w 

SYLVANIA- 


^ 


is  another  of  the  important  extras  that  make 
Sylvania  projection  lamps  your  best  buy.  And, 
remember,  Sylvania  projection  lamps  also  offer 
fused  lead-in  wires,  all-around  glass  inspec- 
tion, and  color-correction  for  true  screenings, 

SvLVANiA  Electric  Products  Inc., 

1740  Broadway,  New  York  19,  N.  Y. 

In  Canada:  Sylvania  Elec/ric  (Canada)  Lid., 

Vniversily  Tower  Building,  Montreal 

ith  the  Shock  Absorber" 

. .  fastest  growing  name  In  sight 


CLCCTRONICS 


TELEVISION 


ATOMIC  CNERCV 


OVER   8,000   BUSINESS,   GOVERNMENT  AND   TELEVISION 
FILM  USERS  NOW  READ  BUSINESS  SCREEN  EACH  MONTH 


CRAIG  BIG  SCREEN  MOVIE  VIEWER 


No  need  to  darken  the  room  when 
you  use  this  brilliant  biy  screen 
Craig  Movie  Viewer.  Ideal  for 
viewing  oreditingmotion  pictures 
or  TV  films.  Easily  set  up  with 
Craig  or  other  standard  rewind- 
ing equipment.  Craig  complete 
editing  equipment  is  made  in  two 
models : 

CRAIG  PROJECTO-EDITOR-Portable 

motion  picture  viewer  and  editing 
outfit  weighing  lOVi  pounds.  Con- 
sists of  Craig  Viewer  illustrated 


•  Large  (3y4  x  4'/4  in.|  hooded  screen 

•  Flat  field  projection  lens  and 
ground  &  polished  condenser  lens 

•  Rotating  optical  prism  shutter 

•  Stainless  steel  film  guide 

•  Left  to  right  film  travel 

•  Automatic  lamp  switch 

•  Built-in  frame  marker 

•  Focusing  and  framing  adjustments 

•  75  watt  projection  lamp 
49.50  '""  '6  mm.  or  8  mm.  model 


above.  Take-up  and  Rewind  Reel 
Spindles,  Craig  Master  Splicer, 
Craig  =7  Film  Cement,  and  Carry- 
ing Case.  16  mm.  or  8  mm.  model, 
$79.50  complete. 

CRAIG  PROFESSIONAL  EDITING 
EQUIPMENT- Cnn.sists  of  Craig 
Viewer,  Craig  Ma.ster  Rewinds 
which  accept  2000  foot  reels,  Craig 
Master  Splicer,  hardwood  mount- 
ing board,  and  Craig  Formula  -7 
Film  Cement.  16  mm.  model  onlv, 
$79.50  complete. 


Write   for   tlluttraled   lilerolure,    KALART,    PLAINVILLE,    CONN.    DEPT.    BS-6 


DuMONT    ELECTRONICAM: 

I  ttl-N  i  1  M    l:l)      iliuM       l'A(,l,      2(m 

system  in  tin-  furiii  of  a  leldraii- 
scriptioii  film  or  kinescope  which 
serves  as  a  guide  for  assemhK  of 
the  final  film  product.  Ihis  editing 
master  —  or  workprint  —  is  made 
by  exposing  a  film  to  the  pictures 
appearing  on  the  face  of  a  cathode- 
ray  tube  which  is  reproducing  the 
eleclroiiically-edited  program.  The 
editing  master  immediately  shows 
which  camera's  footage  was  chosen 
by  the  director  during  the  shooting 
and  records  the  wipes,  fades,  dis- 
solves, scene  shifts,  and  other  effects 
which  appeared  on  the  nidiiitor. 

Negatives  Are  Synchronized 
A  special  editing  device  locks  the 
several  negatives  from  the  ''Elec- 
tronicam"  system  in  synchroniza- 
tion with  the  editing  master  so  that 
all  can  be  run  off  slowlv  and  in- 
spected together.  The  guide  can  be 
lined  up  with  the  high  definition 
negatives  to  determine  where  the 
special  effects,  which  appear  on  the 
editing  master,  should  be  indicated 
on  the  high  definition  negs  —  so 
they  may  be  added  during  process- 
ing of  the  final  film. 

The  advantages  of  the  Du  Mont 
system  for  television  and  the  mo- 
tion picture  industry  were  summar- 
ized by  James  L.  Caddigan.  director 
of  programming  and  production  for 
the  Du  Mont  Television  Network. 

Quality  Standards  Defined 
The  system,  he  said,  delivers  live 
television  pictures  of  qualitv  identi- 
cal with  that  of  current  tv  standards 
and  simultaneouslv  provides  a 
movie  film  of  quality  to  that  of 
standard  motion  picture  fihn.  The 
system  allows  a  half-hour  film  to  be 
shot  in  exactly  that  time  in  contrast 
to  current  methods  in  which  a  half- 
hour  film  takes  several  davs  to 
several  weeks  to  shoot.  The  com- 
pleted filtn  can  be  made  readv  in  a 
matter  of  hours  instead  of  davs. 
Caddigan  pointed  out. 

Those  attending  the 
initial  demonstration  in 
New  York  saw  two 
movies.  One  in  color  and 
b  K.  demonstrated  the 
quality  the  system  is 
capable  of  producing. 
The  other  explained  the 
system's   operation. 

Plans  are  under  way 
to  explore  possibilities 
of  selling  or  leasing  the 
"Electronicam''  system 
to  producers,  agencies  or 
tv  stations  but  no  de 
cisions  have  been  made 
and  no  prices  have  been 
established.  Q- 


Wisconsin's  A-V  Institute 

♦  ■■llrllir  iiiidi-r>l;iiiiliiig  .if  audio- 
\isual  teehiii<|ui's  in  the  classroom 
and  ciMiMiiuiiit\"  is  the  theme  of  the 
12th  animal  Audio. \isual  Edu<a- 
lion  Institute  which  begins  a  three- 
day  program  on  the  Iniversily  of 
Wisconsin  campus  at  .Madison  on 
July  19. 

-More  than  300  teachers.  sch.".l 
administrators,  audio-visual  din' 
tors  and  members  of  the  Wisconsin 
Department  of  Audio -Visual  In- 
struction, an  adjunct  of  the  Wis- 
consin Educatiim  .Association,  will 
attend  the  meeting.  The  institute  is 
sponsored  by  the  UW  Extension 
Division's  Bureau  of  Audio-Visual 
Instruction  in  cooperation  with 
WDAVI. 

Seerley  Reid.  chief  of  visual  edu- 
cation in  the  U.S.  Ofiice  of  Educa- 
tion, will  address  the  conference  on 
July  20.  at  1  p.m.  On  July  21  the 
institute  members  will  hear  a  talk 
on  community  use  of  educational 
films  by  Maurice  B.  Mitchell,  presi- 
dent of  Encyclopaedia  Britiannica 
Films.  Inc..  Wilmette.  III. 
*        *        * 

3,000  U.S.  Government  Films 
Described   in   UWF  Catalog 

♦  Some  3.UUU  motion  pictures  and 
slidefilms  produced  under  the  aus- 
pices of  the  departments  and  agen- 
cies of  the  United  States  government 
are  listed  and  described  in  the  195.S 
L.S.  Government  Catalog  published 
by  Lnited  World  Films.  Inc.,  New 
\ork.  The  16mm  movies  and  3.5mm 
slidefilms  are  available  for  purchase 
from  United  W  orld  Films. 

This  is  the  1.5lh  consecutive  year 
that  L  W  F  and  its  predecessor  com- 
pan>  has  been  awarded  the  contract 
for  the  sales  distribution  of  U.S. 
government  visual  materials.  The 
films  are  designed  for  use  in  schools 
and  industry.  Further  information 
may  be  obtained  by  writing  to  Ed- 
ward C.  Riley.  Manager.  Govern- 
ment Films  Dept..  United  World 
Fihns.  144.5  Park  Ave.,  New-  York 
29.  New  York.  g- 


for  tHose  who  want 


*  films 
of  distinction 


SAM  ORLEANS  PRODUCTIONS 

— EXPfRIENCE    SINCE*  191 

311  w.  (umbertend 

/       IriMxvllla,  tciM. 

/'  11*  II. w.  and  ilrcet 

~        •ktohMno  cllr,  ekla. 
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Theatre-Qj/ality  Sound  and  Pktnres  on  Giant  Screens 
with  16mm  FILMS ! 


RCA's  two  professional  arc  projectors — 10  and 
30  amps.— are  truly  portable  machines  that  enable 
you  to  put  on  an  impressive,  "big  time"  show, 
indoors  or  out,  with  l6mm  film.  On  screens  up 
to  20  ft.  wide  your  pictures  will  have  exceptional 
brilliance.  The  25-watt  amplifier  is  especially 
designed  for  l6mm  reproduction  of  speech  and 
music  at  high  level.  RCA's  dependable  mechanism 
and  "thread-easy"  film  path  enable  any  operator 
to  quickly  put  on  your  show  before  large  audiences 


.  .  .  special  reels  and  10  amp.  carbons  can  carry 
a  full  rwo-hour  program  without  changing. 


For  further  information  on  the  Porto-Arc  and  the 
complete  RCA  line  of  16mm  projectors,  mail 
coupon  today. 


AUDIO-VISUAL  PRODUCTS 

RADIO    CORPORATION 
of   AMERICA 

ENGINEERING  PRODUCTS  DIVISION  •  CAMDEN,  N.  J. 

In    Canada:    RCA    VtCTOR    Company    Limited,    Montreal 


Radio  Corporation  of  America 

Oept.  SC-25,  Building   15-1,  Camden,  New  Jersey 

Please  send    me  complete    information  on  the    RCA  line  of  400 
and  Porto-Arc  16mm  Projectors. 
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PROMOTION! 

Only  thru  the  development  of 
ability  in  your  employees  will  they 
become  more  valuable  to  you. 
Much  depends  upon  your  super- 
visors. 

How  v/ell  do  they  delegate  author 
ity? 

How  well  do  they  prepare  em- 
ployees for  promotion? 

The  answers  to  these  questions 
spell  out  how  well  your  supervisors 
ore  developing  people  in  your 
organization. 

Show  your  supervisors  how  to  do 
this  job  with: 

"PROMOTIONS, 

TRANSFERS  AND  TRAINING 

FOR  RESPONSIBILITY" 

part  of  an  outstanding  sound  slide 
program  SUPERVISOR  TRAINING 
ON  HUMAN  RELATIONS,  which 
includes: 

•  "THE  SUPERVISOR'S  JOB" 

•  "INTERPRETING 

COMPANY  POLICIES" 

•  "SUPERVISOR  AS  A 

REPRESENTATIVE  OF 
MANAGEMENT" 

•  "INDUCTION  AND  JOB 

INSTRUCTION" 

•  "HANDLING 

GRIEVANCES" 

•  "MAINTAINING 

DISCIPLINE" 

•  "PROMOTING 

COOPERATION" 

You  may  obtain  a  preview 

without  obligation. 
Write  Depf.  S  for  details. 


INC. 

6108   SANTA  MONICA  BLVD. 
HOUYV/OOD  38,   CAllfOBNIA 


IVatiuiml  Audio-Visual  Cuuvmiiiuu 

Announce  Chairmen  of  Major  Sections  for  1955  Program 

Cal. ;  Harold  Guzofsky.  Colorado 
Visual  Aids  Supply  Co.,  Denver; 
M.  N.  Hillver.  Hoover  Brothers, 
Inc.,  Temple,  Texas:  Van  Hinkle, 
.\udio-Visual  Supply  Company, 
Portland,  Ore.;  E,  H.  Johnson, 
Snap  Shop,  Inc.,  Knoxville.  Tenn. 
Miss  Bobbie  Kendall.  W'ilfong  & 
Kendall  School  Supply,  Hickory. 
N.C.;  Lloyd  k.  Hutchins.  Herschel 
Smith  Company,  Jackson,  Miss.; 
Martin  Mendro,  Midwest  Visual 
Equipment  Company,  Chicago; 
Herbert  Smolinsky,  Photo  Service, 
Inc.,  Des  Plaines.  111.;  Charles 
Stamps,  Ty  Sidener  Company.  Oak- 
land. Cal.;  Edward  Taylor.  Taylor 
Films.  Huron.  S.D. :  Albert  Thom- 
son, Jr.,Callioun  Company.  Atlanta. 
Ga.;  and  Eben  Webber.  Headlight 
Film  Service,  South  Portland. 
Maine.  9^ 


■¥■  Chairmen  of  the  six  major  sec- 
tions in  the  195.S  National  .-Vudio- 
Visual  .Xssociation  convention  pro- 
gram have  been  announced  by  .\lan 
B.  Tw  yman  of  Tw  yman  Films,  Day- 
ton. Ohio,  head  of  the  association's 
convention  committee.  The  chair- 
men and  their  sections  are: 

W.  H.  I  tz.  sales  manager.  Coast 
Visual  Education  Company,  Holly- 
wood— Selling  to  .'Schools;  P.  Ray 
Swank,  president.  Swank  Motion 
Piitures.  St.  Louis,  Mo. — Enlertain- 
menl  Films:  E.  F.  Burke,  Burke"s 
.Motion  Picture  .Service.  South  Bend. 
Ind.  —  liusiness  .Management:  P.  H. 
Jaffarian.  manager.  Audio-\  isual 
(Center.  Seattle.  Wash.  —  1  our  Re- 
ligious Market:  Ainslie  R.  Davis, 
president.  Davis  Audio-\  isual  Com- 
pany, Denver,  Colo.  —  Advertising 
&  Sales  Promotion;  Robert  P. 
.\brams,  vice-president,  general 
mgr..  \^  illiams.  Brown  &  Earle. 
Inc..  Philadelphia.  Penn.  —  Selling 
&  Serving  Industry. 

A  Visualized  Convention 

Held  at  the  Hotel  Sherman,  Chi- 
cago, July  22-27,  this  year"s  NAVA 
convention  will  feature  a  "visual- 
ized" program.  Separate  panels  and 
small-group  sessions  are  not  being 
scheduled.  During  each  of  the  one- 
hour  programs  a  group  of  five  or 
six  topics  will  be  presented  by  au- 
thorities. These  presentations,  about 
10  minutes  in  length,  will  be  visual- 
ized by  overhead  transparencies, 
slides,  and  other  visual  media. 
Members  will  be  seated  at  desks  and 
special  notebooks  will  be  provided. 

"Tn  this  year's  NAVA  program 
we  are  trying  to  practice  what  we 
preach  b\  making  extensive  use  of 
audio-visual  materials.'  Twyman 
said.  "We  are  trying  to  present  the 
constructive  and  down-to-earth  busi- 
ness information  which  NAVA  mem- 
bers need  in  order  to  furnish  con- 
tinually better  service  to  their  clients 
and  A-V  users,"  he  added. 

Nome  Scholarship  Winners 

Names  of  16  NAVA  members 
who  won  scholarships  to  the  1955 
National  Institute  for  .\udio-Visual 
Selling  at  Indiana  University  have 
been  announced  by  Dr.  K.  C.  Rugg 
of  the  university's  audio-visual  cen- 
ter. The  winners  included: 

Jack  Freeman,  Florida  Audio- 
Visual  Service,  Tampa,  who  was 
highest  scorer  with  18  correct 
answers;  Peter  .\Uinger,  Viewsound 
Supplies,  Vancouver,  B.C.;  Gordon 
Gore,  Jr.,  and  L.  H.  Sanborn,  Mc- 
Curry  Folo  Company,  Sacramento, 


16mm   Equipment,   Film   Stock 
Shows  Export  Rise  in   1954 

♦  A  total  of  7,616  sixteen  milli- 
meter sound  projectors,  valued  at 
S2,467,623,  were  exported  from  the 
United  States  during  1954.  accord- 
ing to  tallies  announced  by  the 
Business  and  Defense  Service  Ad- 
ministration, U.S.  Department  of 
Commerce. 

Sixteen  millimeter  film  and  equip- 
ment export  totals  figured  sub- 
stantially in  the  over-all  export 
inventory  of  no n theatrical  and 
theatrical  products  which  amounted 
to  839.082,772.  a  gain  of  about  33 
percent  over  1953. 

Export  of  1,796  16mm  silent  pro- 
jectors, valued  at  $177,482,  was  re- 
ported. There  were  4,793  16mm 
cameras,  valued  at  §597,249,  sent 
abroad. 

Of  16mm  n)otion  picture  positive 
rawstock  film  exported  in  1954 
there  was  76.674.504  linear  feet, 
valued  at  .5675,866.  Of  16mm  raw 
negative  film  exported  there  was 
73.167.288  linear  feet,  valued  at 
.51.852.552.  Of  exported  16mm  ex- 
posed or  developed  motion  picture 
feature  films  there  was  a  total  for 
negative  features  of  2.877,588  linear 
feet,  valued  at  8143,660  and  a  total 
for  positive  features  of  31,530,761 
linear  feet,  valued  at  §942,782. 

Exports  of  all  types  of  mo- 
tion picture  equipment,  including 
cameras,  projection  equipment, 
sound  and  studio  equipment,  during 
1954  were  valued  at  814,470.800, 
about  23  percent  higher  than  1953. 


IT'S  NOT  LIKE 
HORSESHOES . . . 

No,  indeecJ,  it's  not  like  horse- 
shoes, because  in  sales  work 
close  ones  don't  count. 

Only  CLOSED  ones  ring  up 
sales,  and  commissions,  and 
over-rides,  and  promotions. 

Closing  a  sale  isn't  a  hit  and 
miss  proposition.  It  requires 
definite  techniques. 

A  knowledge  of  these  tech- 
niques, and  knowing  how  to  use 
them,  will  help  your  salesmen 
to  close  more  —  instead  of 
merely  coming  close  .  .  . 

Show  them  how  to  close  with: 
"CLOSE  ISN'T  CLOSED" 

part  of  the  outstandingly  suc- 
cessful sound  slide  program  ... 
AGGRESSIVE   SELLING 

Vou  may  obtain  a  preview 

without  obligation. 

Write  for  details. 


INC. 

6108  SANTA  MONICA  BIVO. 
HOUYWOOD   38,  CALIFORNIA 


, 


BUYERS    READ    BUSINESS    SCREEN 


30 


BUSINESS     SCREEN     MAGAZINE 


No  matier  which  you  use... 

EVERY 


PROJECTOR    IS 


Many  projectors  LOOK  somewhat  alike, 
in  appearance  and  price— but  Viewlex 
has  something  extra!  Rigidly  controlled 
standards  of  QUALITY  carried  through 
every  step  of  manufacturing  assure  pro- 
jectors that  are  trouble  free  and  a 
delight  in  operation.  VIEWLEX  QUALITY 
CONTROL  is  a  precious  property— it  is 
the  real  reason  why  Viewlex  guaran- 
tees every  Viewlex  projector  for  a 
lifetime* 


VIEWLEX  VIEWTALK 

Playj-  standard  and  long- 
playing  records,  up  to  16" 
—  two  permanent  needles 
on  twist  arm.  33'/3.  ^5.  or 
78  r.p.m.  Model  WR — 
4"  X  6'"  detachable  speaker 
for  150  or  300-watt  Viewlex 
projectors.  Model  WHD — 
6'"  I  9"  detachable  speaker 
4or   500-watt   projector. 


V-22C-V-25C 


For  35mm  filmstrip  single 
and  double  frame,  vertical 
and  horizontal  pictures,  2  x  2 
and  Bantam  slides,  any 
type  mount.  Change  from 
filmstrip  to  slides  !n  sec- 
onds. V2C— 1 50-watt.  V-22C 
— 300-watt  motor  fan  cool- 
ed. V-25C— 500-waH  motor 
^an  cooled.  3-5-7-9- M  inch 
lenses. 


VIEWMATIC 

Rennotely  controlled  and  au- 
tomatic magazine  fed  slide 
projection  of  2  x  2  slides. 
Holds  30  slides,  changed  by 
remote  control  push-button 
or  automatic  timer.  Runs 
■forward  or  backward  at  any 
speed.  For  teachers,  lec- 
turers, sales  and  advertising 
promotions. 


Hi-Fi  sound  and  picture. 
Easy  to  record.  Easy  to  edit. 
Fait  wind  and  rewind.  I  full 
hour  on  every  5"  reel.  Per- 
fect for  schools,  churches 
and  industry.  Accommo- 
dates any  Viewlex  Projector. 


V-4S  —  V-44S 

For  single-frame  filmstrip. 
The  ideal  budget-priced 
filmstrip  projector.  Clear, 
sharp  projection;  brilliant 
illumination;  simple  to  oper- 
ate. Cannot  tear  film.  Mod- 
el V-4S  150-watt  convec- 
tion cooled.  Model  V-4^S 
300-watt  motor  fan  cooled. 
2",  3".  5"  and  7"  focal- 
length    tenses    available. 


STRIP-0-MATIC 

Remote  control  35mm  film- 
strip  advance  mechanism. 
Hand-held  push-button.  Al- 
ows  complete  freedom  of 
movement.  Speaker  can 
stand  wherever  he  wishes, 
or  even  sit  with  the  audi- 
ence. For  use  with  all  View- 
lex filmstrip  projectors  (il- 
lustrated  here  with  V-25C). 


Write  Dept.  B-5  for  literature  and  the  name  of  your  nearest  franchised  Viewlex  Dealer. 


"Chonge-O-Matic"  Automatic  slide 
changer  accommodates  paper,  glass, 
metal,  or  tape  slides  intermixed. 


35-01     QUEENS    BOULEVARD 
LONG    ISLAND   CITY    1,    N.    Y. 
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ZT7,T7yA 

CONTINUOUS 

PROJECTOR. 

Performs  in 
lighted   room 

Self-contained  screen 
•    Pre-threaded   film 


It  Sells- 
On  Sight 

THE  COMPLETELY 
DEPENDABLE  SALESMAN 
SELLING  YOUR  PRODUCT- 
YOUR  STORY-ENDLESSLY 
WITHOUT  SUPERVISION 

•  Self-contained  speaker 

•  800-foot   continuous  film   reel 

Direct  sales  are  easier  .  .  .  promotion  more  potent  .  .  .  training  work 
simpler  .  .  .  operating  costs  dramatically  lower  with  the  Busch  CINE- 
SALESMAN  16mm  continuous  movie  projector  on  your  staff.  Hundreds 
of  CINESALESMAN  projectors  are  now  selling  for  scores  of  national 
concerns  everyivhere.  Look  for  the  CINESALESMAN,  it's  sure  to  catch 
your  eye  and  ear  at  conventions,  sales  presentations,  displays,  point  of 
sale  locations,  trade  shows  ...  in  fact,  anywhere  and  everywhere  that 
sound  and  motion  are  combined  for  more  effective,  potent  sales  impact. 
Color  or  black  and  white,  sound  or  silent,  any  16mm  film  works  al- 
ways in  the  CINESALESMAN  ...  and  the  Busch  CINESALESMAN 
always  works  for  youl 

BUSCH    FILM    &     EQUIPMENT    COMPANY 

212  South  Hamilton  Street  •  Saginaw,  Michigan 


announcing 

^  Two  Hew  Sales  Trtthing 
Sound  Siidefiims 


(ret  More 
^el/ing  $ecoiid5 
From  Your 
'  Working/ 
Day 


covering 

•  Planning  Time 


covering 

•  Personal  Habits 

•  Self  Improvement  •  Organizing  Presentation 

•  Sales  Attitudes  •  Use  of  Sales  Tools 

•  Customer  Relations  •  Use  of  Spare  Time 

These  10-minute  sound  siidefiims  contain  the  ideas  of  over 
20  leading  sales  managers  familiar  with  today's  seUing 
problems.  Films,  complete  with  meeting  guides  for  stimu- 
lating group  discussion,  $40  each.  Both  for  $75. 

(Specify  for  be//  or  aulomalic  30-50) 

Order  today  or  write  .  .  . 

Henning  and  Cheadle,  Inc. 

1060  West  Fort  St.,  Detroit  26,  Mich. 
CHICAGO  •  DETROIT  •  LANSING 


JOHN   P.   BUCHAN 

Buchan,  Preston,  Latter  Named 
Bell  &  Howell  Co.  Officers 

♦  Election  of  three  officers  to  new 
positions  at  the  Bell  &  Howell  Com- 
pany was  announced  in  June  by 
Charles  H.  Percy,  president. 

John  P.  Buchan.  controller,  has 
been  elected  treasurer.  Charles  K. 
Preston,  Jr.,  formerly  assistant 
secretary,  was  elected  secretary  of 
the  company.  John  N.  Latter  was 
promoted  from  assistant  controller 
to  controller. 

Scott  Harrod.  former  secretary- 
treasurer,  resigned  to  become  vice- 
president  of  finance  of  Ditto  In- 
corporated, Chicago. 

Buchan  came  to  Bell  &  Howell  as 
a  supervisor  in  the  budget  depart- 
ment in  1946.  He  was  made  assist- 


JOHN  N.  LATTER 


ant   to   the   controller    in    I'M!!   ami 
elected  controller  this  year. 

I'reslon  jnined  the  public  rela 
lions  (leparhninl  i>f  B  i  H  in  \')V). 
He  >\as  appointed  dir('<"t(»r  of  public 
relations  and  administrative  assist- 
ant to  the  president  in  19.50  and  be- 
came assistant  secretary  last  year. 
As  corporate  secretary,  he  will  con- 


CHARLES  K.  PRESTON,  JR. 

tinue  to  be  responsible  for  the  com- 
pany's public  relations  program  and 
legal  activities. 

Latter  started  in  the  budget  de- 
partment in  1943.  He  was  appohited 
budget  supervisor  in  19.'i0,  assistant 
to  the  controller  in  19.52  and  was 
elected  assistant  controller  in  1955. 
«        *        » 

Coronet   Names   Ad   Manager 

♦  Jiihii  t:iurk  kirnball  lias  been  an- 
nounced as  head  of  the  advertising 
and  promotion  department  of  Coro- 
net Films,  Chicago. 

Kimball  comes  to  Coronet  with  a 
broad  background  of  journalism 
and  advertising  experience.  He 
served  two  years  with  the  I  nited 
States  Foreign  Service  in  Indonesia. 
♦        »        • 

Lee  Foley  to  Kling  Studios 

♦  Lee  Folev.  fornicr  lln-alrical  di- 
rector, actor  and  producer,  has 
joined  Kling  Film  Productions  as 
visual  coordinator.  Foley  is  best 
known  as  a  little  theatre  director. 
He  has  directed  theatre  groups  in 
the  Chicago  area,  Los  .Angeles,  San 
Francisco  and  Seattle. 


fOR  THAT^ 


B/O 


iMPn€ssioN-irs 


PAN-SCREEN 


A 


The  Wide-Screen  Panoramic  Filmstrip  Show  with 
Optional  Stereophonic  Sound! 

YOU     CAN     RENT    OR     BUY  !  f^' 


PORTABLE! 


A 


beyond  belief! 


Patent  Applied  For 
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ONE-STOP  SOURCE  for  FILM  PRODUCTION  EQUIPT. 


S.O.S.  has  YOUR  BEST  DEAL 


ON 


The  ALL  NEW 
AURICON  PRO-600 


Professional 

Picture  Camera  with 

Built-in  Features 


'Muricon     Pio-600"     with     Critical 
Ground-Glass  Focusing,  S-Lens   Turret 


SPECIAL  OFFER  to 

AURICON-PRO 

OWNERS 

S.O.S.  Will  accept  your  old  camera 
as  a  trade-in  for  ttie  "ALL  NEW 
Auricon  Pro-600".  Time  Payments,  Too! 


■*■  Self-blimped  for  completely 
quiet  studio  operation.  The  si- 
lent film  flow  of  The  "Auricon 
Pro-600"  is  proof  of  precision 
design.  Your  sound-recording 
microphone  never  picks  up 
"Pro-600"    Camera   noise! 

*  600  it.  film  Magazines  with 
Auricon-  Electromatic  Take-up, 
(or  16  minutes  of  continuous 
"Talking-Picture"    filming. 

*  Synchronous  Motor  Drive  for 
"Single-System"  or  "Double- 
System"  Recording, 

*  Available  at  added  cost  is 
"Single-System"  equipment  for 
Optical   Sound-Track-On-Film. 

*  Sold  with  30  day  money- 
back  guarantee,  you  must  be 
satisfied! 

PRICES  START  AT  51765 

Write   tor   tree   illustrated 

"Auricon  Pro-600"  literature 

and   price  schedule. 


TEL-Animastand 


A  professional  Animation  Stand  with  accuracy  guaran- 
teed by  Acme  Peg  Bar  registration.  Includes  all  basic 
movements  —  does  everything  the  animator  needs.  En- 
gineered to  meet  the  most  limited  budget. 

TEL-Animapiint 

The  first  sensibly  priced  Hot  Press  Title  Machine  for 
high  quality,  fast  lettering.  Prints  dry  from  colored  foil 
for  instant  use.  Acme  pegs  give  perfect  registration  on 
paper  or  acetate  cells. 

For      MOTION      PICTURE     PRODUCERS,      ANIMATORS,     TV      STATIONS. 
SPECIAL      EFFECTS      LABORATORIES,      ADVERTISING      AGENCIES,      etc. 

TEL-ANIMA    tools    lor    Top    Techniques. 
Greatest  dollar  for  dollar  value  in  the  in- 
dustry   .    Write  for  brochure.  IWMl      '^"  "■  "'  '''^"'  "'""''• 
J'  Il^wr  Moies  E-W,  N-S. 

6  4"  high 

47"  wide 

43'/)"  deep 

For  Perlect  Titles.  tS^^  PRICED  FROM 

Prints  All  Colors  ""  '  ■■  ■ '" 

25'  high 
14'  wide 
18' V    deep 

PRICED  FROM 


MANUFACTUKED    AND    DISTRIBUTED    EXCLUSIVELY    BY    S.O.S. 


^ke  ^Department .Store  of  the  I  f lotion  f-^icture  JfnJudtry^ 

S.O.S.  CINEMA  SUPPLY  CORP.  ■■''^^'i::i'ir""="rs»r 
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Your  public  relations  story  on 


FILM 


'^fc 


«^ft 


^6. 


^ 


Modern  sets  it  there! 

For  your  film,  use  the  specialized  services 
of  the  only  national  network  exclusively 
devoted  to  distribution  of  sponsored  films 

Motion  pictures  hove  the  power  to  deliver  a  public  relations  story  in 
o  way  insuring  that  your  message  is  fully  understood  and  retained. 
The  attainable  impact  of  the  movie  coupled  with  the  fact  that  you  get 
an  actual  count  of  the  number  of  people  seeing  it  means  that  you 
are  using  a  medium  which  enables  you  to  report  specific  results  to  your 
board  of  directors. 

Distribution  of  sponsored  public  relations  films  via  television,  theatres, 
and  16mm  audiences  is  the  job  that  is  being  done  by  Modern  for 
hundreds  of  leading  business  concerns  and  trade  associations.  Just  as 
you  call  on  the  services  of  a  qualified  producer  for  the  production  of 
your  film,  you  should  also  call  on  the  services  of  a  qualified  distributor 
to  make  certain  that  your  motion  picture  reaches  the  screen  in  front 
of  the  people  who  ore  important  to  you. 

If  you  hove  o  film  program  or  are  planning  one,  you  owe  it  to  yourself 
to  find  out  what  Modern  can  do  to  help  you.  Call  us  or  write  any  of 
the  offices  listed  below. 


NEW  YORK  JUdson  6-3830 

45  Rockefeller  Plaza,  New  York  20,  N.  Y. 

CHICAGO  DEIaware  7-3252 

140   E.    Ontario    Street,    Chicago    11,    III. 

DETROIT  TEmple  2-4211 

956   Maccabees   Building,    Detroit   2,   Mich. 

LOS  ANGELES  MAdison  9-2121 

612  S.   Flower  Street,  Los  Angeles   17,  Col. 


Medm 


y//i^i<7yyii/u^  service  JTtnn  .Ai^^f-n  jtCt^  Uhr^us  in  2i  i*nf7ifrtn*y{-  cUtes  - 


Atlanta 

Chahlotte 

Dallas 

Houston 

Memphis 

New  York 

St.  Louis 

Boston 

Chicago 

Denver 

Indianapolis 

Milwaukee 

Omaha 

San  Francisco 

Bltfalo 

Cincinnati 

Dftroit 

Kansas  City 

Minneapolis 

Philadelphia 

Seattle 

Cedar  Rapids 

Cleveland 

H'\RRISBURC 

Los  Anceles 

New  Orleans 

Pittsburgh 

Washington.  D.  C 
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IHE  Peacetime  Uses  of  atomi" 
energy  are  being  demonstrated 
visually  in  75  countries  through- 
lout  the  world  through  the  medium 
oi  16nim  sound  motion  pictures. 
IThis  hasic  segment  of  l  .S.  foreign 
policy  in  regard  to  the  atom  is  be- 
ing facilitated  through  the  use  of 
two  groups  of  six  films  each  on 
various  phases  of  atomic  science 
and  power. 

The  films  are  being  distributed 
abroad  through  the  United  States 
Information  Agency  and  one  of 
them.  Atomic  Power  for  Peace,  a 
film  on  President  Eisenhower's  pro- 
posal for  international  cooperation 
in  developing  atomic  power  for 
peaceful  purposes,  has  been  trans- 
lated into  38  languages. 

Films   Produced   and   Acquired 

One  of  the  groups  of  six  films 
incudes  those  that  have  been  madr 
specifically  for  use  in  the  overseas 
program  by  American  producers 
under  contract  to  the  U.S.  Informa- 
tion Agency. 

The  other  group  of  six  titles  in- 
cludes pictures  which  have  been 
produced  and  are  owned  by  private 
companies.  For  this  group,  the 
Agency  has  contracted  for  rights 
to  translate  the  films  into  languages 
and  to  use  them  in  the  overseas 
information  program.  Three  of  the 
pictures  in  this  latter  group.  Atom 
and  Agriciillure.  Atom  and  the 
Doctor  and  Atom  and  Industry  were 
produced  bv  Encyclopaedia  Britan- 
nica  Films.  The  prize-winning  Gen- 
eral Electric-sponsored  film  A  Is  for 
Atom  (produced  by  John  Suther- 
land Productions)  is  another  of 
this   privately-owned    group. 

Two  other  pictures  Atom  and 
Biological  Science,  produced  b\- 
Handel  Film  Corporation  and  a 
foreign-made  picture  Atomic  Medi- 
cine in  Brazil,  produced  by  Cine 
Films  Ltda  of  Brazil  round  out  this 
part  of    the   program. 

"Atoms  for  Peace"  Series 
The  films  created  for  the  ISIA 
include  a  three-part  series  "Atoms 
for  Peace"  with  the  following  titles: 
Introducing  the  Atom:  Medicine: 
and  Agriculture,  Industry  and 
Power.  Each  of  these  are  20-minute 
pictures. 

Atoms  jor  the  Benefit  oj  Man- 
kind, which  pictures  the  L  .S.  atomic 
energ)'  exhibit  at  the  Sao  Paulo 
(Brazil)  Worlds  Fair  of  1951. 
stresses  the  potential  of  atomic 
energy  in  terms  of  Latin  American 
health  and  economies. 

Worldwide  exhibition  of  these 
useful  pictures  on  the  most  impor- 
tant subject  in  modern  world  his- 
tory is  already  proceeding  on  a 
large  scale  basis;  some  of  the  films, 


RIGHT  off  the  REEL 


The  U.  S.  "Atoms  for  Peace 
Notes  and  Comment  for  a 

such  as  the  one  on  the  Presidents 
proposal  for  international  coopera- 
tion, have  been  shown  through 
theatres  in  many  countries  as  well 
as  through  schools,  colleges,  civic 
and  religious  agencies  and  organiza- 
tions. 

We  salute  the  U.  S.  Information 
Agency  and  all  who  are  taking  part 
iu  this  very  significant  educational 
effort.  It  is  also  a  commendable  re- 
tlcclion  on  the  potential  of  the  audio- 
visual medium  for  overseas  infor- 
mational use. 

The  Story  of  Film  Distribution 
Rates  High  Editorial  Priority 

■K  Because  sponsored  film  jiroduc- 
tion  is  so  \itally  concerned  with 
the   end-use  of  all   that   is   created. 


"  Program  Utilizes  the  Film,- 
Feature  on   Film  Distribution 

the  Editors  of  Blsiness  Scree.n 
constantly  re-examine  progress  in 
distribution  methods  and  facihties, 
both  in  the  U.  S.  and  abroad.  .\ 
strong  indication  of  the  new  po- 
tential for  business  films  in  the 
Western  European  "productivity" 
countries  was  given  in  two  recent 
past  issues;  we  turn  again  to  the 
enormous  audience  potential  of  the 
U.S.  scene  in  an  important  new 
series  schcdided  to  begin  in  the  next 
issue. 

It  is  verv  clear  that  film  distri- 
bution begins  right  at  home  for  most 
sponsors.  The  best  uses  of  films  for 
employee  and  shareholder  show- 
in  es  (for  example  the  Crane  film 
on  the  following  pages)  are  of  im- 
mediate   value.    The    successes    and 


General  Electric  Films  Coffin  Award  Ceremony 


-K  A  highlight  of  the  recent  Edison 
Electric  Institute,  held  in  Los  An- 
geles, figures  as  the  topic  of  a  new 
12-minute  sound  and  color  promo- 
tional film  to  be  released  by  the 
(ieneral  Electric  Company  through 
all  its  regular  outlets. 

The  prestige  picture  is  a  newsreel 
of  the  presentation  of  the  annual 
Charles  A.  Coffin  Award  to  W.  W. 
Lvnch.  president  of  the  Texas  Power 
and  Light  Company,  whose  organi- 
zation was  named  winner  of  the 
honor  in  recognition  of  its  develop- 
ment of  the  use  of  lignite  as  a  com- 


petitive fuel  for  power  production. 

Appearing  in  the  film  with  Lynch 
are  Harold  A.  Quinton.  president  of 
the  Southern  California  Edison 
Company  and  the  Edison  Electric 
Institute  and  Philip  D.  Reed,  chair- 
man of  the  board  of  General  Elec- 
tric. 

In  the  ceremonies  filmed  by  Ra- 
phael G.  Wolff  Studios,  Inc..  Lynch 
received  a  gold  medal  award,  a  cer- 
tificate and  a  check  for  the  Texas 
companv  s  employees  benefit  asso- 
ciation. The  award  honors  General 
Electric's  first  president.  Ig' 


Below:  Philip  D.  Reed,  chairman  of  the  board  of  General  Electric,  presents  his 
company's  annual  Coffin  Award  (the  electric  industry's  highest  honor)  to  W.  W. 
Lynch  (in  dark  suit)  president  of  the  Texas  Power  &  Light  Co.,  during  enactment 
of  official  ceremonies  at  the  Raphael  G.  Wolff  Studios,  Inc.  in  Hollywood. 


This  month's  cover  honors  the  Crane 
Company's  centennial  program  and 
recent  film  (see  next  page).  The 
Santa  Fe  film  program  is  another 
featured  piece  of  the  current  month 
(see  pages  40-41). 

failures  noted  in  this  primary  phase 
are  being  analyzed. 

From  direct  reports  of  many 
active  film  sponsors,  the  Editors  are 
also  re-checking  the  past  year's  per- 
formances and  audience  totals 
reached.  Over  100  large  and  small 
companies  are  being  analyzed  in 
this  experience  check  of  film  activ- 
ity. Countless  other  special  reports 
of  unique  distribution  methods: 
new  kinds  of  audiences  and  key 
promotional  ideas  are  to  be  includ- 
ed. Costs  per-person-reached  are,  as 
ever,  a  most  significant  factor. 

Both  Voice  and  Music  Can  Be 
Created  by  Electronic  Science 

-K  Rumors  about  RCA's  "music  syn- 
thesizer" should  be  of  special  in- 
terest to  Mr.  Petrillo.  boss  of  musi- 
cians' union  and  to  the  officers  of 
the  Screen  Actors  Guild. 

Can  the  tv  commercial  of  tin- 
future  be  "manufactured"'  by  elec- 
tronics? RC.Vs  musical  synthesizer 
can  produce  remarkably  life-like  in- 
stiumental  or  vocal  music.  It  can 
also  make  brand  new  sounds  going 
far  beyond  the  limits  of  musical  in- 
struments in  use  today.  The  experi- 
mental model  demonstrated  by  RC.-V 
cost  only  S25,000  to  build. 

That's  about  the  cost  of  royalties 
for  repeat  performances  of  a  quartet 
doing  singing  commercials  at  pres- 
ent SAG  rates.  Who's  gonna  stop 
progress  at  these  prices? 

Of  Schools  and  Visual  Education 

■¥■  The  tremendous  surge  in  new 
school  construction  is  not  without 
problems  for  the  advocates  of  class- 
room programs  for  audio-visual 
utilization.  Those  wide  expanses  of 
glass  are  the  main  problem:  it  can 
be  met  by  data  on  available  room 
darkening  methods.  9" 
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Crane  Celebrates  Centennial 

Nationwide  Employee  and  Dealer  Families  See  History  in  "The  Second  Hundred  Years" 


ON  This  Jilv  Foirth.  1955. 
the  Crane  Company  and  its 
20.ilOO  employees  mark  the  com- 
pany's turning  point  in  history  .  .  . 
the  end  of  a  first  century  of  progress 
and  the  beginning  of  a  second  hun- 
dred years.  It  is  these  momentuous 
days  of  an  historic  era  in  passing 
and  prospects  of  the  fascinating 
years  ahead  that  make  the  Crane 
Centennial  program  an  unusual  and 
dramatic  event. 

The  history  of  Crane  is  coinciden- 
tal to  the  development  of  the  mod- 
ern American  industrial  system  .  .  . 
an  internationally  known  producer 
of  kitchen  and  bathroom  fixtures. 
the  Crane  Company  of  today  has 
far-flung  interests  in  the  heating 
field,  in  atomic  energy  power  devel- 
opment, titanium  production  and  jet 
plane  equipment.  The  Crane  story 
is  appropriately  summed  up  in  the 
title  of  a  new  Centennial  book  tilled 
"Everything  and  the  Kitchen  Sink." 


New  Film  for  the  Centennial 
The  Crane  Centennial  program, 
several  years  in  the  planning  stages, 
includes  a  27-niinute  color  motion 
picture  The  Second  Hundred  Years. 
The  new  picture,  produced  bv  Wild- 


Dad   showed   "the   works"  to   his  son 
at  the  Crane   Centenniol   party   .   .   . 


ing  Picture  Productions.  Inc..  plays 
a  significant  role  in  the  nationwide 
observance  of  the  company's  KlOth 
birthday.  Showings  to  employee 
groups,  which  began  in  June, 
brought  the  full  meaning  of  the  his- 
toric background,  in  which  Richard 
Teller  Crane  founded  his  little  busi- 
ness back  in  1855.  to  these  workers 
and  their  families. 

The  vision  of  tomorrow  and  the 
uphill  struggle  of  those  earlv  dec- 
ades are  merged  in  the  skein  of  the 
Centennial  picture.  Through  the 
eyes  of  a  jet  pilot  who  steps  back 
"into  history"  the  audience  meets 
young  R.  T.  Crane,  the  foundr\nian 
of  1855.  The  first  product  made  in 
that  crude  plant  was  a  lightning  rod 
tip  ...  as  the  nation  grew   so  did 


Business  Screen  Goes 

/o    o    Crone    Centennial 

Film   Premiere 

the    multitude    of   operations   and 
products  made  by  Oane. 

Unites  a  Nationwide  Family 
Ihe  Crane  Company  of  today  in- 
cludes the  plants  in  Chicago,  the 
Chattanooga  Division.  Cramet.  Tren- 
ton Potteries.  Hydro-Aire  (which 
makes  special  equipment  for  air- 
craft I .  and  dealer  branches  here  and 
abroad.  As  Fortune  once  said: 
■\ou  can't  run  a  railroad  or  build 
a  dam.  operate  a  paper  mill  or  lay 
a  sewer,  dig  an  oil  well  or  heat  a 
hospital,  or  launch  a  battleship,  or 
even  take  a  shower  without  using 
one  or  more  of  the  .30.f)00  products 
that  are  made  by  the  Crane  Co. 

Bringing  the  myriad  of  workers 
and  dealers  and  their  families  to- 
gelher  is  one  mission  of  The  Second 


CENTENNIAL   PARTY   PICTURES   BY  McSHANE   STUDIOS 
Crane  employees  and  members  of  their  families  enjoyed  a  look  at  the  plant, 
interesting  exhibits  ond  the  film  premiere  at  the  Centennial  gatherings  .  .  . 


Refreshment  tables  were  well  patron- 
ized during  the  premieres. 

Hundred  Years.  Its  task  is  back- 
grounded b\  the  long  months  of 
careful  preparation  and  research 
which  preceded  the  actual  produc- 
tion of  the  film.  Script  writer  Jim 
Prindle  wrote  this  story  from  field 
experience  .  .  .  il  was  cast  and  pro- 
duced with  utmost  skill  by  the  peo- 
ple of  Wilding. 

Professionals   Play   Key   Roles 
Portra\ing   founder   R.  T.  Crane 
was    the    difficult    role    assigned    to 
actor  Glenn  Langan.  He  fit  the  speci- 


hications  down  to  eye  coloring,  tone 
lof  voice  and  ph)sical  resemblance. 
lAnotlier  Hollywood  actor.  John 
Goddard.  plays  the  young  jet  pilot. 
Location  scenes  were  shot  in  color 
at  Crane  plants  noted  and.  in  the 
Chicago  studios  of  ^  ilding.  the  first 
Crane  plant,  an  IK.S.S  living  room 
and  bedroom  and  the  office  of  Mr. 
Crane  as  it  was  in  1871  were  repro- 


in  19.54.  These  were  Choosing  the 
Right  I  atve.  The  Packless  Dia- 
phragm I  alve.  and  Corrosion-Re- 
sistant Alloy  /  alvcs. 

Crane  Company  film  distribution 
is  expedited  by  the  services  of  Mod- 
ern Talking  Picture  Service.  Inc. 
Modern  exchanges  throughout  the 
country  will  also  handle  public  and 
television   release  of  The  Seconil 


Actor  Glenn  Langan,  playing  the  lead  role  of  founder  R.  T.  Crane,  looks  very 
much  the  foundryman  of  1855  as  he  holds  a  lightning  rod  pattern. 


duced  in  accurate  detail.  Plans  and 
equipment  for  the  first  Crane  plant 
of  lo55  were  available  from  a  7.5th 
anniversarv  replica  and  greatly  sim- 
plified that  difficult  reproduction. 

Eighth    Film    in    Library 

The  Secontl  Hundred  }  ears  is  ac- 
tually the  eighth  picture  in  the  Crane 
Company's  growing  film  library. 
Floic.  an  industrial  picture  produced 
back  in  1939.  was  joined  by  The 
Making  of  American  Homes,  a 
plumbing  and  heating  film,  in  1940. 
Both  have  been  discontinued. 

Piping  Pointers  and  Life  Lines  of 
Industry,  both  industrial  themes, 
emerged  in  the  earlv  40"s  and  The 
Next  Step-  another  plumbing  and 
heating  film,  joined  the  library  in 
1948.  In  1952.  The  J  ery  Idea  was 
produced  for  plumbing  and  heating 
clients  and  three  more  pictures  serv- 
ing industrial  needs  were  produced 


Hundred  i  ears  shortlv  when  com- 
pany showings  are  expected  to  be 
completed. 

Birthday    Parties   for    Families 

1  he  first  employee  show  ings  of 
the  Centennial  program  were  held 
in  specially -decorated  facilities  of 
the  company's  new  Administration 
Building  just  being  completed  in  the 
Works  area  on  Chicago's  Southwest 
side  and  in  the  Eighth  Street  Thea- 
tre, convenient  to  the  Michigan  Ave- 
nue office  building  the  company  now 
occupies. 

The  plant  premieres  were  gala, 
light-hearted  affairs  and  were  ex- 
tremely well-attended  in  the  evening 
hours  by  workers  and  practically  all 
available  members  of  their  families, 
down  to  little  tots.  A  look  at  Pop's 


place  of  work,  refreshments  and  a 
good  mo\ie  were  the  attractiotis 
which  "filled  the  hall"  at  all  shovi- 
ings.  \^  ell-designed  exhibits  and  gay 
bunting  made  an  attractive  setting 
out  of  the  huge  area. 

B\  the  time  these  showings  ha\e 
been  completed,  more  than  a  hun- 
dred thousand  persons  will  have 
seen  the  picture.  Other  millions  will 
view  the  Centennial  story  on  tele- 
vision and  via  thousands  of  10mm 
showings  through  clubs,  churches, 
schools  and  organizations  of  all 
Ivjies  throughout  the  I  .  S. 

Book   and   Film    Complementary 

The  Crane  Centennial  book  "Ev- 
erything nn<l  the  Kitchen  Sink"  and 
the  Centennial  motion  picture  com- 
plement each  other.  The  picture  is 
almost  entirely  about  the  Crane 
(Company,  including  its  historv,  its 
products  and  its  production  tech- 
niques, all  used  to  illustrate  the 
theme  of  industrial  progress  as  re- 
lated to  better  living.  The  book  has 
the  same  elements  in  opposite  em- 
phasis— the  history,  the  products, 
the  production  techniques  of  all  of 
industry  with  incidental  reference  to 
Crane  Co. 


By  1871,  R.  T.  Crane  was  the  occu- 
pant of  this  handsome  office  .  .  . 

An  earlier  article  in  Fortune 
sums  up  this  American  enterprise 
for  John  Q.  Public's  benefit: 

Products  Are   Fundamental 

"\ou  may  not  even  be  aware  of 
your  dependence  on  those  products 
I  Crane  valves  and  fittings  I  for  the 
products  that  Crane  makes  are  so 
fundamental  to  this  era  of  mechan- 
ics that  vou  are  more  than  likelv  to 


The  youngsters  and   old-timers  alike  enjoyed   the   holiday   atmosphere   of  the 
Chicago  Works'  premiere  of  "The  Second  Hundred  Years." 


A  jet  pilot  of  today  (left  above)  steps 
bock  into  history  for  a  scene  in  the 
new  Crane  Centennial  picture. 

take  them  for  granted.  Their  func- 
tion is  to  discipline  the  flow  of  gas 
and  oil  and  water,  air  and  steam, 
the  volatile  spirits  that  drive  and 
heat  and  bathe  a  power-haunted 
World.  Specifically.  Crane  manufac- 
tures the  valves  that  turn  those  ele- 
ments on  and  off:  fittings  for  the 
pipes  that  convey  them  and  for  the 
pumps  that  draw  water  up  out  of 
the  earth.  Thus  Crane  Co.  stands  at 
the  very  heart  of  industrial  civiliza- 
tion— its  products  rank  next  to  raw 
and  semi-finished  materials  as  the 
primary  basis  of  all  industry." 

Active  in  Row  Materials 
As  a  matter  of  recent  fact.  Crane 
is  part  of  today  s  raw  materials  pat- 
tern as  it  prepares  to  triple  titanium 
production  by  1956.  largely  because 
of  a  new  §25  million  plant  recently 
opened. 

The  Second  Hundred  Years  hold 
bright  promise  for  the  men  and 
women  of  Crane  and  for  viewers  of 
this  fascinating  cavalcade  of  an 
American  enterprise,  of  the  men 
who  founded  and  made  it  grow  and 
those  who  carry  on  their  dreams  and 
aspirations  into  a  second  century  of 
progress  unlimited.  If 


Tremendous  modern  tools  along  the  production  line  help  to  make  the  car  of 
your  choice  available  at  today's  assembly-line  prices. 


l/Uimed   on    lAJkeeU 


The  Warm,   Human   Story  of  a  Chrysler   Production    Line 
and  of  the   People  Who   Build  the  Car  of  Your   Dreams 
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Etching  the   portraits   in   color  of  typical   workers  and   their   jobs   was   accom- 
plished without  interrupting  production  of  new  cars. 


TitE  PiBi.ic's  Attraction  for 
iicneral  automotive  news  and 
Inhiiical  "car  tests"  in  magazines 
;iM(i  newspapers  seems  to  have  in- 
>|)irerl  maniifactincTs  In  provide 
liirn  audiences  witli  mure  pictures 
aliout  their  fascinating  product  — 
llie  automobile,  itself.  Not  a  few  re- 
cent Detroit-sponsored  films  have 
shown  the  same  enthusiasm  for  the 
car  that  was  formerly  directed  oidy 
to  Indians,  fishermen,  cowhuys.  the 
(iohi  Desert  or  the  hallowed  con- 
cejjts  of  big  business. 

Typical  of  this  vastly-interesting 
picture  story  concept  is  Chrysler 
Corporation's  new  Wishes  on 
li  heels,  a  27- minute  color  film 
uhich  goes  for  an  interesting  visit 
t'l  one  of  the  companvs  assembly 
lines  —  f*l\ni(»uth.   in   this  case. 

Good    Touches   of   Humor 
1  hough   fulK    concerned  with  ac- 
tual factor\'  production.  Wishes  on 
IT  heels  is  far  from  the  old-fashioned 
idea   of   a   "nuts-and-bolts"   motion 


zed  view  of  modern  automobile  con- 
struction—  a  huge  and  complicated 
operation.  It  follows  "order  #642" 
llirough  a  maze  of  feeder  lines  and 
down  the  main  assembly  line.  The 
lelaulograph  system  flashes  essen- 
tial information  to  every  point  of 
the  line,  acting  as  brain  and  nerves 
for  this  remarkable  organization. 

Here  is  the  great  machinerv  of 
automobile  manufacture,  includitig 
many  of  the  tle\ices  known  collec- 
tively as  "automation."  Here  are  the 
colorful  new  cars,  like  so  many 
Easter  eggs.  ri>lling  out  at  a  rapid 
rate.  And  here,  in  a  most  human- 
ized industrial  film,  are  the  men 
and  women  of  the  assembly  line 
speaking   u])  about   their  jobs. 

No   Letup   in    Production 

This  picture  had  to  be  shot  in 
the  plant  without  even  stopping  the 
assembly  line,  or  slowing  up  the 
work.  To  light  the  enormous  plant 
properly  for  color  shooting,  vast 
areas  were  blacked  out  with  tar- 
paulins,   while    great    batteries    uf 


The    lady   wants   color   to    match    he 
wardrobe  styles  .  .  . 

picture.  A  human  interest  film,  with 
many  touches  of  humor,  it  shows 
how  the  car  of  your  dreams  is 
custom-built  at  assembly  line  prices 
today;  how  each  car  "has  someones 
name  on  it"  from  the  time  it  goes 
into  production. 

"Our  job."  say  the  people  at  this 
plant,  "is  building  individual  peo- 
ple's wishes  on  wheels" — the  wishes 
being  expressed  in  style,  color,  ac- 
cessories and  features.  Difference 
between  modern  line  and  old  type 
mass  production  is  pointed  up  by 
a  single  fact:  The  chance  of  any 
two  absolutely  identical  cars  coming 
off  this  line  in  succession  is  one  in 
si\   million! 

Produced   by  Caravel   Films 
Produced  by  Caravel  Films, 
Wishes  on  Wheels  gives  an  organi- 


But  this  gentleman  prefers  block   for 
his  new  car. 

lights  were  set  U|i  without  interb  r 
ing  with  workers. 

The  script  was  four  months  in 
preparation  to  insure  absolute  tec  h 
nical  accuracN.  and  shooting  in  tli'- 
plant  alone  required  eight  weik- 
Live  sound  was  used  to  catch  r. 
marks  made  by  workers  on  tin- 
line.  Five  narrators  are  heard — all 
Chrysler  employees,  and  four  '1 
them  production  line  workers. 

A  13'2-minute  version  of  ihi- 
film  was  produced  simultaneonsK . 
Both  the  l:^':;  and  27-riiiruite  m  r- 
sions  are  available  on  free  loan  I' 
clubs,  churches.  emplo\ee  audiem  ■  - 
and  other  groups  from  the  di- 
tribulor,  Modern  Talking  Pictiii' 
Service,  Inc.  ,., 


A  Mid-Summer  Review  of  the   Outstanding   Films 


♦  The  next  issue  of  Business 
Screen  will  include  a  concensus 
review  of  the  year's  outstanding 
films  as  selected  by  award  juries 
and  film  reviewers  throughout 
the  nation.  Complete  source  data 


and  other  prrtiur'nl  ilata  \s\l\  be 
iiu'lutlcd  with  useful  mid-sunnner 
feature.  Part  Two  of  the  Sound 
Slidefdm  FJeview  is  another  edi- 
torial event  in  this  August-Sep- 
tember number  just  ahead.        Q" 
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Mure  Phones  for  the  BettEr  Life 

The  Bell  System   Presents  a  Colorful   "Family   Affair" 


THE  Bell  System  telephone  com- 
panies are  just  finding  them- 
elves  in  a  position  they  have 
sought  for  the  past  ten  years.  The 
supply  of  new  telephone  instruments 
has  caught  up  with  tlemand.  The 
companies  are  engaged  in  a  promo- 
tional campaign  to  let  subscribers. 
who  have  learned  to  "get  along" 
with  just  one  phone,  know  that  life 
can  be  much  easier  with  more  tele, 
phones  in  convenient  locations  in 
the  house. 

Part  of  the  companies"  public  in- 
troduction of  the  "new"  idea  of 
multiple  home  phones  as  a  conmion 
thing  is  a  new  film.  Family  Affair. 
25  min.,  color,  produced  by  Henrv 
Strauss  &  Co.  It  shows  how  when 
there's  but  one  "centrally  located  " 
telephone  in  each  of  three  related 
households  the  problems  that  re- 
sult are  full  of  conflicts,  confusion 
and  near  tragedy. 

But  there's  a  happy  ending. 

Happiness  does  ensue  when  each 
of  the  three  households  gets  enough 
telephones  —  in  the  right  spots  — 
for  each  person. 

Because  this  is  a  color  film,  the 
new  telephones  also  show  up  as 
accents  to  decor  as  well  as  neces- 
sities for  today  s  functional  living. 
Pictured  in  the  homes — when  hap- 
piness finally  reigns  —  are  color 
telephones,  two-tone  telephones,  wall 
telephones  and  spring  cords. 

Family  Affair  is  intended,  first, 
to  be  shown  to  the  Bell  System  Com- 
panies' employees.  The  picture  can 
not  be  categorized  as  advertising  or 
sales  training,  but  is  a  public  infor- 

A     SELECTION     OF     SCENES 


mational  venture.  Parent  company. 
American  Telephone  ik  Telegraph 
Co..  feels  that  in  almost  every 
instance  of  a  new  idea  in  public 
relations  or  a  new  sort  of  sales  cam- 
paign—  from  selling  service,  instal- 
lation of  new  equipment,  or  an 
increase  in  rates  from  state  regula- 
tive bodies,  the  first  public  to  be 
influenced  is  the  mass  of  600.000 
citizens  who  work  for  A.T. &T.  and 
the  associated  companies. 

Letting  telephone  people  know 
first  about  a  new  company  idea  is 
not  planned  as  a  method  of  arous- 
ing them  to  go  out  and  buttonhole 
customers  with  the  latest  telephone 
sales  scheme.  The  companies  just 
think  that  the  600.000  should  be 
the  very  first  to  know  what  the 
telephone  industry  is  planning  so 
they  can  have  the  "right  answer" 
to  any  social  ([ueries  or  the  com- 
panv  policv.  full\  explained,  when 
on  the  job. 

A  "side  \alue""  for  the  telephone 
companies  in  this  film  is  to  show 
all  telephone  people  what  the  manu- 
facturing end  of  the  business  is 
accomplishing,  and  to  give  them  an 
even  more  sense  of  pride  in  the 
public  service  they  are  performing. 

Following  introductorv  showings 
to  telephone  people,  the  film  will  be 
widely  distributed  to  public  audi- 
ences—  from  the  strawberry  social 
circuit  to  theatres  and  television. 

An  interesting  sidelight  on  the 
filming  of  Family  Affair  is  that  the 
chief  photographer  in  Henr\  Strauss 
&  Co.  s  production  crew  was  Boris 
Kaufman,  who  won  the  Academv 
Award  this  year  for  cinematography. 

FROM     "FAMILY     AFFAIR" 


"Anigraph     scene  from  Armstrong  Cork  Company's  film  on  selling  ideas. 

Visual  Stimuli  for  Retail  Selliuq 

Armstrong  Bureau  of  Merchandising   Shows  "Sellorama" 


ASAi.f;s  Stlmlhtiun  Pkugkvm. 
almost  entirely  on  film  and 
designed  for  wholesale  distributors 
to  provide  retail  resilient  flooring 
outlets  with  practical  selling  ideas 
and  techniques  has  been  completed 
by  the  Armstrong  Cork  Company 
Bureau  of  Merchandising  and  will 
be  released  to  wholesale  distributors 
of  the  company  in  the  near  future. 

Called  Sellorama.  the  presenta- 
tion consists  of  a  complete  two-hour 
film  meeting  package  and  includes 
a  step-by-step  meeting  guide,  meet- 
ing room  signs,  and  meeting  hand- 
out literature.  The  package  is  being 
released  to  wholesale  distributors 
of  the  company's  line  of  resilient 
floor  and  wall  covering  materials 
to  enable  them  to  stage  meetings 
with  retailers. 

Designed  as  an  effecti\e  ftdlow-up 
for  the  Armstrong  Merchandising 
Motorcade  which  demonstrated 
modern  selling  techniques  to  nearly 
22.000  flooring  retailers  and  their 
salesmen  on  a  nation-wide  tour  in 
1954.  the  Sellorama  program  is  the 
result  of  a  years  research,  inter- 
views with  dealers,  editors,  builders, 
realtors  and  consumers.  Over  30.000 
miles  were  traveled  by  .Armstrong 
personnel  to  obtain  material  for  the 
presentation. 

The  various  parts  of  the  Sellorama 
presentation  include,  first,  a  "back- 
ground "  opening  film,  which  ana- 
lyzes the  present  and  future  markets 
for  the  resilient  flooring  business 
and  the  expanded  opportunity  that 
it  now  offers  to  the  flooring  dealer. 
This  is  shown  bv  inter\iews  with 
editors  of  leading  home  magazines, 
ne^v  home  owners,  builders,  etc. 

The  second  segment  of  the  pro- 
gram is  a  very  clever  animated  car- 
toon. The  Renter,  written  and 
scored  in  Dragnet  style,  which  sets 
a  pattern  of  sales  operations  to 
reach  the  most  elusive  of  customers 
for  linoleum,  asphalt,  vinyl,  rubber 


and  cork  flooring  —  the  apartment 
renters. 

Other  parts  of  the  presentation 
deal  with  ways  and  means  of  suc- 
cessful merchandising  to  builders 
and  to  the  commercial  market.  Ways 
to  trade-up  customers,  how  to  sell 
the  do-it-yourself  purchaser,  and 
the  future  opportunities  in  the  floor- 
ing business  are  shown  by  on-the- 
spot  interviews  with  leading  dealers 
all  over  the  country. 

The  Armstrong  1955  sales  promo- 
tion program  is  a  most  remarkable 
example  of  business  use  of  film  for 
direct  communicatioiu  1  he  i)ictures 
which  compose  tlie  presentation  are 
without  frills,  yet  they  encompass 
cartoon  and  technical  animation, 
graphs,  location  and  studio  pho- 
tography, voice-over  and  live  sound. 
During  the  course  of  production, 
over  15  miles  of  color  film  were 
exposed  to  obtain  the  sequences 
which  make  up  the  finished  ])roduct. 

Considerable  use  was  made  of  the 
new  Anigraph  system  of  limited 
animation.  This  is  a  novel  and  very 
economical  method  of  effecting 
partial  animation. 

Each  film  in  the  presentation  is 
complete  in  itself  and  can  be  used 
separately.  Wholesalers  will  be  able 
to  use  individual  parts  of  the  pro- 
gram for  sexeral  years  in  special 
promotion  activities. 

Sellorama  was  produced  bv  the 
Special  Projects  Division  of  .\rm- 
strong"s  advertising  department  with 
production  supervision  and  direc- 
tion by  MM  Film  Services,  723 
Seventh  Ave.,  New  York.  This  or- 
ganization is  entirely  devoted  to 
working  with  business  concerns, 
such  as  Armstrong,  that  maintain 
their  own  production  and  photo- 
graphic staffs.  MM  Fihn  Services' 
function  is  to  aid  in  coordinating 
the  production  staff's  activities,  and 
to  supply  additional  technical  serv- 
ices when  needed  in  order  to 
achieve  a  professional  result         B* 
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Scene   of    modern    cor    handling   equipment   as   shown    in    "Wheat." 

Film  Program  Keeps  Pace  With 
Expandiiiq  Lines  of  the  Sante  Fe 


Si'KK^l)i\(,  Like  a  steel  delta  from 
Lake  Michigan  to  the  bays  of 
San  Francisco.  Los  Angeles, 
San  Diego  and  the  Gulf  of  Mexico, 
the  Santa  Fe  Railway,  one  of  Amer- 
ica's most  progressive,  speeds  for- 
ward on  two  kinds  of  tracks:  one 
track  is  made  of  ties  and  rails,  the 
other  is  made  of  acetate  printed  for 
sight  and  sound. 

Santa  Fes  motion  picture  sound- 
track races  ahead  of  the  hard  road- 
bed carrying  promotional  and  me- 
chanical preparation,  acting  as  a 
good  will  and  good  practice  grand 
trunk  to  the  metallic  line.  The  ap- 
parent result  of  this  steel  and  sound- 
track system  is  that  the  historic 
Santa  Fe  now  is  the  longest  and  also 
one  of  the  more  prosperous  roads 
in  the  Lnited  States. 

Santa  Fes  L3. 073-mile  track  is 
getting  longer.  As  the  system's  rail 
gang's  recently  placed  49  miles  of 
track  linking  Dallas,  Texas  with  the 
Chicago-Galveston  main  line,  a 
record  spur  in  the  last  two  decades. 
Santa  Fe's  motion  j>icture  bureau 
had  lii'Iped  familiarize  the  workers 
«ith  their  jobs,  safeguard  their  tasks 
and  helped  insure  their  future. 

Begun  as  an  arm  of  the  public 
relations   department    in    1946.    the 


cinema  section  is  in  its  10th  year 
and  since  19.51  its  multiple-duty  po- 
tential has  developed  into  a  dis- 
tinctive audio-visual  center  of  pro- 
motion and  training  aids  known  as 
the  Chicago  Film  Bureau.  At  this 
communications  terminus  originate 
motion  pictures  which  unwind 
across  the  nation  to  advertise  the 
road,  converting  people  into  travel- 
ers and  shippers.  From  this  bureau 
are  first  dispatched  films  which  ease 
the  educational  courses  in  Santa 
Fes  departments  of  safety,  pas- 
senger traffic  and  freight  traffic. 

21  Films  Are  Now  Available 
Its  present  schedule  numbering 
21  films  —  now  available  —  the 
bureau  functions,  distribution-wise, 
through  se\en  sub-bureaus  located 
in  Santa  Fe  offices  in  Texas.  Kan- 
sas. Oklahoma  and  California.  In- 
spection of  the  four  latest  films,  re- 
leased in  1955.  discloses  the  tvpes 
of  oroductive  jobs  these  feature  and 
training  subjects  do  as  they  streak 
out  from  the  bureau's  regional 
roundhouses. 

Ordinarilv.  a  railroad's  lop  earner 
is  its  freight  service  and  Santa  Fe 
follows  the  rule — although  the  sys- 
tem's oresident.  Fred  Gurlev.  is 
determined  to  make  passenger  traffic 


pay  its  \\;i\,  llul  in  llic  relentlessly 
ii)m|)clilivc  field  of  transportation. 
Santa  Fe  does  not  depend  on  the 
freight  rule  to  stand  by  itself:  two 
of  the  road's  new  promotional  films 
are  designed  to  reassure  regular 
freight  customers  and  signal  more 
shippers  to  the  loading  platform. 

Moving   the   Kern    Potato   Crop 

In  Mar<h  of  lhi>  \  car.  tlic  Santa 
Fe  sound-track  ran  straight  to  its 
target  when  the  Kern  County  Potato 
Growers'  Association  convened  for 
the  11th  time  at  Bakersfield.  Cal. 
A  reccpti<in-dinner  during  the  con- 
vention was  the  jjremiere  stage  for  a 
refrigerator  car  documentary  titled 
Fri-sli  for  Health.  Listening  to  the 
applause  and  official  compliments  of 
nearh'  000  conventioneers,  the  rail- 
road's representatives  knew  they 
had  hit  the  potato-eye.  Fresh  for 
Health  had  delivered  a  pointed  re- 
minder to  business  men  immediate- 
ly interested  in  methods  of  trans- 
porting perishable  products. 

The  vividly  pertinent  film 
smoothed  a  path  for  Santa  Fe 
spokesmen  who  played  a  leading 
part  in  the  convention.  The  meeting 
drew  1.3.50  persons  and  Secretary 
of  Agriculture  Ezra  Taft  Benson  ap- 
peared as  keynoter.  At  the  dinner. 
Gerald  Duffy,  traffic  vice  president 
of  Santa  F"e  in  Chicago,  welcomed 
the  guests  and  introduced  the  pic- 
ture. A  panel  dealing  with  the  film's 
subject  was  presided  over  by  J.  J. 
Mahoney,  Santa  Fe  superintendanl 
of  transportation. 

Fresh  for  Health  could  hardK 
miss  connecting  with  its  debut  audi- 
ence. The  23-minute  color  disserta- 
tion mirrors  through  the  potato 
growers'  home  field  and  is  peopled 
with  Santa  Fe  faces  familiar  to 
many  of  the  growers.  Profitable  and 
perishable,  the  potatoes  which  move 
from  Kern  County  each  spring, 
traveling  in  some  1.000  railcars. 
were  a  perfect,  gratifying  example 
of  the  produce-in-transit  theme. 

Modern  Methods  to  Speed  Cargo 
Switching  oil  to  other  produce- 
minded  audiences.  Fresh  jor  Health 
is  seen  as  a  general  exposition  of 
transport  techniques  which  preserve 
a  rich  variety  of  sensitive  cargo. 
The  film  shows  ripe  shipment  re- 
sulting from  close  cooperation  be- 
tween the  grower  and  the  railroad. 


logcthi'r.  grower  anil  dclixerer  rate 
crop  growth,  study  nuilnal  prob- 
lems. Kallroad  refrigeration  special- 
ists are  viewed  as  the  masterminds 
of  methods  which  guarantee  fresh- 
ness by  utilizing  a  network  of  ice 
plants  at  points  of  departure,  by 
icing  cars  in  90  seconds,  by  inc( 
porating  mechanical  temperature 
control  cars  which  operate  icelesslv, 
maintaining  \irtuall\'  any  required 
temperature. 

These  mechanisms  and  the  fast 
trains  operated  by  able  workmen 
are  examined  as  the  Santa  Fe  filri 
freights  growers,  buyers  and  a 
wider  audience  of  food  eaters 
through  efforts  which  help  to  keep 
America  "the  best  fed  nation.'  The 
commercial  enthusiasm  the  film 
should  stimulate  will  help  to  fill 
Santa  Fes  many  refrigerator  cais 
contributors  to  this  reputation. 

Wheat:  from  Field  to  Food 
A  second  promotional  story  plan- 
ned to  ship  greater  loads  to  Santa 
Fe  boxcars  is  Wheat  —  It's  Groiilh, 
Transportation  &  Marketing.  1  he 
expert  time-lapse  facility  of  John 
Ott  Producticms.  Inc..  was  enlisted 
to  create  this  28-niinute  life-journey 
of  wheat  from  seed  to  flour  —  a 
journey  botanical,  geographical  arid 
fiiiaiiiial.  /Vfter  the  viewer  sees  the 


Scene  in   Santa   Fe's  "Wheat" 

growth-cycle  of  wheat  —  telescoped 
from  months  into  photographic 
minutes  —  he  encounters  the  amaz- 
ing harvest  which  piles  up  moun- 
tains <ff  grain.  These  UKiuntains 
must  be  mo\ed  and  swiftK'  if  the 
toil  of  planting,  growing,  harvest- 
ing, testing,  grading  and  feverish 
selling  is  to  pay  off.  Curving  around 
the  Kansas  wheat  country,  the  film 
illustrates  how  Santa  Fe  shifts  the 
golden  moimtains  to  market  —  on 
time. 

In  February.  .Santa  Fe  released  a 
film  which  runs  a  junction  from  in- 


"Fresh    for    Health"    takes    the    big    Kern    County 
potato  crop  from  the  field  .  .  . 


Showing   speedy   icing   equipment  as  the   railroad 
prepares  to  handle  the  crop  .  .  . 


Loading   those    Kern    potatos   for   a   swift   dash   to 
the  waiting  markets  of  the  East. 


dil 
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ternal  to  external  use  under  the  in- 
clusi\e  label  "safety."  Challenge  Jot 
Tomorrow  was  premiered  in  Chi- 
cago before  oflicials  of  the  railroad 
and  civic  and  business  leaders.  Pro- 
duced bv  Harold  Kite  &  Associates, 
the  film  already  has  won  an  award 
of  merit  from  the  National  Com- 
mittee on  Films  for  Safety  and  is 
included  in  the  list  of  films  Santa 
Fe  makes  available  for  community 
distribution — which  is  to  say:  as 
a  promotional  to<_»l.  However,  the 
Chaltenege  .  .  .  primarily  was  meant 
for  the  system "s  own  workers. 

Retracing  the  rail  delta  from  its 
far-western  reaches  to  its  mid-west- 
ern source,  the  film  checks  the  line 
with  a  seasoned  section-hand  s  know- 
ing, visiting  the  shops  and  yards 
where  workers  bend  for  Santa  Fes 
future  and  their  own.  Rather  than 
drilling  safety  discipline,  this  film 
tells  the  worker  the  story  of  the  rail- 
road s  mechanical  improvement. 
shows  him  his  vital  part  in  the  road, 
that  its  progress  and  his  hinges  on 
the  use  he  make  of  operational  ad- 
vantages .Santa  Fe's  development 
has  increased. 

Watching  the  new  methods  and 
machinery  replace  earlier  practices, 
the  worker  can  appreciate  the  value 
of:  automatic  signals,  electronic 
safety  devices,  heavier  rails,  rails 
now  laid  in  1.400-foot  continuously 
welded  strips  to  eliminate  joints 
(and  noise  I.  mechanized  tie-gangs, 
scientific  testing  of  materials,  the 
end  of  old  coupling  equipment,  the 
solid-riding,  all  Dieselized  fleet.  Ac- 
cidents today,  the  film  suggests,  are 
not  caused  by  mechanical  hazards 
but  from  carelessness. 

This  dramatic,  inside  story  of 
railroad  safety  not  only  prevails 
upon  emplovees  to  think  and  live 
longer  but  bears  a  welcome  message 
to  shippers  and  travelers  —  hence 
its  release  for  promotion. 

"Pay  Day"  Deals  With  Freight 
Two  films  pr()duced  for  employee 
training  "have  only  limited  appli- 
cation for  use  in  other  than  per- 
sonnel training."  according  to  the 
bureau.  Pay  Day  is  a  21-minute 
film  dealing  with  the  problem  of 
freight  loss  and  damage.  It  proves 
to  employees  that  their  pay  days  are 
dollar-related  to  the  protection  they 
give  customer  goods  in  transit.  Phy 
It  Safe  is  a  12-minute  demonstra- 
tion for  switchmen  on  the  proper 
and  safe  methods  of  vard  and 
switching  operation.  It  underscores 
the  switchman's  responsibility  for 
his  fellow  workers  safety. 

Sixteen  other  films  completing 
Santa  Fes  current  schedule  of  avail- 
able films  are  long  and  short  strips 
of  high  promotional  color.  Most  of 
these  titles  compose  a  poetic  sort  of 


conductor's  call:  Along  the  Santa 
Fe  Trail,  Arizona  Holiday.  Grand 
Canyon.  Land  of  Pueblos.  Southern 
Calijornia  Holiday.  Texas — the  Big 
State.  Chicago.  Further  enticing  the 
passenger  along  Santa  Fe  s  sight- 
seeing trail  are  studies  of  the  pii - 
turesque  life-modes  and  crafts  of 
the  southwest  Indian  tribes,  parti- 
cularly the  Navajos.  from  which 
spring  a  strong  contingent  of  Santa 
Fe  workers.  Potential  passengers 
also  are  attracted  bv  a  dramatized 
ride  on  the  luxurious  Super  Chief, 
bv  a  tale  of  transportation  from  ox- 
cart to  Diesel  pt)wer.  and  a  movie 
about  a  movie  —  show  ing  how 
Hollywood  glorified  the  Santa  Fe. 
The  most  recent  of  these  pro- 
motional films  lays  its  interest  track 
well  into  the  traffic  frontier.  As- 
sembling a  Freight  Train,  produced 
by  Bisbee  &  Uow ner.  shows  ele- 
mentary school  children  the  entire 
freight   yard   operation,   the   collec- 


"Assembling  a  Freight  Train" 
tion  of  cars  fri)m  shippers.  assembK. 
and  checking  for  delivery.  In  this 
a-v  10  minutes,  the  next  generation 
will  begin  to  acquire  the  vocabulary 
of  transportation  with  "Santa  Fe ' 
a  word  among  those  to  be  re- 
membered. 

While  the  film  bureau  accelerated 
the  growth  of  the  railroad,  the 
bureau  itself  has  grown.  William  B. 
Cox,  who  had  managed  the  film 
activities  since  1947,  recently  was 
appointed  special  representative  in 
Santa  Fe  s  promotional  department. 
In  a  newly  created  post.  Frank  E. 
Meitz.  formerly  the  system's  Los 
Angeles  photographer,  now  man- 
ages the  "film  and  photographic 
bureau  —  a  phrase  designating  the 
consolidation  of  the  still  and  motion 
picture  sections. 

If  reels  were  solid  wheels.  Santa 
Fe  would  seem  to  have  enough  to 
roll  a  new  train.  So  far.  the  motion 
picture  force  has  fathered  over  -50 
16mm  films.  Stretching  out  from 
the  seven  regional  bureaus,  into 
civic  and  religious  groups,  schools, 
and  industrial  organizations,  the 
newer  of  these  films  are  bringing 
Santa  Fe  ideas  to  millions:  ad- 
hering to  the  system's  working  blue- 
print, they  are  deep-etching  the  map 
for  the  Santa  Fes  nationwide  opera- 
tional family.  Q" 


"The    Human    Side"   was   produced    in    typical  UP   freight   terminals. 

53,DDD  HailrnadErs  tn  View 
Uiiioii  Pacific's  "The  Human  Side " 

by  William  R.  Moore 

General    Director   of   Public    Relations,    Union    Pacific    Railroad   Company 


AT  Tut  Imon  Pacific  we  have 
traditionally  turned  to  the  mo- 
tion picture  to  present  various 
stories  to  our  varied  audiences. 

Both  public  and  employe  safety 
have  been  efiectively  promoted 
through  the  extensive  use  of  mo- 
tion pictures,  and  it  is  testimony  of 
this  mediums  impact  that  Union 
Pacific  has  consistently  turned  in 
one  of  the  industry's  top  safety 
records. 

Culling  Sheep.  Hog  Sense,  and 
(battle  Country  are  only  a  few  of 
many  films  utilized  by  the  U.P. 
agricultural  development  depart- 
ment in  its  educational  program 
carried  to  farmers  in  the  11  west- 
ern states  served  by  the  road. 

Millions   View   Travel    Films 

A  monthlv  audience  of  millions 
views  L  nion  Pacific's  travel  films, 
either  at  private  showings  or  on 
their  television  sets.  Because  Union 
Pacific  has  long  had  a  good  list  of 
travel  films,  it  was  able  early  to 
feed  TV  s  tremendous  appetite  for 
material  by  offering  stations  over 
the  country  prints  of  these  films 
specially  cut  and  edited  for  tele- 
vision. 

The  problem  of  freight  loss  and 
damage,  which  Lnion  Pacific  shares 
with  every  other  common  carrier, 
has  likewise  been  tackled  via  visual 
education. 

It  follows,  then,  that  the  motion 
picture  would  play  an  integral  part 
in  Union  Pacific's  newly  inaugu- 
rated courtesy  program. 

A  Prototype  of  Discourtesy 
The  Human  Side,  produced  b\ 
Cate  and  McClone  of  Hollywood, 
attempts  to  show  the  railroader  to 
himself  as  others  see  him.  Not  the 
typical  railroader,  we  hope,  but 
really  a  prototype  of  all  discourte- 
ous people  who  deal  with  the  pub- 
lic. The  film  explains  the  careless, 
thoughtless  or  deliberatelv  rude  em- 
ploye to  himself,  on  the  theors   that 


once  such  an  einplo\e  understands 
the  psychological  reasons  for  his 
personality  shortcomings  he  is  in- 
finitely better  equipped  to  overcome 
them. 

We  feel  the  film  does  a  persuasive 
job  of  selling  the  benefits  of  genu- 
ine courtesy  from  the  employe's 
point  of  view — courtesy  makes  his 
job  easier,  his  work  more  satisfying, 
removes  many  of  the  tensions  from 
his  working  environment,  and  there- 
by even  improves  his  physical  well- 
being.  The  film  does  not  ram 
courtesy  down  the  employe's  throat, 
but  rather  proceeds  from  sound 
principles  of  psychology  to  a  con- 
vincing demonstration  of  what 
wholesome  work  attitudes  can  mean 
to  the  employe  and.  though  almost 
incidentally,  to  the  employer. 

Mr.  F.  B.  Lewis.  Lnion  Pacific's 
newly-appointed  manager  of  safety 
and  courtesy,  plans  to  show  the 
film  to  all  of  the  railroad's  53.000 
employes,  with  special  emphasis 
upon  that  group  which  has  daily 
contact  with   the  i)ublic. 

Shown  in  Company  Theatres 
At  major  terminals,  the  film  will 
be  shown  in  company  theaters. 
Where  such  facilities  are  not  avail- 
able, the  film  will  be  screened  in  a 
special  "courtesy  instruction "  car. 
A  copy  of  the  30-minute,  16mm 
film  in  sound  and  color,  will  be 
supplied  each  district  safety  and 
courtesy  representative. 

Principal  character  in  the  film  is 
Joe  Brown,  played  by  veteran  Holly- 
(CONTINUED    ON    THE    NEXT    PAGE) 


Ton!    Ross    (right,    below)    played    a 
believable    "Poor   Joe"    in    the    film. 


NUMBER 


VOLUME       16 


1955 


Till!  Hiiiimii  Siili;: 

(coMiMKn  ruoM  i>ki:(:i;i)imc  pace  I 

wood  rliaiailer  actor  Toiii  Ross. 
Brown  picks  up  the  nickname, 
"Poor  Joe",  early  in  the  narration, 
anil  llu'  title  sticks  with  him  through 
iiis  various  roles  as  a  discourteous 
conductor,  liarrasscd  and  rude  reser- 
vations clerk,  thoughtless  freight 
receiver,  helligerent  cashier.  The 
narrator  analyzes  Joe  in  all  these 
roles,  pities  him.  suggests  howinuch 
easier  .Iocs  work  would  be  if  he 
were  to  follow  the  narrator's  wise 
suggestions. 

We  feel  thi>  film,  coupled  with  a 
continuing  program  of  supervisory 
effort.  Mill  do  a  fine  joli  of  public 
relations  for  the  Union  Pacific  Rail- 
road. IB' 


"Hey    Charlie"    tells    a    light-hearted 
family  story  for  Con   Ed   sales  .   .   . 

Gas  Heating  Tale 
Promotes  N.Y.  Sales 

Sponsor:    Consolidated    Edison 

Company. 
Title:  Hey  Charlie,  28  min..  color, 

produced  by  George  Black  En- 
terprises. 
•K  Con  Ed,  the  big  public  utility 
which  supplies  electricity  and  gas 
to  most  of  metropolitan  New  York 
as  well  as  other  areas,  has  released 
this  comedy  as  part  of  its  sales 
promotion  on  behalf  of  gas  heating. 

Though  admittedly  more  expen- 
sive to  operate  than  coal  or  oil, 
gas  heating,  says  Con  Ed,  will  pay 
for  itself  in  convenience,  efficiency, 
cleanliness   and   maintenance   costs. 

The  story  is  told  of  the  experi- 
ences of  one  family  —  an  archetype 
of  all  bundjiing,  fumbling  husbands; 
a  pretty,  efficient  wifi-:  a  painfully 
cute  old  leprechaun  of  a  father-in- 
law;  and  two  caterwauling  voung 
boys.  They  are  not  the  easiest 
people  to  live  with,  even  for  28 
minutes  —  but  can  they  sell  gas! 

The  picture  has  A-1  color,  light- 
ing and  sets  —  all  shot  in  the  Blake 
studios  in  New  York. 

Con  Ed  will  show  the  film 
throughout  its  marketing  area  — 
on  free  loan.  BBDO  agency  origi- 
nated the  film  idea  and  supervised 
production  Jirangements.  O" 
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This  tnodern   Pure  Oil  research   laboratory  helps  keep  driving   carefree. 

They  Assure  Your  Cariifi  gr  Hide 

Pure  Oil  Film  Visualizes  Story  Behind  Accessory  Sales 


Sponsor:   Pure  Oil  Company. 

Title:  As  Good  As  lis  Word,  20 
mil).,  color,  produced  by  Dy- 
namic Films.   Inc. 

■¥  Common  to  many  of  the  petrole- 
um marketers  recently,  the  Pure  Oil 
Company  is  taking  a  harder  look  at 
the  Tires -Batteries -Accessories  end 
of  its  business.  Sales  promotion  is 
being  stepped  up  both  at  the  whole- 
sale and  retail  levels  to  make  deal- 
ers and  customers  aware  of  the 
superior  qualifies  of  TBA  items 
bearing  the  Pure  trademark. 

Although  most  dealers  have 
known  Pure  Oil's  function  in  the 
manufacture  of  TBA  items,  this 
film  is  designed  to  remind  them 
again  that  the  company  is  not  just 
a  wholesaler,  but  maintains  full 
facilities  to  design,  research,  test 
and  supervise  the  manufacture  of 
every  product  it  sells. 

As  Good  As  lis  Word  takes  a 
typical  family  through  a  number  of 
different  driving  situations.  The 
underlying  theme,  developed  into  a 
principal  motif,  notes  that  back  of 
todav's  carefree,  high  horsepower 
driving,  there  is  an  army  at  work 
producing  petroleum  products  and 
tires  that  contribute  greativ  to  this 
carefree  feeling. 


Because  of  higher  c|ualit\  stand- 
ards, such  products  as  tires,  etc.  no 
longer  worry  the  driver  as  thev  did 
20  years  ago. 

As  a  main  case  in  point,  the  film 
goes  through  a  complete  rundown 
on  the  development  of  the  Pure 
tire,  from  research,  blue  prints,  a 
million  miles  of  tests,  and  manu- 
facture in  the  fifth  large.st  rubber 
plant  in  the  country. 

As  Good  As  Its  Word  has  been  a 
part  of  Pure's  Spring  dealer  meet- 
ings throughout  its  marketing  terri- 
tory. As  independent  businessmen. 
Pure  dealers  are  not  a  "'captive 
audience."  They  come  voluntarily 
to  the  meetings  to  help  themselves 
in  business,  and  Pure  sees  to  it  that 
money-making  ideas  are  the  back- 
bone of  each  meeting.  The  film 
shows  how  TBA  iten;s  can  ring  the 
cash  register  for  dealers  who  know 
how  to  sell  them  properly. 

One  interesting  gimnuck  used  in 
the  Pure  dealer  presentation  was  a 
seven-minute  recorded  talk  on  the 
company  s  ad  campaign  on  service. 
To  simplify  the  equipn-ent  set-up. 
Dynamic  Films  recorded  this  audio- 
only  portion  on  film,  and  it  makes 
up  a  trailer  spliced  on  to  the  end 
of  the  reel.  ijj}' 


Friendly,   efficient   service    is   backed    by   quality    products    that 
assure  this  family's  safety  on   the  road   .   .   . 


"Stop  Rheumatic  Fever" 
Aids  National  Campaign 

Sponsor:  Public  Health  Scr\  ii  c.  a 
division    of   the   L  .S.    Dciiarlment 
of  Health.  Education  and  W dfare. 
Title:    Sloj)   Rheiimalic   Fever,    12 
min..   b   \s.    produced   by   Trans- 
fdm  Im-nrporatcd, 
■*■  This  ncH   film  will  be  used  as  an 
integral  part   of  a  Slop  Rheumatic 
Fever  campaign   now   being   con- 
ducted by  the  National  Heart  Insti- 
tute, the  Public  Health  Service,  and 
the  American   Heart  Association. 

It  shows  how  rheumatic  fever  can 
be  prevented  by  treating  "strep"  in- 
fections. These  infections,  which 
cause  sore  throats,  tonsilitis,  scarlet 
fever  and  other  diseases,  are  the 
forerunners  of  rheumatic  fever.   In 


Graphic  animation  helps  point  up 
dangers  of  rheumatic  fever  .   .   . 

the  film,  a  smoky  flame  is  used  as 
the  symbol  of  rheumatic  fever 
which,  like  a  flame,  flares  up  and 
subsides  with  irregularity.  In  1953, 
rheumatic  fever  and  rheumatic  heart 
disease  resulted  in  21,000  deaths 
among  children  and  adults. 

One  of  the  most  important  recent 
discoveries  about  rheumatic  fever,  a 
leading  cause  of  disability  and  death 
in  childhood,  is  that  it  can  be  pre- 
vented. Early  treatment  of  ""strep" 
infections  can  stop  this  disease 
which  sometimes  leads  to  heart  dam- 
age and  death  even  in  later  life.  The 
film  encourages  physicians,  parents, 
teachers,  nurses  and  social  workers 
to  cond>ine  their  efforts  to  conquer 
these  diseases. 

Slop  Rheumatic  Fever  is  available 
at  all  local  American  Heart  As.soci- 
ation  branches.  Prints  mav  also  be 
purchased  at  S1.5  each  from  the 
American  Heart  .Association  Film 
Library  at  1.?  East  37th  Street,  New 
York  Citv  16.  ^ 

^'        »        « 

Medical  A-V  Conference 

♦I  he  third  animal  meeting  of  the 
Audio-Visual  Conference  of  Medi- 
cal and  Allied  Sciences  will  be  held 
during  the  .National  Audio-\  isual 
Convention  and  Trade  Show  in  (Chi- 
cago at  the  Hotel  Sherman.  Meet- 
ings will  be  held  in  the  HolhMood 
Room  on  July  26  from  ')  a.m.  to 
6  p.m.  it  was  announced.  g' 


BUSINESS     SCREEN 
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PERSONALITIES  IN  PICTURES  THAT  MADE  THE  NE^  S 


(Left) 

Off  to  London  this  post 
month  to  begin  produc- 
tion of  TV  commercials 
was  Peter  Elgar,  N.  Y. 
producer  (tor  left)  who  is 
shown  at  ploneside  with 
Leon  Goodman  (center) 
and  Roger  Proudlock 
(right),  Mr.  Elgar's 
London  partners.  Story 
at  left  below. 


*  IVtci  IJfiai  I'riKlui  liuiis  has  re- 
ceiitlv  anniiuncecl  that  the  compain 
has  heen  awarded  a  TV  commercial 
fihii  contract  which  is  an  all-time 
record  high.  The  sponsor  is  Ster- 
ling Drug.  Inc..  and  the  adiertising 
agency  is  Dancer-Fitzgerald-Sample. 

The  filming  will  be  done  in  Eng- 
land under  Mr.  Elgar's  supervision 
through  his  associated  facilities  in 
London,  TV  Commercials,  Ltd. 
Some  dimensions  of  the  project: 
Scripts  required  ten  weeks  of  prepa- 
ration; seven  weeks  to  build  sets  of 
which  there  are  more  than  200: 
shooting  will  take  12  weeks  and 
the  cast  will  comprise  150  actors 
and  actresses. 

Peter  Elgar's  London  partners. 
Leon  Goodman.  Chairman,  and 
Roger  D.  Proudlock.  Managing  Di- 
rector of  TV  Commercials.  Ltd. 
were  in  New  York  last  month  to  dis- 
cuss the  project  with  the  Elgar. 
Sterling  and  agency  staff.  This  is 
the  first  large-scale  production  of 
TV  commercials  abroad  on  behalf 
of  an  American  coinpany.  ^ 


Above:  The  election  of  Adiai  E.  Stevenson  (right).  Democratic  nominee  for 
President  in  1952,  now  practicing  law  in  Chicago,  to  the  board  of  directors 
of  Encyclopaedia  Britannico  Films,  Inc.  was  announced  last  month  by  former 
Senator  William  Benton  (left),  chairman  of  the  board  and  longtime  friend  of 
Mr.  Stevenson.  Center  above  is  EB  Films'  president,  Maurice  B.  Mitchell. 


Below:  Frank  Meitz,  newly  ap- 
pointed head  of  the  Santa  Fe 
Railway's  Film  Bureou  facilities, 
who  is  assuming  his  new  post 
at  the  headquarters  offices  in 
Chicago  this  month.  Both  still 
and  motion  picture  services 
hove  been  merged. 


Three  first  awards,  for  quality,  service  and  economy,  went  to  Consolidated 
Film  Industries  in  Billboard's  recent  television  film  survey.  Shown  receiving 
plaque  for  CFI  ore  Herbert  J.  Yates,  president  of  Republic  Pictures  Corp.  (left); 
Sid  Solow,  vice-president  and  general  manager  of  Consolidated  (center)  and, 
making  presentation  on  behalf  of  Billboard,  Lee  Zito  (right). 

Below:  Conferring  with  Westlnghouse  Lamp  Division  officials  on 
recent  developments  in  light  sources  for  studio  ond  proiection 
was  A.  Stanley  Pratt  (second  from  left)  of  British  Acoustic  Films, 
Ltd.  with  W.  B.  Gero  (left)  mgr.  of  commercial  engineering  and 
"■^"'  W.    R.    Wilson    (right)    mgr.    of    the    photographic    lamp    section. 

V.  L.  Brophy,  mgr.  of  market 

development  of  Sinclair  Oil 

Co.,  and  C.  E.  Broderick, 

of  Florez,  Inc.,  (center) 

exchange  compliments  on 

winning  of  two  top  awards 

in  recent  National  Visual 

Presentation  contest.  Others 

(I  to  r)  ore  J.  K.  Kleene, 

Florez;  E.  W.  Isom,  Jr., 

Sinclair  mgr.  of  soles  and 

dealer  training;  W.  R.  Kelly, 

Sinclair  osst.  mgr.  of  market 

development;  and  C.  F. 

Hooker,  group  copy 

chief  at  Florez,  Inc. 


Traditions  of   personal   craftsmonship 


ore  carried  into  mass  production 


Story  Beliiiiil  the  "Bnily  nuniiliful" 

Fisher  Body  Screens  Eye-Filling  Tale  of  Craftsmanship 


I.\  1910,  Two  Years  after  its 
founding.  Fisher  Body  Corpora- 
tion began  filling  a  volume  order 
for  150  bodies  for  the  Cadillac  auto- 
mobile. Since  that  time,  under  an 
array  of  famous  names.  Fisher-made 
bodies  have  multiplied  into  an  over- 
whelming contradiction  of  the  die- 
hard belief  that  mass  production 
inevitably  is  the  enemy  of  ex- 
cellence. 

From  its  beginnings  as  an  inde- 
pendent mass-supplier  of  automo- 
tive bodies  and  through  its  devel- 
opment as  a  division  of  General 
Motors  Corporation.  Fisher  Body 
has  emphasized  craftsmanship.  This 
emphasis  has  been  a  tradition  on 
the  assemblyline  and  in  advertising 
which  extolled  "Body  by  Fisher." 
Renewing  this  tradition  promotion- 
ally  is  ISofly  Boiintijul.  a  sound  and 
color  motion  picture  produced  by 
the  General  Motors  Photographic 
department.  Prints,  by  Consolidated 
Film  Industries,  were  perfect  in  de- 
tail and  beautiful  to  the  eye. 

An  Extension  of  Crafts 
Body  Bounlijul  is  a  2.i-minute 
documentation  of  the  Fisher  con- 
cept that  mass  production,  in  wise 
hands,  is  the  extension  of  crafts- 
manship, the  imaginative  utilization 
of  quality,  the  enlargement  of  excel- 
lence. 

Lightly  tapping  out  a  prelude  to 
its  anvil  chorus  theme,  the  film  sep- 
arates men  from  monkeys  and 
proves  with  classical  examples  of 
implement  and  ornament  how 
"craftsmanship  and  civilization  have 
marched   flown  the  years  hand   in 


hand."  Viewing  masterpieces  of  eras 
when  craftsmen  were  soloists  with 
limited  tools,  the  film  notes  that 
craftsmanship  in  other  davs  was 
slow^  and  costly  and  its  finer  prod- 
ucts were  beyond  the  popular  mar- 
ket. In  the  same  breath,  the  narra- 
tion acknowledges  that  .  .  .  "even 
so,  the  true  craftsman  has  always 
been  secure  in  his  skill.  No  machine 
has  taken  his  place  or  ever  will." 

"Millions  Instead  of  One" 
What  machines  created  by  crafts- 
men, are  able  to  do,  the  body  of  the 
film  demonstrates.  The  machines, 
the  men  who  make  them  and  the 
men  who  operate  them  in  mass  pro- 
duction bring  excellence  up  to  date, 
to  "millions  instead  of  one." 

Printing  out  scenes  of  craftsman- 
ship in  mass  production  are  se- 
quences of  brilliant  clarity  which 
explain  operations  repeated  in  33 
Fisher  Body  plants  located  in  20 
cities.  In  these  factories  as  many  as 
75,000  persons  together  ply  their 
arts  with  the  aid  of  collossal  preci- 
sion machinery  to  annually  fill  the 
highways  with  carriage  bodvcraft 
known  as  Buick.  Cadillac.  Chevrolet. 
Pontiac  and  Oldsmobile. 

Shows  Detail  of  Assembly 
lidily  lloiuuijiil  slioMs  in  doseup 
and  rapid,  massive  detail,  how  men 
and  machines  are  responsible  for 
the  high  standards  of  design,  dura- 
bility and  luxury  which  character- 
ize the  mass-produced  "Bodv  by 
Fisher."  Depicted  are  such  recent 
techniques  as  side-frame  assembly. 
In  this  method,  each  side  of  the 
body    is   assembled    as    a   complete 


unit,  designed  to  hold  panels  and 
parts  rigidly  in  closc-lolcranc<'  align- 
ment while  they  are  welded.  This 
oj)cratio!i  controls  the  critical  <li- 
iiiensions  of  door  openings  and  fa- 
cilitates precision  hanging  of  doors 
—  an  ini|»nrtant  element  in  bod\' 
quality. 

The  "sculpturing  of  the  auto 
body  is  shown  as  the  result  of  almost 
endless  machining  which  engineers 
the  actual  parts  in  fidelity  to  a  clay 
model,  producing  right  and  left 
half  sections  in  exact  image,  per- 
fectly congruent.  From  flat  drawing 
to  final  testing  and  lacquering,  the 


building  of  Fisher  bodies  is  marknl 
as  craflsmanslii])  set  to  speed,  "spi-i-d 
that  comes  from  true  skill,  spied 
that  comes  from  specialization  .  .  . 
and  fr(»m  ha\  ing  enough  specialists, 
each  with  plirily  of  time  to  do  his 
job   to   pcrfi'clioii." 

Available  on   Free   Loan 

.^hot  in  Kirnrn  and  .'^5nun  the  film 
will  be  made  available  to  schools, 
clubs  and  other  interested  groups. 
For  information  on  obtaining  the 
film  write  to  Fisher  Body  Division, 
General  Motors  Building,  Detroit  2. 
Michigan.  1^ 


Unusual  graphic  animation  is  featured  in  new  Kellogg  film. 

Designed  far  Millinn  Dollar  SaiRs 

Color  Picture  Shows  the  Operation  of  Catalytic  Cracker 


Sponsor:  M.  W.  Kellogg  (^). 

Title:  The  Orlhojlow  Fluid  Cata- 
lytic Cracker.  15  min..  color,  pro- 
duced by  Transfilm  Incorporated. 

M  This  sales  promotion  film  has  the 
special  distinction  of  setting  ttut  to 
sell  the  most  expensi\e  single  prod- 
uct for  \\hich  a  sales  film  was  ever 
made.  The  Kellogg  catalytic  cracker 
is  a  massive  installation  for  con- 
verting crude  oil  to  gasoline.  The 
orthoflow  units  cost  anywhere  from 
-Sl.OOO.OOO  to  the  more  usual 
SIO.000.000. 

The  motion  picture  is  said  to  be 
the    onlv    one    ever    made    dealing 


solely  with  catalytic  crackers.  The 
production  technique  more  aptly 
might  be  described  as  "graphic  ani- 
mation." Except  for  a  few  [ihoto- 
graphic  scenes  actually  show  ing  the 
"cracker."  the  inner  workings  of 
the  unit  are  di'piitcd  graphically. 
Transparency  of  the  art  on  the 
screen  was  accomplishi-d  li>  under- 
lighting the  animation  camera  staiul. 
As  the  film  will  be  shown  to  oil 
interests  around  the  world,  the 
soundtrack  was  recorded  in  both 
English  and  French.  It  made  its 
debut  at  the  Fourth  World  Petrole- 
um Congress  hehl  in  Rc^me  early 
this  month.  Q" 
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BUSINESS     SCREEN     MAGAZINE 


TiiK  Now  Widely-Familiar  com- 
bination of  recorded  disc  and 
filnistrip  which  industry  calls  the 
50und  slidefihii  is  a  medium  with  a 
reputation  of  its  own  and  a  quarter- 
■•enturv  of  proven  resuhs  to  back 
it  up. 

Since  the  early  thirties,  when  the 
mass  production  industries  first  sent 
thousands  of  projector-playback  ma- 
chines into  dealer  .showrooms  and 
service  departments  throughout  the 
nation,  the  sound  slidefilm  medium 
has  had  its  ups  and  do»ns.  World 
War  II  brought  a  temporary  eclipse 
but  the  return  of  selling  and  service 
needs  brought  a  postwar  boom. 

The  automotive  industry  and  re- 
lated fields  remain  Customer  No.  1 
for  this  medium  with  thousands  of 
prints  and  records  of  a  single  sub- 
ject going  to  the  dealer  field:  re- 
centlv.  these  dealers  have  been 
largely  re-equipped  with  the  latest 
machines  utilizing  the  new  long-play 
records  and  many  are  also  using  the 
comparatively  recent  "automatic  ad- 
vance" equipiuent. 

The  Editors  of  Blsiness  Screen 
ihave  turned  to  the  producers  of 
sound  slidefilms  and  to  other  recog- 
nized authorities  among  the  sponsor 


and  equipment  firms  to  bring  read- 
ers a  ''New'  Look  at  the  Sound  Slide- 
film"  in  this  and  subsequent  issues. 

This  editorial  review  will  include 
details  on  new  techniques  such  as 
"wide-screen"  on  "pan-screen"  slide- 
films:  the  discussion-type  program 
recently  tested  by  DuKane  execu- 
tives; attention  will  also  be  given  to 
advantages  and  benefits  of  the  me- 
dium from  practical  experiences  of 
successful  users. 

Another  current  phase  in  sound 
slidefilm  utilization  is  the  re-birth 
of  ready-made  programs  for  various 
fields.  At  least  three  producers  have 
announced  sales  training  programs 
of  this  type;  supervisory  relations 
are  covered  by  other  series. 

But  the  emphasis  in  these  pages 
is  on  the  key  word:  experience. 
Through  recent  decades,  both  pro- 
ducers and  sponsors  have  learned 
what  makes  sound  slidefilms  effec- 
tive and  where  they  may  fail.  The 
primary  objective  of  this  editorial 
survey  is  to  help  prospective  spon- 
sors attain  real  results  wherever 
this  highly-effective  medium  can  be 
properlv  and  economically  applied. 
The  experience  of  experts  is  set  forth 
here  to  help  accomplish  that  aim.  S' 


"Making  Sales  in  the  Parlor" 

by   O.   J.   McClure,    President,    O.   J.   McClure   Talking    Pictures 


IN  THE  Mat  Issue  of  Business 
Screen,  an  article  on  the  J.  I. 
Case  Company  (page  42 1  spoke 
volumes  to  sales  executives  when  it 
quoted  the  company's  advertising 
manager  as  saying  "Our  field  men 
report  many  sales  right  in  the 
parlor."  He  was  speaking  about 
sales  of  heavy  farm  equipment. 

With  the  same  phrase,  he  might 
well  have  been  talking  about  many 
other  kinds  of  equipment  and  prod- 
ucts— because  he  was  talking  about 
the  results  of  audio-visual  selling. 
Sound  slidefilms,  which  play  a  lead- 
ing part  in  this  kind  of  selling,  now 
are  closing  deals  on  the  spot  for 
manufacturers  of  such  things  as 
building  materials,  refrigerators, 
heaters,  furnaces,  ranges,  ice  cream 
freezers,  washing  machine,  soda 
fountains,  office  equipment,  insur- 
ance, home  equipment,  feeds,  adver- 
tising, automobiles,  trucks,  instruc- 
tion materials. 

The  slidefilms  ability  to  bring 
demonstrations  of  cumbersome  and 
complex  equipment  into  the  pros- 
pect's parlor  or  office  is  an  obvious 
advantage.  But  this  moving-van 
magic  is  only  part  of  the  slidefilm  s 
power.  Its  greater  power  is  that  its 


sight-sound  persuasion  does  a  big 
share  of  the  salesman's  job  for  him, 
a  job  that  all  too  often  he  alone 
cannot  do. 

Executives  selling  major  com- 
modities recognize  that  many  sales- 
men do  not  know  their  product  well 
enough  to  sell  it  and  that,  despite 
their  training,  they  frequently  aren't 
good  enough  salesmen.  Acting  for 
the  human  salesman,  the  sound 
slidefilm  does  not  get  tired  or 
scared,  does  not  grope  or  forget. 
The  slidefilm  takes  possession  of  the 
interview  and  delivers  the  com- 
pany's message  as  the  company 
w  ants  it  delivered  —  not  occasional- 
ly but  every  time.  It  grips  the  eye- 
ear  attention  of  the  prospect  with  a 
dramatized  message  and  does  not 
stop  for  disputation. 

The  sales  world  has  placed  much 
emphasis  on  personality  but  rare  is 
the  personality  that  pleases  every- 
body. Many  persons  are  irritated  by 
a  long  direct  pitch  even  from  a 
skilled  salesman.  With  its  colorful 
images  and  steady,  moderate  narra- 
tion, the  sound  slidefilm  vitalizes 
the  sales  interview  in  a  form  relished 
by  the  buyer  and  makes  sure  that 
the  salesman  sells.  ^/i' 


The  Editors  of  Business  Screen  present  a 


New  Look 
at  the 
SOUND 
SLIDEFILM 


Its  Many  Advantages 
Plus  the  New  Techniques 
Have  Revived  National 
Interest  in  This  Basic  and 
Effective  Business  Tool 


NUMBER 


VOLUME       16 


1955 


FIELDS  FOR  SLIDEFILMS  -  1 

Helping  the  Public 

to  Understand  Business 


+  The  market  place  is  a  place  of 
beliil  ami  lempeiamciit  no  less  than 
a  place  of  dollars  and  cents  -  and 
proiliicts  move  only  when  ])eople 
move.  A  deadly  rumor,  a  morbid 
popular  suspicion  can  paralyze  a 
market,  close  a  bank  or  start  a  war. 
The  benumbing  psychologies  that 
sweep  through  the  public  mass  can 
change  customers  into  economic 
zombies  or  militant  enemies,  mere 
mumbling  can  thwart  the  best  laid 
merchandising  plans. 

Jn  an  edorl  to  make  the  public 
open  its  eyes  and  ears,  to  move  for- 
ward and  breath  a  favorable  air, 
business  and  industry  make  use  of 
the  quick,  colorful  and  memorable 
images  of  the  sound  slidefilm.  By 
repeating  facts  forgotten  and  pre- 
senting new  clear  evidence  of  m.ir- 
ktts  alive  and  waiting,  the  slidefilm 
combats  the  fogs  of  apathy  and  fear 
which  chill  demand  and  corrode  the 
lines  of  supplv. 

•        *        • 

"The   Future  of  America" 

♦  Currently  doing  an  indoctrination 
deed  for  the  Association  of  National 
Advertisers  and  the  .'\merican  Associ- 
ation of  Advertising  Agencies  is  a 
27-minute  color  sound  slidefilm.  The 
Future  of  America.  Especially  alert 
to  the  moods  of  the  public,  these 
advertising  interests  sponsored  a  film 
designed  to  counteract  what  was  per- 
cieved  to  be  a  growing  doubt  that 
the  .\merican  economy  would  re- 
main prosperous  and  sustain  the 
present  standard  of  living.  People 
were  talking  up  another  depression 
as  an  inevitability— the  first  long  step 
toward  making  one  a  reality.  Con- 
versations echoed  a  feeble  opinion  of 
long-term  strength  of  America  and 
its  free  enterprise  system.  The  fu- 
ture of  America  spotlights  the  social 
forces  which  can  assure  America  of 
a  thriving  and  expanding  economy. 
With  the  authority  of  its  facts  identi- 
fied, the  film  portrays  .America's  needs 
and  resources.  If  the  nation's  people 
recognise  these  needs  and  these  needs 
become  demands,  continued  eco- 
nomic growth  can  be  the  story  of  the 
future. 

The  Joint  Committee  of  the  two 
associations  have  made  the  film  avail- 
able for  sale  to  individual  companies 
and  business  groups.  The  film  is 
shown  by  these  groups  to  their  em- 
ployees, civic  and  patriotic  organiza- 
tions, schools,  church  groups,  news- 
paper, broadcasting  and  magazine 
editorial  groups.  Companion  book- 
lets arc  provided  with  the  film. 

Business  organizations  may  con- 
tact the  Assn.  of  National  Adver- 
tisirs  at  285  Madison  Avenue,  New 
York  or  the  American  Assn.  of  Ad- 
vertising Agencies.  420  Lexington 
Avenue,  New  York  for  print  costs.    • 
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SLIDEFILM  TECHNIQUE 
The  Slidefilm  in  Training 

by   John    Hans,    President,    Deplete   Films,    Inc. 


A  Few  Years  Back,  one  of  my 
most  highly  regarded  clients — 
and  an  astute  business  man — came 
into  my  office  and  started  to  tell  me 
why  he  was  going  to  have  a  luotion 
picture  made  to  help  train  his  rapid- 
ly expanding  sales  force.  I  heard 
him  out  —  and  then  —  perhaps  not 
too  subtly,  hut  as  forcefully  as  1 
knew  how  —  proceeded  to  sell  him 
what  he  needed  to  instill  the  basic 
elements  of  selling  into  his  salesmen 

—  and  that  was  a  sound  slidefilm! 
Todav.  he's  still  using  that  slide- 

fihn — modified  a  little  to  be  sure — 
but  he  tells  me  that  it  is  still  pro- 
ducing darned  good  results  in  the 
training  of  his  sales  neophytes — 
and  I  believe  him.  because  I  happen 
to  believe  in  the  training  value  of 
slidefilms. 

I  discount  entirely  the  opinions 
of  those  skeptics  who  will  tell  you 
that  the  good  old  slidefilm  is  on  its 
way  out — that  it  must  learn  to  bow 
humbly  to  its  more  glamorous,  more 
dramatic  rival — the  industrial  mo- 
tion picture.  I  produce  both — so  I 
know  theres  a  place  for  both  in  the 
business  field — and  selling  the  one 
over  the  other  is  no  money  out  of 
my  pocket.  But,  to  each  his  own, 
and  I  know  that  there  has  never 
been  a  greater  need  than  now — in 
this  modern,  visual-minded  age  for 
the  flexihility,  the  adaptability,  the 
sound  practical  common  sense  and 
the  overall  utility  of  this  training 
medium. 

\\  e  re  li\  ing  in  a  push-button  era 

—  an  age  of  ever-increasing  elec- 
tronic devices  —  an  age  of  nuclear 
energy  —  we  hear  daily  references 
to  such  forces  as  automation  —  to 
technological     advances     in     every 


fiirin  (if  production  and  economy. 
.\iid  we  know  that  very  soon  the 
indu.strialist.  the  manufacturer,  the 
educationalist,  the  public  relations 
expert  will  have  come  to  realize  the 
value  of  the  visual  medium  and  will 
need  the  help  and  guidance  of  the 
fibu  producer  to  demonstrate  to  his 
trainees,  via  that  same  visual  medi- 
um, how  to  use — to  manage — to 
control  the  new  power  energies; 
how  to  cope  with  the  problems  of 
product  development  and  product 
selling  and  prnmotiun:  how  to 
discipline  thinking  through  the 
channels  of  education  and  knowl- 
edge. And  what  better  visual  medi- 
um for  this  purpose  than  the  proven 
training  medium  —  the  sound  slide- 
film! 

And  let  us  not  overlook  the  fact 
that  the  slidefilm.  too.  takes  on 
added  glamor  and  effectiveness, 
added  impact  with  the  innovation 
of  anamorphic  photography.  Im- 
agine a  slidefilm  with  the  visual  and 
dramatic  impact  of  Cinemascope  or 
Vistavision — that  can  be  produced 
within  the  budgetary  limits  of  al- 
most every   sponsor! 

And  because  Depicto  Films  be- 
lieves so  sincerely  in  the  future  of 
the  sound  slidefilm.  we  have  adopted 
this  new  anamorphic  technique  and 
ha\e  developed  and  jnoduced  slide- 
films  that  under  the  byline  of 
""Photographed  in  Vistarama  by 
Depicto  Films"  have  won  acclaim 
from  their  sponsors.  We  hope  to 
continue  in  this  work  and  to  merit 
the  respect  from  the  many  more 
sponsors  who  arc  presently  looking 
to  the  values  and  usages  of  the 
sound  slidefilm.  9 


FIELDS  FOR  SLIDEFILMS  -  2 

Facts  for  Employees 

and  Shareholders 


Kling  Studios,  Chicago,  produced  a  sound  slidefilm  about  this  potent  medium 
recently,  utilizing  fresh,  original  and  stylized  effects.  The  program  has  become 
one  of  the  studio's  most  effective  selling  tools,  according  to  studio  executive 
Fred  Nlles.  Manny  Paull  directed  art  on  this  production. 


■^  Drawing  their  larger  and  divi  rsi 
memberships  into  orbits  of  real  uni 
fied  interest  and  participation,  in 
dustrial  and  other  organizations  ni.iki 
use  of  sound  slidefilms  to  simplif" 
and  highlight  corporate  informal ioi 
—  facts  which  get  across  to  the  in 
dividual  employee,  stockholder  o 
dues  payer  the  idea  that  "this 
what  we're  doing  here,  this  is  you 
club,  too." 

«       •       • 

The   Union  Oil   Company 
Presents   an   Annual   Report 

*  Annual  Report,  a  11-raiimte  coloi 
sound  slidefilm,  is  a  pictorial  vcrsior 
of  the  1953  Annual  Report  of  Uniot 
Oil  Company  of  California.  .Vfter  thi 
report  was  published  in  manua 
form,  the  oil  company  brought  it 
salient  points  into  focus  with  the 
slidefilm  and  two  charts  to  which  th< 
film  refers.  To  give  employees  ant 
stockholders  a  clear  understanding  o 
their  company,  the  report  is  di\idec 
into  two  parts.  The  first  part  deal: 
with  the  production,  refining,  m.ar 
keting  and  transportation  of  peirole 
um.  The  second  part  covers  tht 
financial  aspects  —  sales,  costs,  invest 
ments,  profits. 

Benefits  to  employees,  shareholtler; 
and  economy  are  pointed  out.  Iht 
company's  future  is  viewed  as  a  pari 
of  the  future  of  tree  enterpri.se  whicf 
makes  it  possible.  The  recording 
stops  at  the  half-way  point  for  ; 
question  and  answer  interlude.  Thi: 
film  may  be  borrowed  from  the  I'nior 
Oil  Co..  617  W.  7th  St.,  Los  ,\ngele: 
17.  California. 

Amalgamated  Clothing  Worker: 
Visualize  40th   Convention 

*A  Progre.u  lirpoil  to  the  -lOth  An' 
niversary  Convention,  15  minutes 
color,  was  made  for  presentation  ai 
the  40th  convention  of  the  .Amalga 
cated  Clothing  A\orkers  of  .America 
Its  job  was  to  arouse  the  delegates 
interest  and  to  make  them  feel  the) 
belonged  to  a  powerful  organization 
Secondary  audiences  who  were  tc 
share  this  impression  were  the  entire 
membership  of  the  union  and  othei 
groups  interested  in  the  labor  move- 
ment. 

The  slidefilm's  multiple  assign- 
ment included:  lending  color  and 
visual  interest  to  the  r;itlier  droning 
procedures  of  tlie  convention:  to  aid 
delegates  in  reporting  back  to  ihcil 
locals  on  the  business  of  the  coj 
vention;  to  oiuline  the  union's 
year  progress:  to  sinnniarize  gains 
all  phases  of  union  activity  since  1 
previous  convention:  to  stimulate  i 
tcrest  in  the  John  W.  Vandero 
broadcasts  sponsored  by  the  uniod 
to  re-allirm  the  Sidney  Hillman 
dition  of  labor  unionism.  The  repo 
film  is  available  on  free  loan  or  fd 


USINESS     SCREEI 


le  from  the  Amalgamated  Clothing 
brkeis  of  America,  15  Union 
luare,  New  York,  N.Y. 


FIELDS  FOR  SLIDEFILMS  -  3 

Improving  Relations 
With  Public  &  Clients 


"Public  relations"  essentially  means 
aking  friends  with  people-a  pre- 
ninary  in  winning  these  friends  as 
lies  or  customers.  Sound  slidefilms 
cililate  the  nonsell  appronch,  giv- 
ig  audiences  a  life-like  gallery  of 
jnificant  facts  and  impressions 
hich  helpfully  typify  the  sponsor 
;siriiig  an  agreeable  introduction  to 
■  more  positive  reacquaintance  with 
le  public.  Here  are  some  typical 
ibjccts. 

"Public  Relations -Its  Story" 

Public  lieltitinns-Ils  Slor\.  18  min- 
tes,  color,  is  a  sound  slidefilm  which 
le  .Muniinum  Company  of  .\merica 
lonsored  in  order  to  explain  the 
urpose  and  function  of  its  public 
;lations  department  to  its  sales  per- 
)nnel.  .\lcoa  discovered  that  the 
lorts  of  this  department  were  not 
ppreciated  by  the  sales  people  and 
lat.  as  a  result,  the  sales  people 
■ere  not  making  full  use  of  the  pro- 
lotional  techniques  expended  in 
leir  behalf.  In  this  film.  .A.lcoa 
liows  its  sales  family  how  the  en- 
irged  pr  dept.  can  be  of  great  aid  in 
timulating  sales  and  therefore  its 
nportance  in  the  corporation. 

The  film  tells  why  the  corporation 
nforms  employees,  stockholders, 
ustomers  and  gmernment  of  its  ac- 
ivities.  This  job  requires  several 
inds  of  information  speci.alists,  the 
ilm  savs.  and  these  specialists  are 
luilding  opportunity  for  the  organi- 
ation  and  for  the  sales  people. 
Ucoa  loans  this  film  free  from  its 
'ittsburgh.  Pennsylvania  offices. 
•  •  * 
Tile  Facts  for  Contractors 
►  Hon-  !o  cut  Bcttrr  Clii\  Tile  In- 
tallaliuns,  15  minute,  color,  was 
fesigned  for  the  Tile  Council  of 
\merica  to  make  overtures  to  local 
juilding  contractors  on  behalf  o£ 
Jay  tile  manufacturers  which  the 
rouncil  represents. 

The  film  shows  the  contractor  what 
LO  look  for  in  working  with  a  clay 
lile  manufacturer.  In  the  course  of 
this  market  education,  the  film  offers 
1  brief  history  of  tile,  its  durability 
and  practicality,  its  impact  on  the 
liome  when  used  with  imagination. 
The  contractor  is  told  what  he  should 
expect  from  carpenter  and  plumber 
to  insure  smooth  tile  work.  Various 
kinds  of  tile  and  stages  in  installation 
are  pictured  and  the  contractor  learns 
how  to  check  the  quality  of  the  in- 
stallation. Purchasing  the  film  from 
the  council,  the  tile  manufacturer 
has  a  pro-tile  diplomat  to  pave  his 
way  among  men  who  sub-contract 
tile  work  and  other  phases  of  con- 
struction. • 


This  Jam  Handy  Organization  production  scene  shows  a  typical  automobile 
dealer  service  group  reviewing  a  sound  slidefilm  on  maintenance  ideas.  The 
automotive   industry   has   been   a    pioneer   and    leading    user   of   this   medium. 

The  Script's  the  Thinq 

by  William   H.   Lough,    President,  TradeWays,   Inc. 


FIELDS  FOR  SLIDEFILMS  -  4 

Helping   to  Train 
Supervisory  Personnel 


BECAISF.  THE  PlCTlRES  on  a  strip 
of  fihn  appear  one  at  a  time 
and  produce  no  illusion  of  action, 
thev  can  contribute  little  to  the 
"flow"  of  ideas  or  events.  No  mat- 
ter how  striking  or  beautiful,  they 
remain  illustrations,  comparable  to 
those  in  a  magazine.  Though  they 
have  important  values,  such  as  dari- 
fving  explanations  and  holding  at- 
tention, they  necessarily  play  only 
supporting  parts  in  the  production. 
A  question  sometimes  debated  is 
whether  the  illustrations  should  be 
factual  photographs  or.  preferably, 
drawings  of  a  fanciful  or  humorous 
character.  Actually,  the  question 
seems  to  me  unimportant.  In  any 
event,  there  is  no  actual  conflict, 
since  each  style  is  determined  by  the 
subject-matter. 

There  seems  to  be  a  significant 
trend  toward  a  clearer  understand- 
ing by  users  of  sound  slidefilms  that 
the  dominating  role  belongs  not  to 
the  film  pictures,  but  to  the  spoken 
script. 

In  step  with  this  trend  is  more 
general  recognition  that  script  writ- 
ing for  slidefilm  calls  for  a  distinc- 
tive technique.  It  has  little  in  com- 
mon with  motion  picture  scripting. 
It  must  provide  the  smooth  continu- 
ity that  the  pictures  lack.  It  must 
have  enough  punch,  touches  of  hu- 
mor, and  frequent  change  of  pace 
to  capture  and  retain  audience  in- 
terest. In  short,  a  good  slidefilm 
script,  unlike  a  motion  picture 
script,  makes  good  reading  in  itself. 
A  natural  corollary  is  greater  em- 
phasis on  first  class  recording.  As 
a  rule,  professional  actors  are  re- 
quired. However,  an  interesting  de- 
velopment is  increasing  use  in  sound 
slidefihns  of  dialog  with  or  among 
executives  to  add  a  personal  note  of 
authority.  Under  skillful  and  patient 


direction  it  is  possible  to  get  satis- 
factory voicing  by  untrained  per- 
sons. 

The  most  important  advance  of 
recent  vears  in  slidefilm  technique, 
within  my  experience,  is  in  the 
growing  use  of  devices  for  stimulat- 
ing audience  participation  in  train- 
ing sessicms.  One  device  consists  of 
stopping  projection  at  intervals  and 
calling  on  the  audience  to  discuss 
what  should  be  done  next  in  the  sit- 
uation that  has  been  portrayed.  This 
device  has  the  merit  of  focusing  at- 
tention on  one  particular  phase  of 
the  situation  at  a  time.  .Another  de- 
vice consists  of  enacting  first  the 
complete  story  of  an  interview  or 
incident,  with  accompanying  ques- 
tions for  discussion.  The  discussion 
is  followed  by  an  analysis  of  the 
situation  and  a  demonstration  of 
how  it  might  have  been  better  han- 
dled. This  device  has  the  merit  of 
presenting  and  analyzing  the  situa- 
tion as  a  whole  instead  of  going 
through  it  bit-by-bit. 

Either  device  makes  good  use  of 
the  sound  slidefilm  for  its  chief 
function — that  is.  to  serve  as  an  ef- 
ficient training  aid.  In  this  applica- 
tion the  sound  slidefilm  can  be  supe- 
rior to  the  motion  picture.  It  sets 
forth  problems  and  ideas  without 
the  distraction  of  meaningless  mo- 
tion and  at  about  the  right  speed  to 
let  them  be  grasped,  discussed  and 
menlallv  digested.  It  stirs  up  active 
thinking  and  thus  assures  a  produc- 
tive meeting. 

Obviously,  the  script  is  the  vital 
element  in  a  slidefilm  designed  for 
training.  Preparing  such  scripts  is 
a  specialized  task  that  requires  a 
combination  of  writing  talents  with  a 
thorough  understanding  of  the  spe- 
cific problems  to  be  treated  in  each 
training  film.  §■ 


■^  Industry's  first  sergeant,  the  super- 
visor, possibly  is  the  most  advised 
man  in  the  economic  world.  Today, 
he  must  stride  to  maintain  the  speeds 
and  efficiency  of  mass  production 
while  coping  constructively  with  the 
new  accent  on  human  factors.  Keep- 
ing middle  management  up  to  date 
on  improved  attitudes  and  practices 
are  numerous  slidefilms  which  bring 
managerial  indoctrination  quickly 
and  sharply  into  focus. 
»        *        * 

Better  Supervisor  Relations 

♦  Something  to  Lire  By.  a  15-minute 
color  sound  slidefilm.  was  prepared 
for  the  Siudebaker  Corporation  as 
part  of  a  management  development 
program.  It  is  aimed  at  first-line  and 
middle  supervision  and  explains  the 
function  of  the  imion  contract  in 
labor  management  relations.  .As  it 
clarifies  the  contract's  provisions  and 
their  effect,  the  film  works  to  moti- 
vate the  supervisors  to  become 
f.imiliar  with  the  contract  and  to 
abide  by  its  provisions  as  interprested 
by  common  agreement. 

Individuals  and  society  live  by  cer- 
tain agreements,  written  and  un- 
written, the  indoctrination  film  notes. 
The  union  contract  is  such  an  agree- 
ment and  is  vital  to  a  complicated 
organization  to  guarantee  labor-man- 
.igement  cooperation,  .^fter  outlining 
and  intrepreting  the  contract,  the 
film  suggests  how  the  contract  pro- 
visions best  can  be  applied.  The 
Studebaker  Corporation,  South  Bend. 
Ind.,  loans  this  slidefilm  free. 


General   Electric   Stimulates 
More   Employee   Suggestions 

*  Everywhere  You  Look,  \i  minutes, 
color,  was  sponsored  by  the  General 
Electric  Company  to  stimulate  new 
interest  in  its  liberal  employee  sug- 
gestion program  by  way  of  moti- 
vating supervisors  to  encourage  and 
train  employees  to  develop  and  pre- 
sent their  ideas.  New  employees  and 
those  whose  previous  ideas  had  been 
rejected  were  a  potential  soiurce  o£ 
new  techniques,  the  company  be- 
lieved, but  it  was  up  to  the  super- 
visors (who  are  not  eligible  for 
idea-awards)  to  reassure  the  neo- 
phyte, to  chaw  him  and  his  sugges- 
tions out  of  his  timid  shell. 

In  this  cartoon-style  case  history  a 
new  employee  is  helped  by  his  wife 
and  a  wise  supervisor  to  submit  a 
prize-winning  idea.  The  film  also  re- 
views for  employees  the  care  and 
impartiality  with  which  the  company 
administers  the  suggestion  plan.  Gen- 
eral Electric  Company,  1  River  Road, 
Schenectady,  N.Y.,  makes  this  film 
available  on  free  loan.  • 

9  •  « 
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NEW  SOUND  SLIDEFILMS: 


"Speaking  of  Selling"  — 

A  New  Series  of  ready-made 
sound  flidefilms.  the  Speaking- 
ol-Sellirig  Training  Program,  has 
been  announced  for  sale  by  Henning 
and  t^headle.  Inc.  The  program  is 
offered  in  series  form,  consisting  of 
six  sound  siidefilms  of  appr<»xi- 
malely  10  minutes  each.  Total  cost 
of  the  entire  series  is  S22.S.()().  Kach 
program  is  available  in  either  auto- 
matic (.■<()  .SO  cycle  I  or  manual  ver- 
sion; all  are  black  S,  white. 

The  first  two  of  the  new  series. 


a  Program  for  Salesmen 

titled  Let's  Be  Professional  About  It 
and  Get  More  Seconds  From  your 
Working  Day  were  already  complete 
last  month  and  the  balance  of  titles 
are  soon  to  follow.  They  are: 

tt'hal  .\takes  People  Buy?;  Don't 
Let  Objections  Get  }  ou  Down  :  i  our 
Price  Is  Part  of  i  our  Sale:  and 
Close  the  Sale.  But  Keep  the  Door 
Open.  Like  other  programs  of  this 
type,  any  of  the  titles  can  be  adapted 
for  a  specific  sponsor  by  additional 
'"trailer"  sequences  or  special  mate- 
rial. "Films  can  be  changed  or  ex- 
panded to  fit  user  s  needs  at  nominal 
cost,"  according  to  the  producer. 

The  first  title.  "Let's  Be  Profes- 
sional About  It."  runs  11  minutes 
and  deals  with  the  personal  habits, 
sales  attitude  and  customer  relations 
that  mark  a  professional  salesman 
from  a  beginner.  Get  More  Selling 
Seconds  .  .  .  gives  specific  sugges- 
tions whereby  salesmen  can  spend 
more  time  with  prospects  and  cus- 
tomers: shows  them  how  to  make 
better  use  of  this  time  through 
presentations  and  sale?  tools.         ^ 


".  .  .  third    characteristic 
of  a  professional  sales- 
man is  his  interest  in 
his  customer.  .  .  .  This 
interest  in  customers, 
if  sincere,  will  be 
quickly  recognized  and 
appreciated.  But  don't 
make  the  mistake  of 
relying  on  friendship 
clone  to  sell  for  you  .  .  ." 


&^yyy  YoiJ/ 


<  /  //^. 


'jiq 


Of  value  to  salesmen  who  call 
regularly  on  a  list  of  accounts 
is  this  second  slidefilm  in  the 
new  "Speaking  of  Selling"  series. 
The  salesman  gets  the  facts  to 
help  him  reduce  inside  detail 
time,  to  reduce  waiting  time 
and  to  help  him  moke  full  use  of  time 
spent  with  the  customer  .  .  . 


".  .  .  moke  the  most  of 
your  contact  time, 
because  what  you  do 
and  say  when  you're  face 
to  face  with  the  customer 
is  as  important  as  the 
number  of  calls   .   .   ." 
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Hilirnsis;  Enemy  ul  riiililliiiml 

Two   Pfizer   Laboratories'  Films   Help  Fight  the   Disease 


Sponsor:    I'li/.cr    l.alioralories    Di- 
vision. Chas.  I'fizcr  \  (^i..  Inc. 
Title;    Nephrosis    in    Children,    18 
min..   color:    and    Children    icilh 
Nephrosis.  1.3' •>  min..  color:  both 
produced   by   Campus   Film   Pro- 
ductions in  conjunction  with  Dr. 
Leo  L.  Leveridge.  Director  of  the 
Pfizer  Medical  Film  Department. 
■¥  These  two  films  have  been  made 
to  spotlight  a  disease  which  is  not 
a  common  condition,  but  one  which 
most  general  practitioners  occasion- 
ally  encounter.    The  Children    with 
Nephrosis  film  is  intended  to  inform 
the   lay   public   of   the   existence   of 
childhood  nephrosis.  The  character 
of  the  disease  is  shown  from  insidi- 
ous onset  to  complications.  The  film 
also     deals     with     the    dangers     of 
nephrosis,    its    management    and 
prognosis,  as  well  as  the  need  for 
more   care   for   these   children    and 
more  research. 

.\ephrosis  in  Children  was  de- 
signed to  increase  practitioner's 
awareness  of  this  uncommon  but 
far  from  rare  disease.  To  assist 
him  in  making  the  diagnosis  and 
to  increase  his  familiarity  with  the 
character  of  the  condition,  its  com- 
plications and  management.  To 
show  that  the  disease  is  not  uni- 
formly fatal  and  has  hopeful  aspects. 
Both  are  a  public  service  by  Pfizer 
on  behalf  of  the  National  Nephrosis 
Foundation,  Inc. 

Nephrosis  in  Children,  the  profes- 
sional audience  film  employs  the 
motion  picture  for  conveying  medi- 
cal information  that  is  usually 
handled  in  a  teaching  clinic.  The 
introduction  emphasizes  the  insidi- 
ous onset  of  nephrosis  in  children, 
by  showing  a  young  child  in  the 
earliest  stages  of  the  disease,  among 


well  children  at  a  part\.  The  mother 
is  worried  bv  her  daughters  loss  of 
appetite  and  notes  the  slight  facial 
swelling.  A  few  mornings  later, 
when  the  child  has  swelling  on  her 
eyes,  abdomen  and  feet,  mother 
knows  she  must  take  her  to  the 
doctor. 


I  ests  indicate  nephrosis  and  tl 
child  is  hiispilalized  for  studv  an 
treatment.  The  dangerous  complic 
tions  of  the  disease  are  demoi 
slrated  —  infections  such  as  jier 
tonitis  and  pneumonia.  It  expluit 
that  control  of  infections  is  has 
to  the  management   of  the  disea& 

The  film  ends  im  a  note  of  opt 
niism:  a  nephrosis  clinic  is  show 
with  many  children  who  are  doin 
well.  A  group  of  older  children  wh 
have  completely  recovered  froi 
nephrosis  demonstrates  the  fact  thi 
complete  recovery  can  be  expecte 
in  as  many  as  .SO'7    of  the  cases. 

A  most  interesting  planning  sy; 
tem  was  used  in  the  production  c 
these  films.  \^  bile  it  is  not  unusui 
for  two  related  films  to  be  mad 
simultaneously  —  a  device  whic 
usually  means  merely  changing  con 
mentary  and  excising  portions  < 
one  film  to  fit  into  a  shorter  versio 
—  Pfizer  s  two  nephrosis  films  ar 
dissimilar  in  many  respects  —  ther 
are  wide  differences  both  in  piclur 
and  in  sound.  Before  production  bf 
gan  it  was  determined  that  two  film 


would  be  made,  and  scenes  for  both 
films  planned   accordinglv. 

However,  so  that  both  films  could 
be  printed  from  original  material, 
thus  insuring  maximum  picture  qual- 
ity in  both  versiiins.  separate  takes 
were  made  for  both  films,  using  the 
same  setup,  and  in  other  cases, 
special  scenes  were  shot  for  one  or 
the  other  film. 

I\ephrosis  in  Children  is  being 
made.  also,  in  Spanish.  French  and 
German  language  versions  for  use 
by  professional  groups  abroad. 
Prints  are  obtainable  from  Pfizer 
Professional  Ser\ ice  representati>es 
or  the  Film  Library.  Pfizer  Labora- 
tories. 

Children  with  .\ephrosis,  for  lay 
audiences,  is  available  from  the  Na- 
tional Nephrosis  Foundation.  Inc., 
and  from  the  Pfizer  Laboratories 
Film  Library.  6'M)  Flushing  .Aveime, 
Brooklyn  6.  N.Y.  It  is  cleared  for 
television  use.  ^i 


BUSINESS     SCREEN      MAGAZINE 


AURICON  "Custom' 

ALL   AC   OPERATED 

PLIFIER 

for  Optical  Sound -On -Film 


New  Auricon  "Custom"  Amplifier  Model  NR-40,  featuring... 

-^f  Two  110  DB  high-gain  microphone  inputs,  plus  speech  and  music  control,  with  "Telephone- 
Effects  Filter"  key  on  "Input  1"  for  scenes  involving  simulated  telephone  conversations. 
-^  "Input  3"  for  re-recording  from  Magnetic  to  Optical-Sound-On-Film. 

-|t  "Input  4"  for  re-recording  from  Disc  to  Optical-Sound-On-Film. 

-♦c  Large,  self-illuminated  "Visual  Sound-Recording  Volume-Indicator"  meter,  plus  individual 

illuminated  meters  for  "Sound-Track  Exposure"  and  "Sound-Track  Noise-Reduction." 
-^f  $845.00  complete  with  115  volt,  50-60  cycle  AX.  Power  Supply.  Microphones  and  Recording 

Cables  extra,  available  as  needed  to  operate  with  Auricon  Cameras  or  Recorders. 


NEW  16mm 


Tilt-up  iiinged  Control-Panel 
construction. 


«lP\\\v^ii^\\\\^\\^m^^^ 


^         GUARANTEE 

^  All  Auricon  Equipment  is  sold  with 
Q  a  30  day  money-back  guarantee. 
You  must  be  satisfied! 


Model  RM-30  for 
Optical  Sound-On-Film  Recording 


Write  foday  for  tree  illustrated  literature  on  the 
new  Auricon  Amplifier,  Recorder,  and  Accessories. 


BERNDT-BACH,  INC. 

6910   Romaine  Street,  Hollywood  38,  Calif. 


* 
* 
* 
* 


Available  for  Variable-Area  or  Variable-Density  Optical  SoundOn-Film  Recording.  Can  be  used 

with  all  existing  Auricon  Amplifiers,  or  with  new  Auricon  "Custom"  Model  NR-40 

A.C.  Amplifier  shown  above. 

Film  is  edge-guided  by  jewel-tiard  Sapphire  surfaces,  (U.S.  Patent  2,506,765),  for  precision 

placement  of  the  sound  track  on  film. 

Triple-filtered  film-flow  insures  "flutter-free"  and  "wow-free"  High  Fidelity  Recording. 

1200  ft.  film  Magazines  for  33  minutes  of  continuous  recording. 

Push-button  Control  Panel  with  Indicator  Lights  for  dependable  operation. 

$1,785.00  for  Recorder  only.  Magazines,  S-O-F  Galvanometer,  Amplifier,  etc.,  extra. 


SOUND-ON-FIIM    EQUIPMENT   SINCE    1931 
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Westline's  division  monager  jolt  down  perti- 
nent data  as  he  listens  to  tope  recorded 
sotes  report  from  the  field,   (story   below) 

GKTTi.NG  DlCTAlLKD  written  re- 
ports out  of  a  salesman  —  for 
mail)  firms  —  is  like  pulling  teeth. 
Espetially  where  large  territories 
are  involved  —  perhaps  covering 
two  or  three  states  —  is  this  true. 
After  pounding  his  car  over  the 
highways  several  hours  each  day. 
he's  in  no  mood  to  sit  in  a  hotel 
room  scribbling  out  details  of  each 
call  in  longhand.  When  it  comes  to 
writing  reports,  the  average  sales- 
man stiddenh  becomes  a  man  of 
few  Words. 

However  coinmunicalioii  between 
the  salesman  and  the  home  office  is 
no  longer  a  problem  for  a  West 
Coast  firm  —  Westline  Products  Di- 
vision of  Western  Lithograph  Co.. 
Los  Angeles.  With  nine  salesmen 
covering  the  entire  East  and  Mid- 
west with  its  line  of  "E-Z-Code"" 
printed  pressure-sensitive  tapes  for 
wire  marking,  sales  reports  were 
sketchy,  important  details  too  often 
left  out. 

"Our  boys  hate  to  write,  but  they 
love  to  talk."  explains  Division  Man- 
ager J.  H.  Bishop.  "What  they  need- 
ed were  private  secretaries  to  take 
their  dictation.  Somebody  they 
could  take  with  them  on  the  road." 
Since  this.  too.  posed  problems. 
Westline  reconsidered  and  came  up 
with  a  more  practical  solution:  tape 
recorders. 

Now  Westline  men  carry  portable 
tape  recorders  with  them  wherever 
they  go.  taping  their  reports  instead. 
In  a  matter  of  minutes  they  dictate 
more  on  tape  than  they  covered  on 
paper  in  hours.  When  a  salesman 
finishes  a  report,  he  simply  drops 
the  tape  in  the  mail.  For  less  than 
a  quarter,  it  reaches  the  home  office 
by  air  in  a  day  and  a  half. 

In    Los    Angeles.    Division    Man- 

Solesmen  "hate  to  write"  but  they  love  to 
talk  and  here's  how  the  doy's  sales  report  is 
dictated  at   leisure   for  the   home  offiie. 


MODERN     TAPE    TECHNIQUES     FOR     BUSINESS     AND     INDUSTRY 

Tji|iii  DfilivRrs  the  SjiIrs  Huiiort 


ager  Bishop  personally  listens  to 
each  tape  jotting  down  pertinent 
data.  If  the  report  merits  keeping. 
Bishop's  notes  or  the  tape  itself  is 
filed.  Otherwise  Bishop  talks  back 
to  the  salesman  on  the  same  tape. 
.'\s  a  result,  paper  work  is  slashed 
to  a  miniimim. 

"\\  ith  the  cxcppliori  of  price  (|iio- 
lations.  orders,  and  general  sales 
bulletins,  we're  putting  everything 
on  tape  but  the  paychecks."  Bishop 
says. 

Big  changes  that  have  come 
about  since  the  firm  look  to  tape 
are  in  reality  comprehensive  sales 
reports  enabling  Westline  to  keep  a 
more  sensitive  finger  on  the  cus- 
tomer pulse.  What's  more,  the  home 
office  develops  a  more  intimate  un- 
derstanding of  the  salesman's  prob- 


lems and  altiludcs  through  such 
factors  as  tone  of  voice  and  off  tin- 
1  iill  remarks.  And  since  it  gives  tlie 
iTiari  on  the  road  a  chance  to  occa- 
sionally blow  off  steam,  it  results 
in  a  happier  salestnan  as  well. 

Time  savings  alone  ha\e  paid  for 
the  recorders  many  times  over. 
Bishop  points  out.  Tape  costs  arc 
negligible  over  a  period  of  montli> 
since  the  tapes  can  be  re-used  in- 
defiiiiteh. 

Bishop's  latest  idea  is  to  e(|uip 
the  cars  with  110  volt  converters  so 
the  salesiuan  can  use  the  tape  re- 
corders in  their  cars.  Then  they 
can  make  their  reports  with  the 
calls  still  fresh  in  mind,  and  also 
pass  more  profitably  the  time  nor- 
mally wasted  while  driving  from 
town  to  town.  ^ 


Here's  the  Bell  "Cub-Corder"  boHery-powered 
duol-trock   tope   recorder,   (story   below) 

Bell's  New  Cub-Corder  Puts 
Tape  Equipment  in  Brief  Case 

♦  The  Cub-Corder.  a  portable  bat- 
tery-powered dual  track  tape  re. 
corder.  has  been  announced  by  Bell 
Sound  Systems.  Inc.,  Columbus, 
Ohio.  The  Cub-Corder  was  designed 
as  an  aid  to  reporters,  detectives 
and  others  who  frequently  need  to 
record  in  locations  where  it  is  dilii- 
cult  or  impossible  to  use  a  standard 
recorder.  Its  strong  frequency  re- 
sponse is  said  to  make  it  a  good 
unit  for  radio  coverage  of  ""re- 
motes  and  on-the-spot  news  cover- 
age- 

L'tilizing  rechanegable  non  spill 
wet  battery  and  a  67':;-volt  "B" 
balter\.  the  Cub-Corder  will  record 
for  one  hour  at  3%  ips  or  30  min- 
utes of  recording  at  T'-;  ips  on  a 
single  .5-inch  600-foot  reel  of  tajic. 
The  7' 2  ips  speed  provides  a  wide 
frequency  response.  The  machine 
also  is  available  with  capstans  for 
I's  ips  and  3'*4  ips  and  using  the 
new  long  playing  tapes  at  l",s  ips  it 
will  record  three  hours. 

Housed  in  a  handy  carrving  case, 
approximately  the  size  of  the  aver- 
age brief  case,  the  Cub-Corder 
weighs  only  12".s  lbs.  and  ma\  be 
carried  by  a  handle  or  shoulder 
strap.  The  entire  operation  is  con- 
trolled by  a  switch  on  the  micro- 
phone. A  high  impedance  output 
jack  is  provided  for  earphones  or 
external  amplifier  and  fast-forward 
and  rewind  are  at  37'  a  second.  A 
buih-in  oscillator  permits  plaving 
through  any  radio.  Complete  details 
on  the  new  unit  may  be  obtained 
by  addressing  Bell  .Sound  Svstems. 
Inc..  .55.5  Marion  Road.  Columbus 
7.  Ohio. 

»        ♦        • 

Transfilm  BIdg.  Gets  Face  Lift 

♦   I  be     rrari>filrn     Bullcliiii;    has    n 
ceivcd  a  face-lift — marble  walls,  m  u 
elevators,    indirect    lighting    ai. 
brightening   the  building   at   35   \\  . 
loth  Street.  New  York. 
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How  other  firms  are  improving 
business  with  pictures 


Factory  in  a  film  con 

"Wrap  our  plant  in  a  pockage  so  we  con 
carry  it  along  on  jolei  calls!"  With  ttieje 
instructions  to  movie  producers  Farrell  & 
Gage,  Generol  Manager  Jock  Kleinoder 
ordered  a  16mm.  color  film  about  Volkert 
Stompings,  Inc.,  Queens  Village,  N.  Y. 

Filmed  wifti  a  Cine-Kodak  Special  II 
Comero,  the  20-minute  movie  explains 
Volkerl's  electronic  parts  manufacturing 
jervices  to  development  engineers.  "We 
credit  the  film,"  says  Kleinoder,  "with  a  lot 
of  unsolicited  orders  which  helped  to  pull 
ui  successfully  through  a  slack  period." 


fjl'li^, 


Stereo  surpasses  samples 

You  can't  carry  somples  when  you're  selling 
furniture.  But  Charles  W.  Leord,  Soles 
Monoger  of  Jockson  Choirs,  Inc.,  wanted 
something  more  oppealing,  more  persuasive 
thon  ordinory  catolog  pictures.  After  tolking 
his  problem  over  with  a  Kodak  dealer,  he 
decided  to  try  dramotiiing  his  products 
with  3-dimensionol  color  slides  made  with  a 
Kodak  Stereo  Camera.  The  results  were  so 
vivid  that  all  the  Jackson  solesmen  ore  now 
equipped  with  Kodak  Stereo  Viewers  and 
selling  successfully  with  Kodachrome  Stereo 
Slides. 


Scale  problem 
scaled  with  slides 

A  new  product  brought  a  new  problem  to 
the  Toledo  Scale  Compony.  Introducing 
their  new  Volueprint  System — for  imprint- 
ing pre-packaged  food  labels — called  for 
color  ond  showmanship.  Yet  they  wonted 
to  do  it  as  economically  as  possible. 

"We  did  it  dramotically  and  success- 
fully," says  Advertising  Manager  C.  H. 
Codwolloder,  "by  showing  it  ot  notionwide 
sales  announcement  meetings  with  Koda- 
chrome slides  ond  seven  Kodoslide  Signet 
500  Projectors." 

Hotv  con  you  use  photography  to  boost  sales, 
cut  costs,  and  improve  efficiency?  Your  Kodak 
Audlo-Vhual  Dealer  can  help  you  answer  this 
qwsHon. 


Projector  breakdowns  don't 
trouble  this  captain's  mind 


"We  simply  can"t  afford  a  projector  break- 
down," says  Tony  Marinkovich.  Captain 
of  the  French  Sardine  Company's  "Star 
Kist,"  mother  ship  of  a  huge  tuna  fishing 
fleet  operating  out  of  San  Diego,  California. 
"Movies  are  the  heart  of  our  employee-rela- 
tions program.  We  even  have  a  helicopter 
fly  new  films  out  to  us.  The  Pacific's  no 
place  for  a  projector  breakdown.  An  inter- 
ruption of  our  movie  program  can  mean  a 
mighty  unhappy,  unproductive  crew. 

"That's  why  I  take  aboard  the  Pageant 
Sound  Projector  you  see  with  me  here." 
adds  Captain  Tony.  "It  not  only  stands  up 
against  the  salt  air  and  rough  usage,  it  takes 
the  gaff  without  a  bit  of  maintenance." 

No  wonder.  The  Kodascope  Pageant  is 
the  only  16mm.  sound  projector  designed 
to  by-pass  the  most  common  cause  of  pro- 
jector failure — under-  or  over-oiling.  It's 


permanently  pre-lubricated — never  needs  a 
drop  of  oil! 

For  soles  ond  training 

Whatever  your  business,  if  you  use  movies, 
this  projector  ruggedness  can  be  valuable 
to  you,  too.  Salesmen  on  the  road,  for  ex- 
ample, give  their  projectors  a  real  beating. 
Even  in  the  home  office,  where  a  projector 
is  used  for  training  by  many  different  peo- 
ple, oiling  and  maintenance  schedules  are 
hard  to  keep  track  of.  But  with  a  Pageant, 
you  never  have  to  worry. 

And  to. assure  brilliant  screenings  with 
superb  sound.  Pageant 
Sound  Projectors  have 
many  more  outstanding 
features.  Just  send  the 
coupon  for  a  free  cata- 
log with  full  details. 


EASTMAN  KODAK  COMPANY,  Depl.  8-V,  Rochester  4,  N.  Y 


Pfeos*  ttnd  m«  fhe  r,om9  o/  ntartsi  Kodak  Audit>-Visuat  Dealer  and  complete  information  on 
•  qWpmenl  chtcktd:    □  Kodoscope  Pagtanl  limm.  Sound  Pro/'eclon    □  One-Kodak  Special  II 
Camora    □  Kodaslido  Slgnol  500  Pro/ecfor    □  Kodak  Stereo  Camera  and  Viewers 
NAME -jT^  ^ 


POSlIION_ 
COMPANY. 

STREET 

CITY 


Kodak 
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Proves  Value  in  Training- 
Red  Cross  Film  Set  for  TV 

•♦f  The  Care  and  Use  oj  the  Clinical 
Thermometer,  a  new  film  which 
early  (listingiiishcd  itself  as  a  nurse- 
leaching  aid.  is  being  made  avail- 
able to  television  stations  cooper- 
ating in  an  extensive  educational 
campaign  sponsored  by  the  Ameri- 
can Ked  Cross. 

Studies  in  selected  areas  of  the 
country  show  that  most  people  tio 
not  have  the  basic  knowledge  re- 
quired for  correct  use  of  the  ther- 
mometer, an  essential  instrument  in 
safeguarding  family  health,  accord- 
ing to  Ann  Magnussen.  director  of 
the  Ked  Cross  nursing  services. 

The  14-minute  film  explains  how 
to  read,  clean  and  care  for  the 
thermometer  and  gives  instructions 
on  keeping  a  record  that  will  help 
the  doctor  determine  the  treatment 
for  the  patient.  It  was  produced 
through  a  grant  from  the  Becton, 
Dickinson  Foundation,  by  The  In- 
stitute of  Visual  Training. 

The  Red  Cross  has  employed  the 
film  successfully  in  its  home  nurs- 
ing classes  and  in  high  school 
classes.  A  study  of  the  fihn  as  a 
substitute  for  an  instructor  de- 
scribed the  results  as  impressive  and 
significant  for  emergencies  where 
large  portions  of  the  population 
need  such  training  and  the  number 
of   qualified   instructors   is   limited. 

"Even  without  guided  practice 
after  the  film  presentation,  there  is 
a  very  substantial  acquisition  of 
correct  knowledge  and  skill.  '  the 
report  concludes.  Miss  Magnussen 
used  the  film  in  the  Far  East,  as- 
sisting volunteers  who  are  bringing 
the  Ked  Cross  teaching  program  to 
dependents  of  American  military 
men.  Q' 

e  *  * 

Atlas  Film   Corp.  Assigned 
Budweiser  Champ  Boiling  Film 

♦  \\  ith  bars  and  bowling  alleys  fre- 
quently under  the  same  roof  and 
the  beer  break  established  as  a  cus- 
tom of  bowling,  the  sponsorship  of 
bowling  teams  by  brewers  is  a  con- 
venient promotional  unity.  Support- 
ing this  circle  of  interest  is  a  new 
film,  Let's  Roll  W  ith  the  Champions, 
in  production  for  Anheuser-Busch 
at  Atlas  Film  Corporation,  Oak 
Park.  111. 

The  films  championship  cast  in- 
cludes five  members  of  the  Bud- 
weisers,  record-holding  Anheuser- 
Busch  team.  The  '"Buds"  set  the 
19.34-.55  team  mark  for  the  nation. 
3,.i6.5  pins,  on  .St.  Louis  lanes  in 
February  of  this  year. 

Al  Bradish  will  direct  the  black/ 
white  film  from  a  script  by  Hal 
Secor.  Bill  Stern  will  provide  a 
sportsiiian's  narration.  Shooting 
starts  in  July. 


What^s  New  in  Business  Pictures 

Field   Reports  on   Sponsored   Film   Production 


Motion  Picture  History  Told 
in  Naval  Photo  Center  Film 

■¥■  Orijiins  oj  the  Motion  Picture,  a 
filmed  history  of  the  development 
of  practical  motion  picture  pho- 
tography and  projection,  will  be 
released  soon  to  Nav\  film  libraries 
by  the  U.S.  Naval  Photographic 
("enter  at  W  ashington.  D.C. 

Produced  for  instructional  use  in 
the  Naval  Photographic  School. 
Pensacola.  Florida,  the  20-minute 
production  also  provides  profes- 
sionals with  background  informa- 
tion on  mans  search  for  ways  to 
pictorialize  action.  The  film  traces 
motion  picture  history  from  the 
cave  drawings  of  Altamira,  Spain, 
to  Edisons  \  itascope. 

The  story  of  scientific  progress  is 


told  by  means  of  still  photographs, 
original  artwork,  slock  motion  pic- 
lure  footage  —  some  of  it  repro- 
duced from  paper  film  —  and  live 
photography.  Chief  sources  of  in- 
formation and  equipment  were  the 
Library  of  Congress  and  the  Smith- 
sonian Institute.  Other  groups  as- 
sisting were  the  Thomas  .\.  Edison 
Foundation,  ^'est  Orange,  N.J..  and 
Eastman  House.  Rochester,  N.\. 

Among  devices  demonstrated  in 
the  film  are  the  Thaumatrope. 
demonstrating  persistence  of  vision ; 
the  Zootrope,  a  revolving  cylinder 
giving  the  illusion  of  motion;  Edi- 
son's drum  picture  machine  and  his 
lofiO  Kinetograph.  the  first  sound 
motion  picture  machine  to  use  roll 
film. 


\\\ 


V. 


CTRIART 
COLOR 


3ea.t$  a  Sunset  / 

0  35mm   color   release   prints 

%  Kodachrome   printing  ^  35mm   filmstrips 

0  16mm   Kodachrome   enlarged   to  35mm   color 


Let  our  Tri  Arl  (Kliir  Special- 
ists sho"  yi)U  how  til  make 
prints  that  "ill  do  a  better 
selling  job. 


CORPORATION 


245  West  55th  Street,  N.  Y.  19,  N.  Y.  •  Plaza  7-4580 


Prints  of  Origins  of  the  Mnh'.i 
Picture  will  be  offered  for  -il 
through  the  U.S.  Office  of  Eiluia 
lion.  The  film  has  been  selected  fo 
showing  at  the  Edinl)urg  and  \  cnio 
film  festivals  held  in  August. 

Jay  E.  Gordon,  project  su|>ir 
visor  at  the  Naval  Photograpliii 
Center,  acted  as  writer,  director  an( 
supervisor  of  ijroduction.  Gordon  i' 
leaving  the  Naval  Photo  Center  l< 
join  the  .Missle  and  Control  Ecjuip 
ment  Division  of  .North  Ameri(  ai 
Aviation.  Downey,  California,  a; 
writer-director  in  the  company') 
film  program.  ^ 

•  *        • 

"A  Place  to  Live"  Is  First 

of  Series  on  Problem  of  Aged 

■¥■  Production  of  the  first  of  a  serie? 
of  new  films  on  the  problem  of  tht 
aged  has  begun  al  Dynamic  Films 
Inc..  under  the  direction  of  exeru 
live  producer  Lee  Bobker. 

The  fihn.  to  be  titled  A  Place  Ti 
Live,  is  being  made  for  the  Nationa. 
Social  W  elfare  .Assembly,  a  centra, 
organization  of  the  welfare  organi 
zations  which  has  been  much  con- 
cerned, through  its  National  Com- 
mittee of  the  Aging,  with  geriatric 
problems. 

The  picture  will  be  a  genera) 
treatment  on  old  age  with  particu- 
lar emphasis  on  Homes  for  the 
Aged.  .Although  the  committee 
believes  that  only  a  small  percentage 
of  older  people  should  have  to  seek 
shelter  care  in  "Homes,"  in  those 
cases  where  it  is  necessary  there 
should  be  certain  standards  of 
facilities  and  care  set  up  to  counter- 
act the  appalling  conditions  now 
found  in  too  many  "Old  Peoples 
Homes." 

The  film,  which  will  be  25  min- 
utes in  length.  35mra  b,  w',  was 
written  by  Ralph  Schoolman,  and 
will  feature  Loretta  Leversee  in  the 
leading  role. 

In  addition  to  its  interest  in  pri- 
vate and  governmental  social  wel- 
fare organizations,  .4  Place  To  Live 
has  been  designed  to  appeal  to  in- 
dustrial and  labor  organizations 
concerned  with  problems  of  aged 
emplovees  and  mend>ers.  A  second 
film  scheduled  for  the  series  will  be 
about  retirement. 

Information  on  the  new  series 
may  be  obtained  from  Miss  Geneva 
Mathiason.  .Secretary  of  the 
National  .'social  \\  elfare  .Assembly, 
■545  E.  46th  Street,  New  York  1 7.  5f 

*  *       * 

Continental  Can  Retail  Film 

♦  1  he  Continental  Can   t^o.   has  re- 
tained Transfilm.  Inc.,  to  produce  a 
retail     merchandising     film     to    bi 
called   The  Grocer  and  the  Conn' 
Dragon.  .Alec  W  ilder  is  writing  th^ 
original  music. 
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{Hill  Acquires  Olympus  Films 

!♦  Olynijius  Films  Productions,  Inc., 
'receiith  was  purchased  from  X^T^W 
iProniotions.  Inc..  by  James  B.  Hill, 
Olympus  General  manager.  The 
tudios  and  offices  will  remain  at 
tlh  [iresent  location.  2222  Chicka- 
-,ll^   St..  Cincinnati.  Ohio. 

Olvmpus  will  continue  to  produce 
jindustrial  films  but  will  also  expand 
loperations  to  include  editing,  script- 
jing  and  motion  picture  consultant 
services  and  a  complete  slidefilm 
service. 

Olvmpus  currently  has  in  pro- 
duction color  sound  films  for  Avco 
Manufacturing  Corporation,  Ly- 
coming and  Crosley  Broadcasting 
Corporation.  Hill  previously  was 
a£Bliated  with  several  advertising 
agencies  including  Foote.  Cone  and 
Belding.  Lord  and  Thomas,  Brooke, 
Smith.  French  and  Dorrance,  Inc., 
and  Knox  Reeves. 


Jack   Frost   Spotlights   Stars 

♦  Bright  lights  are  the  kind  that 
shine  on  topflight  celebrities  and 
a  number  of  these  have  been  find- 
ing their  proper  illumination  under 
the  guidance  and  facility  of  Jack 
Frost  of  Detroit. 

Three  stars  who  recently  have 
been  given  the  first  magnitude  treat- 
ment by  the  Frost  team  of  theatrical 
lighting  specialists  are  George 
Gobel.  Dave  Garroway  and  Horace 
Heidt.  For  the  Garroway  Today 
telecast,  the  lighting  crew  set  up 
their  big  lamps  in  Detroit's  Chrysler 
Salon. 


Pmttft  if  Oisfinefin  Hot-press 

TYPE  TITLES 


Siiei  ml  1938 


Wrili  1,1  mil  Ufi  ink 

Knight  Title  Service 

r./Mt.ii:  WAHiti  4-668S 


SOUND  RECORDING 

at  a  reasonable  cost 

High    fidelity    16    or    35.     Quality 

guaranteed.    Complete  studio  and 

laboratory  services.    Color   printing 

and  lacquer  coating. 

ESCAR 

MOTION  PICTURE  SERVICE. 

7315  Carnegie  Ave., 
Cleveland   3,  Ohio 


The  Screen  you  asked  for. . . 


the  new 


RADIANT 


j'4/iKjK/riifi 


u4"et 


Here  is  the  Projection  Screen  that  incorporates  all  the  features  requested  by 
leading  business,  sales  and  industrial  users  of  motion  pictures  and  slides.  The 
Screenmaster  offers  a  brilliant  reflective  surface,  amazing  ease  of  setting-up  and 


New 


dismantling,  rugged  trouble-free  const 
that  enhances  every  showing. 

"FRICTION   CLUTCH" 
CARRYING   HANDLE 


New  grip  fit  handle  for  easier  carrying  .  .  .  in- 
corporaies  friction  clutch  with  gliding  action 
for  instant  adjustment  of  screen  to  any  height. 
Illustration  also  shows,  just  below  the  handle 
the  Screen  Leveller  for  horizontal  levelling  of 
screen  when   floor  is  uneven. 


The  World's  Most  Complete 
Line   of   Projection    Screens 

There  is  o  Radiant  screen  for  every  need — Por- 
table tripod  models,  Wall  Screens,  Ceiling  Screens, 
Table  Models,  Lace  and  Grommet  Screens  —  and 
the  ne^  ^ide  screens  in  sizes  from 

30  inches  to  30  feet!  .  .  . 


uction,  plus  colorful  streamlined  design 

New  "ATOM-ACTION"  LEG  OPENING 


The  Screenmaster  offers  a  new  sensitive  trigger- 
t>  pe  leg  opening  device.  One  touch  of  your  toe — 
and  POWI — all  three  legs  spring  into  proper 
position.  No  stooping,  no  lifting,  no  sticking. 


IMPROVED '  Vyna-Flect* 

SCREEN   FABRIC 


The  Screenmaster  utilizes 
the  newest  development  in 
beaded  screen  fabric.  It's 
washable  and  mildew- 
proof — and  gives  you  bril- 
liant, contrasty  pictures. 


...Plus 


MANY    OTHER    FEATURES 


including  added  ruggedness,  new  leg  lift-up 
tab,  stronger  cases,  new  finish  and  colors. 
Write  for  illustrated  catalog  and  complete  prices. 


-ZL  3D  I JL  nSC  T 

RADIANT  MANUFACTURING  CORP. 


1225  SOUTH  TAIMAN  AVENUE 


CHICAGO  8.  IlllNOIS 


NUMBER      4 
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Bell  &  Howell  16mm  Projector 
Telecasts  Mag,  Optical  Sound 

M  A  16min  niotioM  picture  projeilor 
for  telecasting  iiuijinelic  as  wi'll  as 
optical  soiiml  films  was  iiilrinlnccd 
at  the  recent  National  Assncialiun 
of  Radio  &  Television  Hroa<lcaslcrs 
Convention   in   Wasliinplon.   1).(!. 

Produced  by  Bell  &  Howell  Cum 
pany.  Chicago,  this  unit  is  (Icscrihiil 
as  the  first  tv  projector  which  necil 
not  be  electrically  locked  to  the  tele- 
cast signal,  a  factor  which  elimi- 
nates a  special  motor  drive,  making 
for  lower  installation  and  mainte- 
nance costs,  easier  operation.  To 
telecast  a  movie  it  is  necessary  onl\ 
to  set  up  the  projector  and  press  a 
button. 

The  new  projector,  the  Rell  & 
Howell  614  CBVM.  is  built  to  meet 
the  specifications  for  sound  and  pic- 
ture quality  established  by  the 
Armed  Forces  for  the  JA\  16nim 
sound  motion  picture  projector. 
Like  the  JAN.  it  has  sapphire  film 
guides  and  a  carboloy  shuttle  for 
long  life. 

The  magnetic  playback  feature 
gives  television  stations  an  added 
program  tool — for  telecasting  news- 
reels  and  "on-the-spot""  movies. 
Magnetic  sound  on  film,  which  can 
be  played  back  for  telecasting  with 
the  new  projector,  is  quickly  re- 
corded and  the  sound  commentary 
remains  synchronized  with  the  ac- 
tion. The  actual  recording  of  the 
film  will  be  done  on  separate  equip- 
ment, this  unit  being  for  plavback 
only. 

Magnetic  striping  of  16nun  film 
is  available  as  a  service  from  Bell 
&  Howell  Company  and  other  or- 
ganizations. Striping  machines,  with 
which  television  stations  can  apply 
their  own  magnetic  stripe  to  the  film 
edge,  now  also  are  obtainable  from 
several  manufacturers. 

The  projector  has  a  shutter  speed 
compatible  with  the  tv  scanning 
rate  and  synchronizes  perfectly  with 
the  Vidicon  TV  camera.  With  a 
.300-watt.  2.5  hour  lamp  it  provides 
illumination  for  either  black  and 
white  or  color  Vidicon  cameras.  An 
electrical  reverse  eliminates  hand 
re-winding  for  cueing.  All  functions, 
including  a  change-over  circuit 
from  one  unit  to  another,  can  be 
operated  at  the  projector  as  well  as 
by  remote  control. 

In  its  "building  block"  or  unitized 
construction,  each  major  component 
is  designed  as  a  self  contained  unit. 
Any  unit  can  be  removed  for  re- 
placement or  service.  An  hour 
counter  records  operating  time  as 
an   aid  to   systematic   maintenance. 

Bell  &  Howell  expects  the  new  tv 
projector  to  be  available  in  Sep- 
tember. 1^ 


NEW  AUPIO-VISIJAL  EQtJIPIVIENT 

Recent    Equipment    Developments    for    Production    and    Projection 

Film    chain    for    telecasting    in     monochrome.    The    new    Bell    &     Howell    TV 
projectors  play  back  mognetic  as  well  as  optical   sound  on  film. 


H^.   PEERLESS  Reconditioning 


m 


Among  the  prints  in  your  Film  Library,  there 
are  undoubtedly  some  which,  through  hard, 
frequent  usage  have  been  damaged  —  with 
the  result  that  the  impact  of  your  message  on 
audiences  may  be  seriously  diminished. 

Our  many  years  of  experience  in  the  protec- 
tion, preservation  and  reconditioning  of  film 
can  profitably  serve  you  in  prolonging  the 
useful  life  of  your  prints. 

Peerless  Re-Condltioning  services  inc/uc/e. 


(MP 

m 


INSPECTION 

REPAIRS 

SCRATCH  REMOVAL 


CLEANING 

FOOTAGE  REPLACEMENTS 

REHUMIDIFICATION 


m 


■PtERLESS  TREATMENT"  TO  RES/ST  FUTURE  DAMAGE. 

Get  Longer  Life  for  Your  Prints! 
Cost?  Surprisingly  low!  Write  for  Price  List. 


EERLESS 


FILM  PROCESSING  CORPORATION 

165   WEST  46th   STREET,   NEW   YORK   36,   N    Y. 
959  SEWARD  STREET,   HOLLYWOOD  38,  CALIF. 
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Twin-Selectroslide   With 

96  Slide  Capacity  Announced 

♦  Business  firms,  salesmen  anC 
olliirs  concerned  with  showi 
great  numbers  ()f  slides  lo  prospi-d 
groups  will  be  interesl<'d  in  the  tii-w 
Twin-Selectroslide  projector  an- 
nounced by  Spindlcr  \  Sauppc.  I.os 
Angeles. 

The  Twin-Sclcitroslidi-  ha>  a 
capacity  of  ')(>  1 2  x  2 1  slides  luit 
anv  number  of  magazines  could  1 
projected  in  an  uninterrupted  In 
ture.  The  turbin-cooled  projector 
takes  750  and  1000  watt  lamps. 
The  automatic  slide  changing  unit 
projects  slides  made  from  natural 
color  or  black  and  while  3.5nun 
film.  Projection  is  bv  remote  con- 
trol or  set  automatic  controls. 

Sound  nia\  he  adapted  in  several 
wavs  including  an  arrangement  for 
continuous  sound  for  exhibit  <tper- 
ation  without  an  operator.  Also 
available  is  a  special  tape  recorfler 
producing  an  inaudible  impulse  at 
the  end  of  the  text  to  each  slide. 
regardless  of  the  length  of  the  nar- 
ration. 

A  control  unit,  mounted  at  the 
rear,  permits  the  Twin-Selectroslide 
to  operate  automatically  at  slow 
speed  I  changing  slides  every  16  sec- 
onds I  or  at  fast  speed  I  changing 
every  T  seconds  I .  A  control  sw  itch 
allows  the  unit  to  be  operated  on 
only  one  magazine  by  remote  or 
automatic  control  at  the  two  speeds. 
The  remote  control  cord  can  be  ob- 
tained in  any  desired  length  to  ac- 
commodate lecturers  ivho  prefer  to 
change  slides  themselves  from  the 
speakers  platform. 

The  No.  350  Twin-Selectroslide  is 
available  with  projection  lenses 
ranging  from  2  to  11-inch  focus  and 
with  a  special  mount  to  acconnno- 
date    the    large    Eastman    "Ektar" 

lenses.  ^ 

•        «        * 

Cinekad   Folder   Depicts 
Wide  Selection  of  Film  Units 

♦  Illustrated  data  sheets  on  all  mo- 
tion picture  equipment  available 
from  Cinekad  Engineering  Com- 
pany are  offered  in  a  folder  issued 
by   the  New  York  firm. 

Pictured  and  described  are  such 
items  as  tripod  dollies,  swivel  ball 
joint  attachment  for  tripods,  tripod 
triangles,  camera  shoulder  braces, 
microphone  booms,  synchronous 
motor  drive  for  16-35mm  projec- 
tors, synch-motor  drive  for  the  Arri- 
Hex.  Bolex.  Cine  ."special  and  Pathe 
<ameras.  blimps,  hydraulic  elevator 
tripods  and  other  kindred  e(|uip- 
ment. 

Copies  of  the  folder  are  axailable 
free  at  Cinekad  dealers  or  direct 
from  the  companv  at  5IK)  W  est  .S2nd 
Street.    New     \,„\    CiU     l'».    N.Y. 
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BUSINESS     SCREEN     MAGAZINE 


CASE  HISTORIES 


The  UAW-CIO  Prepares  a  Film 
in  the  Guaranteed  Employment  Plan 

iponsor:  UAW-CIO  labor  organization. 
rule:    ffork   or    If  ages    Guaranteed.    18    niin.. 

color,  produced  by  Sound  Film  Studios. 
t  In  preparation  f<ir  the  important  negotiations 
,  hicli  took  place  early  this  month  with  Ford  and 
leneral  Motors,  the  Inited  Automobile- Aircraft- 
Lgricultural    Implement    Workers    of    America 


SERVING  THE  ART 

AND 
ANIMATION   NEEDS 

OF 

MOTION    PICTURE 

PRODUCERS 

EXCLUSIVELY 

• 

159 

EAST  CHICAGO   AVE. 
CHICAGO    11,   ILL. 

• 

superior   7-8985 


^^  \\MiLi\jJ^is 


Ideal  for  TV, 
newsreel,  industrial  and 
educational  films.  Does  complete 
reversal  processing  job,  ffom  camera  to 
projector,  in  25  minutes  including 
developing,  reversing,  bleaching,  fixing, 
washing,  drying,  footage  count. 
A  complete  negative,  positive,  and 
reversal  machine.  Regular  price  $5575.66. 
Specially  priced,  in  new  condition, 
for  a  limited  time  only. . .  «9^Qc: 
Write  for  details.  ^^**l»o 


Houston  16mm 

Processing 

Machines 


gordon  enterprises 

5362   NORTH  CAHUENGA  BOULEVARD 
NORTH  HOLLYWOOD.  CALIFORNIA 
TELETYPE:   WUX.  NORTH   HOLLYWOOD 


© 


I  (  .\\^ -CIO  I  prepared  a  film  on  the  Guaranteed 
Emplo\ment  Plan  which  was  the  union's  "asking 
price"  in  negotiations. 

.As  explained  in  the  film,  the  terms  of  the 
I  .\\^  "s  plan,  which  became  familiar  to  everyone 
during  the  days  preceding  settlement,  asked  for 
\00<^'(  pay  during  layoff  periods,  plus  other  con- 
siderations, though  it  was  obvious  they  would 
accept  considerably  less  if  the  Guaranteed  An- 
nual W  age  prini'iple  could  be  won. 

Made  at  Low  Cost  by  Detroit  Studio 
Titled  Work  or  W  ages  Guaranteed,  the  film  is 
an  18-minute.  color  production  made  at  small 
cost  in  Detroit  by  Sound  Film  Studios,  with  tech- 
nical advice  by  Don  Peters  of  the  ,\udio  Visual 
Department  of  Syracuse  University.  After  show- 
ing scenes  of  the  background  of  UAW  and  the 
strife  which  led  up  to  LAW-CIO"s  present  posi- 
tion as  bargaining  agent  for  1.300,000  auto 
workers  in  40  states,  the  film  gets  down  to 
specific  cases  by  staging  a  mock  collective  bar- 
gaining session  with  management  vs.  union.  .All 
parts  w  ere  played  by  L  .AW  members.  As  pre- 
sented in  the  film,  the  GA\^'  principle  seems,  of 
course,  to  be  completely  sweet,  reasonable  and 
workable. 

Shown  to  Members  Preceding  Talks 
II  ork  or  If  ages  Guaranteed  was  shown  to  as 
many  lAW  members  as  possible  in  the  month 
preceding  the  contract  deadline  at  Ford  and 
GM:  it  will  find  further  employment  as  negoti- 
ations begin  at  Chr\sler  and  other  corporations 
with  which  I  AW   has  contracts. 

Non-union  audiences  may  obtain  the  film  for 
rent  or  by  purchase  from  Contemporary  Films. 
1,3  East  I3th  .Street.  New  York.  Rental:  color, 
S15:  b  w.  .S7..50.  Purchase:  color.  S150:  b  w. 
S75.  » 


DO  YOUR  FILMS 
JUST  ENTERTAIN? 


'Man  Against  Hunger'  Released 
by  Allied  Chemical  &  Dye  Corp. 


Sponsor:  Allied  Chemical  &  Dye  Corp..  Nitro- 
gen  Division. 

Title:  Man  Against  Hunger,  13  rain.,  color,  pro- 
duced by  Americana  Productions,  Inc. 

■♦f  This  new  film  has  been  made  from  about  two 
hours  of  footage  contained  in  old  Allied  films 
which  have  been  lying  fallow  on  the  shelves  for 
se\eral  years.  Though  not  made  from  new  pho- 
tography, the  resulting  picture  shows  little  of  its 
age.  It  is  spruced  up  with  an  animated  opening 
I  by  Visualscope).  slick  editing  and  excellent 
narration  by  Joe  Julian. 

The  principal  points  of  interest  are  a  series  of 
stop  motion  shots  of  the  germination  and  growth 
of  seeds  and  young  plants,  showing  the  effect  of 
nitrogen  on  their  growth  and  health. 

Allied  makes  such  brand  name  fertilizers  as 
Urea  45  and  Arcadian  12-12-12.  also  sells  the 
nitrogen  components  to  other  plant  food  manu- 
facturers. 

The  picture  is  available  on  free  loan  to  any 
interested  audiences.  TV  stations  may  also  obtain 
the  film.  I  It  played  the  NBC  flagship  stations, 
\\  RCA-TV.  early  this  month.  I  The  Tom  Boggs 
Organization  supervised  the  production  for 
the  Nitrogen  Division  of  Allied.  ft 


OR  DO  THEY  GET 

ACmtt  joo/ 


OUR  CLIENTS  SAY- 
"GANZ  FILMS 

GET  ACTIONf 


WILUAM  J.  GANZ  COMPANY,  INC. 

PRODUCERS  AND  DISTRIBUTORS 

OF  MOTION  PICTURES,  SLIDE  FILMS 

AND  TV  COMMERCIALS 

40  East  49th  Street 

New  York  17,  N.Y. 

ELdorade  51443 

NOW  IN  OUR  36 ih  YEAR 
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ll*AKi>c  SLKE  THAT  a  natioii-wide 
^''-  audience  of  home  builders 
learns  that  it  is  "an  organization  of 
producers  manufacturing  quality 
lumber  today  and  growing  trees 
for  tomorrow."  the  Western  Pine 
Association  of  Portlan<l.  Oregon  has 
been  circulating  16nim  sound  mo- 
lion  pictures  of  its  members'  activi- 
ties since  1936. 

Harvesting  the  Western  Pinea,  a 
black  and  white  film  produced  in 
1936,  prompted  a  second  film  in 
1937  —  Fahricatin^S  Western  Pines. 
In  1939.  Buildinji  a  Home  with 
Western  Pines  was   released. 

The  "forest-to-you"  and  "this-is- 
how-we-make-it"  themes  of  these 
films  responded  to  the  American  in- 
terest in  natural  and  industrial 
wonders  and  to  the  curiosity  of  the 
home  conscious.  The  Western  Pine 
Association  attributes  much  of  the 
success  with  individual  showings  to 
dealer  demand.  Borrowing  the  films 
often,  the  dealers  use  them  for  sales 
staff  education  and  customer  con- 
tact, presenting  them  before  local 
clubs  and  service  groups.  School 
showings  likewise  have  swelled  the 
audience  total. 

Between  1945  and  1953.  West- 
ern Pine  movies  received  50.201 
showings  throughout  the  countrv 
with  a  total  counted  attendance  of 
3.464,036.  Additionally,  during  the 
five  year  period  ending  in  1953. 
the  films  rolled  up  a  total  of  261 
television  showings  before  an  esti- 
mated audience  total  of  116,830,- 
271. 

Western  Pine's  first  color  picture. 
The  Bounty  o/  the  Forest,  was   re- 


Scenes  above  end  below  are  typical  of 
Western  Pine  logging  and  lumber  opera- 
tions in  current  films  of  that  type  described 
in  this  field  report. 


Visuals  Promote  the  Western  Pine 

Since    1936,   the   Western    Pine   Association    Has 

Used     16mm    Sound    Motion     Pictures    to    Reach 

Home   Builders,   Dealers 


leased  in  1953  to  replace  JJanrst- 
ing  the  Western  Pines.  All  the  films 
now  have  been  cleared  for  tv.  They 
usuallv  are  accepted  by  stations  with 
open  time  slots,  but  retail  lumber 
dealers  sponsor  The  Bounty  of  the 
Forest  on  local  stations. 

The  Bounty  of  the  Forest,  pro- 
duced in  black  and  white  and  color 
\ersions  for  the  fullest  possible  tv 
distribution  already  has  proved  out- 
standing, having  been  viewed  by  an 
estimated  67,500,000  persons  dur- 
ing 1954.  Placed  through  the  Pub- 
lic Service  Network  of  Princeton, 
N.J.,  it  recently  was  shown  over  a 
37-station  tv  hookup  which  blan- 
keted the  eastern  half  of  the  United 


Stalls.  This  showing  was  held  dur- 
ing top  time  periods  on  a  Satur- 
day night  in  Eastern  and  Central 
time   zones. 

In  the  16  months  since  its  re- 
lease. Bounty  of  the  Forest  has  reg- 
istered in  4.266  bookings,  not  in- 
cluding 66  bookings  on  tv.  This 
film  also  is  aimed  at  school  groups 
with  an  accompanying  study  guide 
of  25  questions  keyed  to  the  pro- 
duction and  end-use  phases  of  the 
film. 

Other  than  the  tv  bookings  by 
PSN  (300  in  1951).  all  circulation 
of  Western  Pine  Association  films 
is  handled  through  the  organiza- 
tion offices   at   510   Yeon   Building, 


SITOiniilPEHSEMEPG: 


FILM  PRG 


Films  are  under- 
stood  better   and    re- 
nnembered    longer  —  with 
Victor's  superb  sound  and  pic- 
:ure    quality. 

The  new  VICTOR   l6mm 
SOUND    PROJECTOR 

is  easy  as   1-2-3  to  operate 

IEasy  3-spot  threading  .  .  .  over  sounti 
drum,  through  film  gate,  on  to  single 
drive  sprocket. 

2  Easiest  to  operate  (with  finger-tip  con- 
trol panel,  softly  illuminated).  Start 
motor,  turn  on  lamp,  adjust  sound 
volume. 
€l  Easiest  on  your  films — 3-spoi  safely 
^  film  trips  protect  films  by  stopping 
projector  immediately  in  case  of 
emergenc)'. 


VOU  CAS  TAKE  IT  WITH  VOU 
The  new  Victor  is  lightweight! 
Carr>-  it  with  >ou  from  department 
to  department,  from  plant  to  plant, 
or  from  city  to  city.  Victor  is 
smartly  styled,  too  .  .  .  looks  like 
fine  luggage  and  isn't  any  larger. 

SEND    FOR    FREE    FOLDER   TODAY 


Dept.  L-65,      Davenport,    Iowa,   U.  S.  A. 
New  York  —  Chicoqo 

Qual'ily    Motion    Picture    Iquipment    Since    1910 


Latest  Western  Pine 
Film   U   "Operation   Attic" 

*  Reaching  the  hicrativc  re- 
modeling market  is  the  objec- 
tive of  the  latest  Wcslern  Pine 
Association  picture.  Opera- 
tion .'tttic.  a  20-minute  color 
film  just  recently  released  for 
public  distribution. 

The  new  subject  joins  the 
growing  library  of  the  .As- 
.sociation  as  the  first  of  a 
planned  series  of  "how-to-do- 
it"  films  designed  to  show 
home  owners  the  simple  steps 
in   remodeling   and   finishing. 


Portland  1.  Oregon.  The  three  fill 
currently  available  on  free  loan  i 
elude  the  Association's  two  har< 
favorites  and  the  new  tv  paccma 
er: 

Fahriealiuji  the  Western  Pines, 
35-minute  black  and  white  instri 
tor  on  the  fabrication  and  assemb 
of  sash,  doors,  frames  and  scree 
as  made  from  \^  cslcrn  Pines.  p( 
traying  their  proper  installation 
house  construclion.  Seen  are  the  m 
chines,  tools,  methods. 

Building  a  Home  with  Weste^ 
Pines,  filmed  in  black  and  whi 
with  color  closing  scenes,  this  p: 
ture  spends  25  minutes  on  the  ste 
by-step  construction  of  a  Cape  G 
Colonial  home  made  from  \^  este 
Pines.  These  sequences  were  sh 
during  the  building  of  the  Weste" 
Pine  Home  at  the  Golden  Gate  I 
ternational  Exposition.  In  close-uf 
craftsmen  make  clear  the  qualiti 
and  uses  of  Western  Pine  wood.  I 

The  Bounty  of  the  Forest,  a  2j 
minute  documentary  filmed  in  colj 
and  black  and  white  (t\),  begi. 
with  a  brief  treatment  of  Americe; 
natural  resources  since  the  count', 
was  settled,  flows  into  the  histo: 
of  forest  resources  and  dcscrib, 
modern  tree  farming  and  forest  pr 
lection.  Harvest  (logging^  and  m: 
operations  are  visited.  The  view- 
is  taken  to  the  Western  Pine  Ass 
ciation  laboratory  and  product  uti 
ization  is  covered. 

The  Western  Pine  .Association  W 
gan  in  19.S2  to  sponsor  a  .series  • 
13  1-minute  theatre  films  for  loc 
commercial  advertising.  These  filn 
have  been  used  a  total  of  2.6' 
weeks  and  shown  before  8.12S.0( 

viewers.  l 

«        *       • 

Where  to  Get  These  Films 
♦  Prints  of  \^  rstern  Pine  films  mc 
be  obtained  by  adult  groups  writir 
to  .Association  hdq..  510  Yeon  Bull 
ing.  Portland  t,  Oregon.  Films  ai 
free  except  for  one-way  transport 
tion  charges.  5 


Designed  for  uniformly-illuminated   TV 
image    is    new    Eastman    Model    300. 

lastman    16mm    Continuous 
'jrojector   for   Color   Telecasts 

[  A  new  Ifiinm  picijector  designed 
'  h  improve  the  quality  of  eolor  tele- 
'jision  film  programs  by  providing 

continuous,  uniformly-illuminated 
nage.  has  been  announced  bv  the 
lastman  Kodak  Companv. 

Designated  the  Eastman  16mm 
lontinuous  Projector.  Model  300, 
le  machine  is  entirely  new  in  de- 
ign except  for  the  sound  head 
hich  is  similar  to  the  head  used 
n  the  Eastman  Model  23  Projector. 
Ipecial  features  include  an  f/l.C) 
'ptical  system  and  automatic  com- 
lensation   for  film  shrinkage. 

The  optical  system  on  the  new 
irojector  has  a  collimating  lens  of 
!5"  focal  length:  tilting,  rotating 
tiirrors  to  compensate  for  film 
ravel:  and  a  3"  f  1.6  objective 
ens  focused  on  the  film.  A  flying 
pot  television  tube  is  used  as  the 
ight  source. 

The  projector  operates  at  the 
itandard  speed  of  24  frames  per 
econd.  The  mechanism  is  driven 
)y  an  IHOO-rpm  synchronous  motor 
vhich  is  loosely  coupled  to  a  small 
iynchronous  motor  in  the  sound 
lead  to  keep  the  two  motors  in 
)hase  during  starting  and  stopping. 

Automatic  compensation  for  fihn 
shrinkage  is  accomplished  by  the 
use  of  a  special  sprocket.  The  film 
fed    over    a    curved    gate    and 


around  a  spring-loaded,  pivoted 
roller  to  a  second  sprocket,  which  is 
geared  to  the  controUijig  sprocket. 
The  pivoted  roller  and  its  linkage 
which  effectively  measures  the  pitch 
of  the  film  between  the  two  sprock- 
ets, assumes  different  positions  for 
various   degrees  of  film   shrinkage. 

The  projector  is  equipped  with 
arms  to  accommodate  3,000  foot 
reels.  It  is  contained  in  a  cast  alumi- 
num housing  which  is  mounted  on 
top  of  an  electronic  scanner  unit. 

Information  regarding  the  East- 
man 16mm  Continuous  Projector 
may  be  obtained  from  Motion  Pic- 
ture Sales  Department.  Eastman 
Kodak  Company.  Rochester  4.  New 
^  ork  or  from  su|)pliers  of  television 
station  equipment.  9' 

«        ^.'        * 

Non-Magnetic  Film  Splicer 
Works  with  All  Film  Bases 

♦Clear  Vision  Magnetic  Film  Spli- 
cer, a  completely  non-magnetic 
splicer  w  hich  works  on  all  film  bases 
—  including  duPont  Cronar  Polyes- 
ter base  which  cannot  be  spliced 
with  conventional  cements  —  is 
being  distributed  by  Camera  Equip- 
ment Company,  New  York. 

The  splicer  is  said  to  make  a 
strong  butt  or  lap  splice,  straight  or 


diagonal-  in  16mm,  35mm  and 
17'2'iini  fihn.  The  splicer  uses  the 
newly  developed  Mylar  perforated 
transparent  splicing  tape,  only  l'-; 
mils  thick. 

Camera  Equipment  Company 
states  that  the  splices  do  not  show 
on  the  screen.  Butt  splices,  taped  on 
both  sides  for  maximum  strength, 
are  only  3  mils  thicker  than  un- 
spliced  regular  safety  film,  yet  have 
5  times  its  tensile  strength  and  wear 
resistance,  the  company  points  out. 


Headquarters  for  Motion  Pictures 
and  Slide  Films  to  stimulate  ACTION 


FILM  ASSOCIATES 


OF  MICHIGAN 

I  610      NORTH      WOODWARD      AVENUE 


BIRMINGHAM,  MICHIGAN 

TELEPHONE       MIDWEST       4-3619 


ESTABLISHED    IN    PENNSYLVANIA    IN    1940 
REORGANIZED     IN     MICHIGAN     IN     1953 


DETROIT -CHICAGO -NEW   YORK 
BALTIMORE  -  WASHINGTON 
ST.   LOUIS -NEW   ORLEANS -HOUSTON 
SAN   FRANCISCO -LOS   ANGELES 


JAMES  E.  MacLANE,  Executive  Producer 

20  YEARS   PROFESSIONAL  EXPERIENCE   IN   FILM   PRODUCTION 


YOU  WILL  FIND  THE — 

CAMART  TIGHTWIND  ADAPTER 

Vied  by: 

Film  libraries  Film  editing  departmenis 

Laboratories  Film  Oplicals 

Inspection  tables  Film  animators 

Television  film  depts.  Film  handling  rooms 


8 


REASONS  WHY: 


Telephone  Circle  7-6797 


•  For  faster  and  smoother  coring 
of  film. 

•  Designed  to  fit  all  rewinds. 

•  Saves  storing   of  film   on   reels. 

•  For   left  and   right  side  rewinds. 

•  Chrome  plated  boil-bearing  film 
guide  roller. 

•  Core  adapter  fits  male  and  fe- 
male 16mm  and  35mm  plastic 
cores. 

•  Eliminates  film  cinching  and 
abrasions. 

•  Does  not  interfere  with  normal 
use  of  the  rewind. 

PRICE:     $29.00    -    MONEY     BACK     GUARANTEE! 

THE  CAMERA'MART,  inc 

Phone:    Circle   6-0930 
CABLE:    CAMERAMART 


1845   Broadway  at  60th   St. 
NEW  YORK   23,   NEW   YORK 
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NEW  AtDIO-VISLAL  EQUIPMENT 


Stancil-Hoffman  Model  S6 

New  Professional  Magnetic  Film 
Line  Shown  by  Stancil-Hoffman 

^  A  iifw  line  nt  |)ri»ft*>'^ional  inaj;- 
netic  film  pqiiipinent  ha?  been  an- 
nounced by  the  Stancil-Hciffman 
Corporation.  Designed  as  the  ^b^deI 
S6  s\sleni.  the  equipment  has  been 
brought  out  til  answer  the  require- 
ment for  portable  recording  sys- 
tems that  can  be  operated  from  nor- 
mal AC  sources  or  batteries. 

The  studio  production  unit  con- 
sists of  three  cases  10''/4  by  14'  2  "  (> 
inches.  One  case  contains  a  two- 
channel  microphone  preamplifier 
mixer  with  an  announce  microphone 
and  buzzer  system.  The  second  case 
contains  the  recording  amplifier, 
playback  amplifier,  and  power  sup- 
ply. The  third  case  contains  the  film 
transport  or  sprocket  drive.  It  is  the 
heaviest  of  the  cases,  weighing  24 
pounds  and  has  a  film  capacity  of 
1000  feet.  One  of  the  S6  systems  is 
complete  within  a  single  case. 

The  S6  system  is  engineered 
around  a  24  volt  battery  supply  be- 
cause of  the  availability  of  extreme- 
ly efficient  and  well  packed  24  volt 
batteries.  A  full  line  of  inverters 
and  converters  is  available  for  any 
camera   and   recorder   combination. 

The  S6  is  available  for  16  or 
17':;mm  film.  Many  accessories  can 
be  used  with  the  S6  including  sound 
powered  telephones  for  intercom- 
munication, lightweight  portable 
microphones  with  wind  screens, 
special  directional  microphones, 
cables,  batteries,  and  other  equip- 
ment necessary  for  complete  sound 
channels. 

A  complete  description  of  the 
various  camera  drive  systems  for 
field  operation  is  available  from 
.Stancii-Hollnian  Corporation,  921 
North  Highland  Avenue.  Hollywood 
38.  California.  ^ 

TDC  Stereo  Slide  Table  Viewer 
Announced  by  Bell  &  Howell 

♦  \  new  TDC  shrc,  .lide  labl,- 
viewer  designed  for  use  by  small 
groups  recently  was  announced  by 
the  TDC  Division  of  Hell  J>  How,  il 
Company.  Chicago. 

The  \iewer  projects  a  stereo  still 
picture  on  an  8  x  10  screen  similar 


Recent    Equipment    Developments 

111  llial  u[  a  television  set.  The  pro- 
jri  tor  ajid  screen  are  combined  into 
one  lightweight,  blower  cooled. 
Ii' -j-pound  unit.  With  the  new 
projector,  slides  may  be  viewed  in 
fulK  lighted  rooms.  Its  black  screen 
Is  said  to  provide  sharp  contrasts 
and  the  hood,  which  shields  the  pic- 
lure  from  reflected  light,  to  enhance 
the  value  and  depth  of  the  stereo 
picture. 

The  761C  Stereo  Table  Viewer 
is  similar  in  appearance  and  oper- 
ation to  the  TDC  Stereo  Project- 
Or-\iew.  I  nlike  the  Project-Or- 
\  iew.  the  new  unit  does  not  contain 
a  converter  for  projecting  on  a  large 
screen,  nor  does  it  accommodate  2  x 
2  two-dimension  slides.  Focus,  verti- 
cal and  horizontal  adjustments  are 
separately  controlled  by  three  knobs 
on   the  front.  The  focus  knob  con- 


fer   Production    and    Projection 

lrol>  both  lenses,  making  individual 
lens  focusing  unnecessar) .  Once 
properly  aligned,  no  further  adjust- 
ment is  needed  with  properh 
mounted  slides. 

The  viewer  takes  any  A.SA 
I  American  Standards  Association  1 
!•>]<  X  4-inch  stereo  mounts  of 
glass,  metal,  cardboard  or  light- 
weight plastic.  The  housing  is  of 
die  cast  aluminum  and  Royalite. 
Twin  200-wall  lamps  are  standard 
equipment.  .'-idO-watt  lamps  may  be 
used.  Tw(i  .'i-inch  f  2.8  lenses  are 
provided  with  the  unit. 

Accessories  for  the  new  viewer 
include  a  carrying  case  with  storage 
area  for  the  slide  changer,  a  Stereo 
Selectron  tray  loading  automatic 
changer,  which  holds  up  to  30  slides 
and  a  carrying  case  for  the  trays. 
The  unit  now  is  available  from  TDC. 


If  you're  in  the 
MOVIE  business 


1 


. . . and  INSIST  on 

''special  musical  score" 
resulfs  af  'library"  prices 


call  KANSAS  CITY 


Complete  Services  .  .  .  Color  Processing  &  Printing, 
B  W  Processing  &  Printing,  Recording,  Editing, 
Optical  Effects,  Animation,  Titles  and  Magnetic 
Sound    Striping 


.LiL.t 


THE   CALVIN    CO. 

1105  TRUMAN  ROAD 
KANSAS  CITY  6.  MISSOURI  —  HA.  1230 


Arricord  35  "Single  Unit"  Camera 

Arri  Sound  Camera  Unveiled 
by   Kling   Photo  Corporation 

*  A  new  "^ingle  unit  double-svs 
tem  picture  and  sound  recordinj 
camera,  the  Arricord  3.S.  recentl; 
was  introduced  by  the  Kling  Photi 
Corporation.  New  York  and  Lo: 
Angeles,  distributors  of  Arri  mo 
tion  picture  equipment. 

The  new  outfit  is  a  compact  com 
binalion  of  the  latest  Arriflex  35 
Model  HA  camera,  with  a  magnetic 
sound  recording  unit  using  lT';;mn 
film,  both  housed  in  a  single  sounc 
blimp  with  external  controls.  Du< 
to  its  24  volt  battery  operation.  th« 
Arricord  35  may  be  used  awaj 
from  the  usual  studio  facilities. 

Its  easy  portability  makes  th( 
unit  particularly  suitable  for  news 
reel,  location  and  sound  filming, 
industrial  motion  picture  work,  low 
budget  and  tv  film  production 
and  for  filming  in  confined  spaces 
Through-the-lens  focusing  and  view< 
ing  permit  camera  operation  bv  i 
single  cameraman;  duplicate  con 
trols  for  an  assistant  are  provided. 

The  Arricord  35  is  sold  complete 
with  three  lenses,  amplifier  and  baM 
teries. 

Roll  Tables  for  Projectors, 
Recorders  Set  for  NAVA 

♦  Logical  accessories  are  the  new 
rolling  tape  recorder  and  projector 
tables  announced  by  Commercial 
Picture    Equipment.    Inc..    Chicago.] 

The  firm  has  also  announced  a' 
larger  version  of  the  recorder  table, 
for  projectors  and  a  new  film 
splicer.  All  three  products  will  be 
shown  for  the  first  time  at  the 
National  Audio  \  isual  Association 
trade  show.  July  24-27.  at  the  Hotell 
Sherman.  Chicago.  CPE  will  occupyl 
booth  M-102.  \ 

('ailed  Roll-A-Lock  Jr..  the  new! 
all-steel  tables  are  lower  priced  ver-l 
sions  of  the  company's  standard! 
Roll-A-Lock  projector  tables  for 
heavy-duty  use.  Two  heavy  gauge 
steel  shelves  on  both  models  arC' 
rigidly  bolted  to  the  legs  of  steel 
tubing.  Plastic  finish  shelf  surfaces' 
ail'  saitl  to  minimize  the  danger  of' 
equipment  being   pushed  oil.  I 

Both  tables  will  support  over  200-' 
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pounds  and  are  iiimiiited  nu  ndling 
E'o.imh  rubber  casters  with  auto- 
liiatic  locks.  The  recorder  table  is 
29'/4-inches  long.  16'  j-inches  wide. 
88-inches  high  —  bringing  record- 
ng  equipment  to  the  proper  oper- 
iting  level.  The  projector  table  is 
!9l4-inches  long.  16'  i-inches  w  ide. 
!8':.-inches  high.  It  is  equipped 
vith  a  third  shelf  for  film. 

Accessories  for  the  new  tables  in- 
lude  an  outlet  box  in  colors  to 
natch  the  tables.  Equipped  with  a 


!5-foot  cord  and  mounted  on  tlie 
eg  of  the  table,  the  outlet  receives 
he  plug  directly  from  the  projector 
jr  recorder. 

CPE's  new  film  splicer  is  made 
)f  cast  zinc  alloy,  with  hardened 
;utting  blades  and  tension  held 
>plieing  arms.  It  cuts  and  splices  in 
)ne  operation.  A  jeweled  scraper  is 
idjusted  to  scrape  only  the  emulsion 
jf  the  film.  Sprocket  guides  are  lo- 
cated so  that  color,  as  well  as  black 
uid  white  film  can  be  spliced  with- 
jut  crossing,  regardless  of  direction 
Df  travel.  S' 

9  »  « 

20"  Zoomar  Reflector  Lens 
for  Still  and  Movie  Cameras 

♦  A  new  211  Z<iiiinarT^e-flf(tiir  lens, 
fur  still  and  motion  picture  cameras, 
has    been     announced     by    Zoomar 

•  orp..  Glen  Cove.  Long   Island. 

The  .5()0mm   lens   combines   long 


20'    Zoomar-Reflector   Lens 

focal  length  with  high  picture 
quality,  compactness  and  light 
weight,  according  to  the  manufac- 
turer. It  measures  7''4  long  by  .5 
in  diameter,  weighs  approximately 
3'/2  lbs.  and  has  a  speed  of  f:.5.6. 

The  new  lens  can  be  used  with 
mirror-reflex  housing  on  Leica-type 
and  Contax  cameras;  without  mir- 
ror-reflex housing  on  3r>mni  single- 
lens  reflex  cameras. 

Other  details  can  be  obtained  bv 
writing  to  Zoomar  Corp..  .5.5  Sea 
Cliff  Ave..  Glen  Cove.  Long  Island. 

N.Y. 

«       »       * 

Soundview  Rear  Screen  Unit 
for  Sound  Slidefilm  Users 

♦  Release  of  a  new  Soundview  Rear 
Screen  unit  has  been  announced  by 
the  Automatic  Projection  Corpora- 
tion.  New  ^ork. 

The  Soundview  Rear  Screen  will 
accommodate  anv  Soundview  pro- 
jector model.  PS43.  PS63.  PS65F. 
The  unit  sits  on  any  small  flat  sur- 
face and  presents  a  dearlv  defined 
image  from  any  angle  in  a  brightU 
lighted  room,  says  the  manufac- 
turer. The  unit  contains  a  folder 
easel  type  screen,  picture  image  size 
IT  X  14  ,  and  has  room  for  a  slide 
carrier  and  extra  lens.  Overall  size 
of  the  unit  is  8"  x  18"  x  10",  weight 
9  lbs. 

Further  information  and  descrip- 
tive literature  can  be  obtained  di- 
rectly from  the  Automatic  Projec- 
tion Corp..  282  Seventh  Ave..  New 
York   1.  N.Y. 


COLOR  SUDEFILMS 

FOR  INDUSTRY 

COLOR  FILMSTRIPS 

FOR  EDUCATION 

Specialized  equipment  and  the  know-how  of  a  group  of  specialists  who 
have  worked  together  in  producing  over  550  color  films.  If  you  want 
a  complete  production  or  require  specialized  assistance  on  any  production 
problem,  contact   Henry  Clay  Gipson,   President  .   .   . 

FILMFAX  PRODUCTIONS,  10  E.  43,  N.Y.  17,  N.Y. 


scratch  removal 

the  holiday  that  puts  films 

back  to  work! 

Scratched  or  damaged  films  can't  do  a  good  job  for 
vou — but  vou  needn't  keep  them  idle  on  the  shelf.  After 
a  short  vacation   with  us  you'll  be  proud  to  put  them 
back   to   work   for   many   more  years   of  active  service 
than  vou'd  think  possible — and  at  lower  cost  than  you 
dare  hope! 

Our    exclusive    R.\PIDWELD    process   chemically    reconditions 
film  so  that  imperfections  like  scratches,  "rain",  oil-stains  and 
britlleness  disappear — your  fihn  looks  like  new! 
Why  not  join  the  scores  of  Business  Screen  readers*  who  regu- 
larly send  us  their  precious  originals,  negatives  and  prints  se- 
cure in  the  knowledge  that  they  will  receive  our  prompt,  meticu- 
lous treatment  and  expert  care — for  only  pennies  per  foot. 
•  To  list  only  a  few:  Aetna  Life,  Bell  Telephone.  Am.  Medical 
Assn.,  Nat.  Audubon  Soc.  RCA-TV,  CBS-TV,  ABC-TV,  Ziv  TV, 
.Mcoa,   Am.    Can,    Am.    Cyanamid,   Ford    Motor,   Gen.    Electric, 
IBM,  Pan  Am.  Airways,   United  Airlines,  E.  I.  duPont,  U.  S. 
Steel,    Penn.    Water   &   Power,    Swift,   .\nsco,    Eastman   Kodak, 
George  W.  Colbum  Lab.,  Ace  Film  Lab.,  Caravel  Films,  Color 
Ser\-ice,  Jam  Handy  Org.,  Mecca  Film  Lab.,  Precision  Fihn  Lab.. 
Sarra,  Transfibn,  Warner  Bros.,  United  Artists,  Paramount. 

16  and  35  mm 
ORIGINALS  •  NEGATIVES  .  KODACHROMES  •  PRINTS 

Bring   vour    film    problems   to   us   in   Booth 
B-13   ai   the   NAVA   Convention,   July   22-27 

RAPID  FILM  TECHNIQUE,  INC. 

established  1939 
21  West  46th  Street  .  New  York  36,  N.  Y.  •  JU  2-2446 

i '1 

SPECIAL 

FREE  OFFER 

Color  Reproduction  Company 
will  place  1 00  feet  of  Magnetic 
Sound  Track  on  any  16mm 
motion  picture  film  FREE. 

Offer    Expires  July,    1955 


The  quality  of  Color  Reproduction's  new  Mag- 
netic SOUND  TRACK  is  unsurpassed! 

•  HIGHER  fidelity  response  with  crisp  clear  sound 

•  From  6  to  8  D.B.  more  output  In  volume 


Send  in  a  100  foot  reel  of  film  for  your  FREE 
SAMPLE.  Your  film  with  Color  Reproduction's 
Magnetic  SOUND  TRACK,  will  be  returned  to 
you  in  a  few  days  postpaid. 


TO:  COLOR  REPRODUCTION  COMPANY 
7936  Santa  Monica  Blvd., 
Hollywood  45.  California  Dept  1 


I 
I 

I      I  accept  your  free  offer.  Enclosed  is  my  100  ft.  of  film. 
I 


NAME 


I 

I  ADDRESS 

I  

I  CITY 


ZONE 


STATE 


NUMBER 
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Charles  Skinner  Productions 
Sets  Western  Studio  and  Staff 

-K  Charles  E.  Skinner,  executive 
producer-director  of  Tlie  Charles  E. 
Skinner  Productions,  Inc..  has 
taken  a  four-year  lease  on  the  Vi  est- 
fihn  Studios  in  Hollywood,  as  a  new 
west  coast  base  of  operations. 

The  studio  is  part  of  an  expan- 
sion program  launched  on  both 
coasts.  The  west  coast  addition  in- 
cludes a  main  sound  stage  "floated 
between  the  outside  walls,  measur- 
ing 110  by  110  by  30  feet,  equip- 
ped with  Mole-Richardson  lighting 
equipment.  Two  smaller  stages  meas- 
ure 28  by  30  feet  and  30  by  70  feet. 
Tlie  plant  has  executive  offices, 
dressing  rooms,  makeup  rooms. 
editing  rooms,  projection  facilities, 
and  carpentry  equipment  for  hand- 
ling props  and  freight. 

The  new  facilities  will  be  used 
for  business  and  industrial  films, 
short  subjects  and  television  pro- 
duction. First  to  roll  there  will  be 
Sergeant  Preston  of  the  Yukon,  a 
teleseries  for  the  Quaker  Oats  Com- 
pany. The  first  episode  of  the  .52- 
film  series  got  underway  on  loca- 
tion in  Aspen,  Colorado.  June  13. 
with  Skinner  personallv  i)roducing 
and  directing. 

The  industrial  and  business  film 
branch  is  scheduled  to  start  a  new 
project  for  the  New  York  Telephone 
Company,  through  eastern  facilities. 

Several  appointments  have  been 
announced  in  connection  with  the 
expansion  program. 

Raymond  J.  Rand  will  serve  as 
general  manager  with  Tom  Curtis, 
formerly  of  MGM,  Columbia  and 
The  Jam  Handy  Organization,  Inc., 
taking  over  studio  management  and 

RAYMOND  J     RAND 


News  of  StafF  Appointments  Among  the  Producers 

production  supervision.  Basil  Beyea 
heads  the  New  York  writing  and 
creative  staff.  Albert  Kelley,  most 
recently  with  Jerry  Fairbanks,  ivill 
serve  as  associate  producer  and  di- 
rector of  the  business  and  industry 
film  division  and  Nelson  Cidding 
will  be  executive  writer-editor.      53' 


Frank  Shea  to  Pelican  Films 

♦  Frank  J.  Slica,  luiiuir  sales  man- 
ager of  March  of  Time,  and  John 
Sutherland  Productions,  has  joined 
Pelican  Films,  Inc.  as  vice-president 
in  charge  of  sales. 


Named  Crawley  Comptroller 

♦  Appointnicnt  of  J.  E.  \\  alsh  as 
comptroller  recently  was  announced 
by  Crawley  Films  Limited,  Ottawa, 
Canada. 

An  Ottawa  partner  in  Arthur  A. 
Crawley  and  Company,  chartered 
accountants,  Walsh  has  been  en- 
gaged in  business  investigation  and 
management  survey  work. 


Goodwin  Heads  Business  Films 
for  Keitz  &  Herndon,  Dallas 

♦  Appointment  of  E.  Howard  Good- 
win as  head  of  the  industrial  film 
di\ision  was  recenth'  announced  by 
Keitz  &  Herndon.  Dallas  motion  pic- 
ture producers. 

Goodwin  formerly  was  employed 
as  economist  for  the  Lion  Oil  Com- 
pany and  served  three  years  as  a 
special  agent  of  the  Federal  Bureau 
of  Investigation. 


Wallace   B.   Stanford  Named 
Assistant  to   Raphael   G.   WolfF 

♦  \^  allace  B.  Stanford  has  been  ap- 
pointed assistant  to  the  president  nl 
Raphael  G.  \^'olff  Studios,  In 
Hollywood.  His  appointment  is  part 
of  the  continuing  expansion  of  front 
office  personnel  begun  early  this 
year. 

Stanford,  for  many  years  a  sales 
promotion  executive  with  Califor- 
nia oflices  of  various  industries, 
comes  to  his  new  post  from  the  con- 
tainer division  of  International 
Paper  Company,  where  he  had  been 
engaged  in  sales  promotion  activi 
ties  for  the  past  four  years. 

He  also  has  been  with  Cahforiiia 
Spray  Chemical  Corporation  and 
Frankfort  Distillers  Corporation  in 
the  same  capacity  and  at  one  time 
\\as  district  supervisor  for  the  Cling 
Peach  Advisorv  Board  in  San  Fran- 


Three   Named  to  Exec  Jobs 
at   Kling    Film    Productions 

♦  T»  o  new  directors  and  a  sales 
training  director  have  been  an- 
nounced by  Kling  Film  Produc- 
tions. Chicago.  The  new  directors 
are  Robert  Edmonds  and  Lloyd 
Bethune.  In  the  sales  training  post 
is  Ray  Lee. 

Edmonds  previously  was  with 
the  Canadian  Fihn  Board  as 
writer,  director,  editor  and  pro- 
ducer and  served  other  Chicago  pro- 
ducers in  the  same  capacity.  He 
also  has  worked  in  production  in 
England.  Bethune  formerly  was 
with  other  Chicago  film  companies 
and  WGN-TV. 

As  sales  training  director,  Lee 
presently  is  writing  and  producing 
a  series  of  seven  sales  trainitig  films 
to  be  sold  on  a  s\ndicaled  basis. 
The  package  consists  of  seven  15- 
minute  films  in  color,  records  and 
supplemental  sales  promotion  ma- 
terial. 

Lee  brings  some  20  years  e\|"  i  i 
ence  in  sales  training.  adverti>ing 
and  writing  for  motion  pictures.  He 
has  worked  in  sales  operation-  " 
the  midwest  and  on  the  west  im,i-i 
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lighting  the  Chicago  Board  of 
Trade's  huge  three-story  trading 
room  for  color  film  production  was 
•node  possible  by  producer's  twin- 
Diesel  generator  unit  parked  on  Chi- 
cago street. 

Diesel-Generators  Help  Wilding 
Shoot  Color  Anywhere,  Anytime 

i+  A  twin  Uiesel-geiierator  set.  pro- 
liding  an  independent  and  mobile 
source  of  power,  is  helping  Wilding 
Picture  Productions.  Inc..  to  over- 
come a  liiihting  problem  on  color 
film  frequently  faced  on  location 
shooting  in  new  industrial  plants. 

Wilding  officials  point  out  that 
the  modern  trend  in  plant  construc- 
tion calls  for  greater  skylight  and 
lass  wall  areas.  There's  a  lot  of 
daylight  where  it  used  to  be  all 
artificial. 

Color  work  doesn't  permit  '"mix- 
ing." The  practical  solution  is  in  the 
use  of  arc  lights  which  provide  a 
color  temperature  approximating 
daylight. 

The  arcs  consume  a  lot  of  DC  cur- 
rent and  that's  where  the  generator 
set  comes  in.  It's  no  baby.  Mounted 
on  a  trailer  and  drawn  by  truck,  it 
is  believed  to  be  the  largest  such 
unit  operated  by  any  commercial 
film  producer. 

Each   of   the   twin    generators   is 


DUPLICATING 

FRANK    HOLMES    LABORATORIES 

7619   SUNSET    BOULEVARD 
LOS   ANGELES   46    CALIFORNIA 

WRITE  FOR   PRICE   LISTS   D.  F.  &  S 


rated  at  138  kilowatts,  delivering 
120  volts  direct  current.  Units  may 
be  used  together  to  produce  more 
than  2,500  amperes,  or  separately 
when  power  requirements  are  1,000 
amperes  or  less. 

To  the  lavman.  the  output  of  the 
twin  generators  is  sufficient  to  sup- 
|ilv  current  for  27-5  average  homes, 
or  a  good  many  city  blocks. 

The  generators  were  acquired 
from  Lift  Truck  Service  Company, 
Chicago  area  distributor  for  indus- 
trial Diesel  engines  and  materials 
handling  equipment  made  by  Buda 
Division  of  .Allis-Chalmers  Mfg. 
Company. 

In  addition  to  solving  the  prob- 
lem of  avoiding  "mixed"  interior 
light  for  color,  the  generators  have 
of  course  provided  a  mobile  answer 
to  power  requirements  on  much  lo- 
cation shooting.  They  are  also  used 
to  supplement  available  power  for 
incandescent  lights.  \^  ilding  uses  a 
type  of  incandescent  light  which 
will  take  either  AC  or  DC. 

A  recent  instance  where  the  gene- 
rator set  proved  its  merit  was  in 
interior  location  shooting  of  a  pro- 
duction for  the  Chicago  Board  of 
Trade.  Part  of  this  film  was  photo- 
graphed in  the  big  room  in  the 
Board  of  Trade  building  used  by 
members  for  trading.  This  is  one  of 
the  largest  single  rooms  in  the  world 
and  is  almost  three  stories  high. 
The  lighting  problem  for  color 
shooting  is  obvious. 

Initial  surveys  by  Wilding  showed 
that  attempts  to  use  available  power 
in  the  building  might  result  in  blown 
fuses  and  serious  delay  in  operation 
of  ticker  services  and  other  wire 
service  equipment  linking  the  board 
with  other  trading  centers  through- 
out the  world.  Availability  of  the 
generator  set  I  w  hich  could  be 
parked  on  the  street  below)  per- 
mitted production  of  the  picture 
without  hazard  to  normal  trading 
operations. 

The  generator  set  has  traveled 
with  Wilding  crews  as  far  east  as 
New  York,  down  through  the  Caro- 
linas.  in  Georgia.  Texas  and  all 
through  the  midwest.  Q' 

*        «        * 

Associated  Screen  News  Names 
Dunham  General  Manager 

*  Murray  Briskin.  assistant  to  the 
president  of  Associated  Screen  News 
Limited,  Canada,  has  announced 
the  appointment  of  Johnathan  Dun- 
ham, as  general  manager  of  produc- 
tion. 

Just  prior  to  joining  Associated 
Screen  Studios,  Dunham  had  been 
connected  with  Southern  California 
TV  Film  Studios.  Earlier,  he  served 
at  Walt  Disney  Studios  in  per- 
sonnel   expansion    and    production. 


rtitiiiH  f 


IS  SIX 

times  better 
than  old 
fashioned 
metal  reels 
and  cans 


1.  all  in  iJkSSi/m 

reduces  handling -prevents  mis- 
matching of  reels  and  cans 

2.  fully  automatic 

self-threading     self-winding 

3.  complete  protection 

no  dust  — no  dirt -always  clean 


4.  full  visibility 

footage  and  titles  always  visible 

5.  weighs  less 

reduces  shipping  costs  sharply 

6.  economical 

costs  much  less  than  old  fashioned 
metal  reels  and  cans 


reeltainer  is  the  new  transparent  high  impact  plastic  reel  and  container  that 
offers  complete  film  protection,  plus  title  and  footage  visibility  at  lower  cost. 

8  MM  200  FT  ^^^iWl  ^^'  '  '6  MM  400  FT  "KkfMUflM,  J1 
(other  sizes  available) 


20 


APT.  CORP.      4332  STOCKTON  BLVD.      SACRAMENTO,  CALIF. 


MODERNIZE   YOUR    PRESENT   METAL   REELS   WITH   FULLY  AUTOMATIC 
/•^,?/>'l-V'^^/.V/,4  AVAILABLE    FOR   16MM    REEL  OVER   400   FT  •  60c 


Below:  power  for  the  lamps  of  film  production  is  supplied  by  this  huge  mobile 
twin-Diesel  generator  set,  mounted  in  trailer  at  right.  Through  this  heavy 
duty  equioment  (each  of  the  twin  units  is  rated  at  138  kilowatts)  Wilding 
Picture  Productions,  Inc.  carries  its  own  power  into  field  or  factory  for 
today's  color  film  production  requirements.  Arc  lights  approximate  daylight 
in  character,  ovoid  "mixing"  problem  frequently  encountered  in  modern 
plants  where  illumination   is  a   mixture  of  unbalanced   light. 
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CANADIAN  NEwsREEL  I    BeUet  MlIeaqB  foF  BuslnGss  Films 


Crawley  Puts  3-Story  Plant 
in  Operation,  Adds  to  StafF 

♦  A  111  \».  tlircr-story  film  priKluc- 
tioii  liuilclin^  lias  been  put  in  oper- 
ation by  Crawley  Films  Limited. 
Canada,  whose  building  and  equip- 
ment are  now  valued  at  over 
$50(1.000.  Of  brick  and  glass  con- 
struction, the  new  building  brings 
to  over  31.(W)0  scjuare  feet  the  floor 
spare  available  to  Crawley  produc- 
tion requirements. 

•  •        • 

Audio  Pictures  Doubles  Space: 
20,000  Ft.  for  Ad  Film  Trade 

"^  Motion  picture  advertising  is  a 
relative  youngster  in  Canada  but  the 
youth  suddenly  has  become  a  man 
and  this  phase  of  the  film  industry 
is  experiencing  a  profitable  up- 
swing. 

Apace  this  new  business,  Audio 
Pictures.  Ltd..  the  motion  picture 
ad  division  of  Canadian  Film  In- 
dustries Co.,  Ltd..  Toronto,  recently 
doubled  its  studio  space  to  20.000 
feet  and  acquired  new  recording, 
mixing  and  filming  equipment. 
Audio  took  delivery  from  RCA  of 
five  tons  of  Photophone  recording 
equipment,  costing  S120.000. 

Re -arrangements  of  the  com- 
pany's cameras,  lights  and  labora- 
tory facilities  also  is  proceeding  as 
Audio  moves  into  construction  of  a 
second  sound  stage  115.000  square 
feet  I .  A  new  carpentry,  machine 
and  plasterer "s  shop  has  been  com- 
pleted to  meet  the  demand  for  ad- 
ditional prop-making  facilities. 

Audio  is  one  of  three  companies 
in  the  Canadian  Film  Industries 
group,  the  others  being  Film  Labora- 
tories of  Canada  Ltd.  I  processing  I 
and  Dominion  Motion  Pictures  Ltd., 
Studios  ( production  i . 

•  «        « 

Associated  Screen  Studios 
Adopts  Unit  Production 

♦  Associated  >creen  Studios  has  in- 
stituted the  unit  system  for  com- 
mercial television  and  industrial 
motion  picture  production  in  the 
organization.  Each  unit  will  be 
headed  by  a  producer-director  with 
a  writer,  cameraman  and  editor  re- 
sponsible to  him.  He  will  draw  the 
remainder  of  his  crew  from  a  com- 
mon pool.  Three  of  these  units  will 
operate  out  of  the  Montreal  office 
of  the  organization. 

Gordon  Sparling,  who  has  been 
with  Associated  Screen  Studios  for 
25  years,  will  head  the  first  unit. 
Jack  Chisholm  will  be  in  charge  .if 
the  Toronto  unit  operation. 

•  «        « 

New  Sound  Slidefilm  Guide 

♦  \S  atch  lor  the  new  1955-56  edi- 
tion of  the  Sound  Slidefilm  Guide. 


Tips  on   Maintaining   Screen   Quality,    Longer   Print   Life 


■♦t  Anyone  who  wears  glasses  not 
infrequently  finds  himself  going 
about  with  so  much  dust  on  the 
lenses  that  a  non-specs-wearer  would 
be  baffled  how  anyone  could  sec 
through  them.  The  answer  is.  of 
course,  that  the  man  with  the  dirty 
cheaters  just  gets  used  to  them. 

Its  not  hard  to  find  an  analogy 
from  this  in  the  business  firm  which 
uses  films  and  loans  them  to  out- 
side audiences.  Films  ma\  be 
muddv   or   scratched   that   the   film 


sponsor  is  used  to.  seeing  them  so 
often,  but  the  all-important  audi- 
ence is  iiol. 

Check   Prints   Regulorly 

Scratched  or  <lirl\  films  are  a 
poor  example  of  business  public 
relations,  and  luckilv.  most  com- 
panies are  becoming  more  aware  of 
the  importance  of  regular  checking 
and  renovation  of  films  which  need 
it  —  and  lur-kil\.  also,  there  is  a 
process  which  does  repair  scratched 


fef^ilOVIE  PROJECTOR/ 


IN    1  5    YEARS  ...  NO    ONE    HAS    DUPLICATED    THE 
MOVIE-MITE  ...  IN    WEIGHT,    SIMPLICITY     OH    PRICE 

for   information   write   to  .  .  . 


THE   CALVIN    CO. 

1105  TRUMAN   ROAD 
KANSAS  CITY  6.  MISSOURI  —  HA.  1230 


films  so  that  they    become  as  goo< 
as  new . 

Rapid  Film  Technique.  Inc..  o 
New  YOrk.  has  been  repairinj 
scratched  film  since  I'W8.  Grow  in; 
from  a  small  shop  that  pioneered  ii 
scratch  removal,  the  company  ihi: 
year  will  process  over  ten  millior 
feet  of  film,  and  its  list  of  customer! 
includes  practically  all  the  major  dis 
tributors  in  the  theatrical.  T\  .  edu 
cational  and  business  film  fields 
These  include:  (ieneral  Motors  anc 
General  F^lectric  and  General  Mill 
I  .S.  Government.  I  .S.  Steel  anc 
I_  .S.  Rubber:  Columbia  and  Para 
mount;  CBS  and  NBC;  Associati 
Films  and  Modern ;  Ansco  and  East- 
man: and  the  I  niversities  of  Pr 
tically  Everywhere. 

Economy   Is   Rapid's   Forte 

A  major  consideration  for  most 
users  of  Rapids  service  is  economy. 
.At  a  charge  of  a  penny  a  foot. 
Rapid  is  successful  in  completely 
restoring  scratched,  unusable  film 
which  would  cost  15-16c  per  foot 
to  replace.  As  an  example.  < 
major  L.S.  corporation  recentK  sent 
in  its  whole  stock  of  worn  prints, 
with  a  replacement  value  of 
S150.000.  and  for  a  charge  of 
.SIO.OOO.  got  them  back,  as  the  com- 
pany executive  reported — "as  good 
as  new   in  every  respect." 

Rapid"s  president.  Jack  Bernard, 
points  out  that  there  are  several 
kinds  of  film  damage  —  some  re- 
pairable, and  some  not.  Torn 
sprocket  holes,  or  films  with  the 
emulsion  actually  scraped  off  so 
that  a  very  distinguishable  white 
line  shows  on  the  screen  cannot  be 
repaired,  and  Mr.  Bernard,  after 
inspection,  recommends  replace- 
ment of  these  parts.  But  films  that 
seem  muddy,  or  with  many  fine 
scratches,  and  films  with  very  obvi 
ous  scratch  marks  can  be  brought 
back  to  newness  by  the  Rapidweld 
process.  This  can  be  done  at  regu- 
lar intervals,  after  periods  of  ex- 
tensive use,  almost  indefinitely. 
Each  treatment  serves  not  only 
to  rejuvenate  the  film,  but  to 
strengthen  it  as  a  safeguard  against 
damage.  There  are  old  films  show- 
ing today  that  have  been  projected 
many  hundreds  of  times — preserved 
bv  regular  Rapidweld  treatments. 

Restore  30-Yeor  Old  Prints 
The  current  series  of  Our  Gang 
comedies,  now  a  smash  hit  on  after- 
noon television  all  over  the  country, 
are  actually  not  new  prints  at  all, 
but  30  years  old.  They  were  brought 
in  to  Rapid  in  rusty  old  cans  and 
the  films  were  beat-up.  to  say  the 
least,  from  their  previous  playings 
vears  ago  in  last-run  movie  houses. 
Restored    to    good    condition,    they 
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e  iM)«  a  fJiiiUl  niiiif  fur  their  dis- 
ibutor. 

In  addition  to  the  Rapidweld 
eatmeiit,  for  scratch  removal  and 
juvenalion.  Rapid  also  offers  a 
apidtreat  process  which  lacquers 
;w  fihns  to  harden  and  protect 
leni  before  use. 

For  the  typical  business  film  — 
5mni.  either  b/w  or  color — the 
apidweld  charge  of  a  penny  a  foot 
)nies  to  little  more  than  the  usual 
)St  of  inspection  and  cleaning, 
apid  also  has  facilities  for  storing 
rints  after  treatment  during  sum- 
ler  off-seasons  for  fall  delivery. 


New  3M  Striping  Mochine  at  Calvin  Co. 

alvin  Reports  Latest  3M 
triping  Machine  in  Operation 

( A  new  chapter  in  the  progress 
f  magnetic  film  striping  equip- 
lent  is  supplied  by  the  recent  ex 
eriences  of  The  Calvin  Company. 
Kansas  City,  Mo.,  motion  picture 
roducers. 

Striping  equipment,  manufactured 
y  Minnesota  Mining  &  Manufac- 
iring  Company,  was  first  installed 
t  Calvin  in  June.  1953.  Since  that 
me  Calvin  has  been  doing  com- 
lercial  striping  of  16mm  and  8mm 
lagnetic  film.  The  service  was  not 
dverlised  because  although  the  pro- 
ess  as  worked  out  on  the  first  ma- 
hine  was  satisfactory,  it  was  slow 
nd  the  company  wanted  to  avoid 
eing  "swamped. 

From  experience  gained  on  the 
iiitial    installation    at    The    Calvin 


PROCESS   YOUR   OWM 
16mm    «    35mm    FILM 

IMMEDIATELY    AFTER  SHOOTING.' 


'  1.. 


Company,  several  suggestions  —  in- 
cluding ideas  on  pre-coating  and 
humidity  control  —  were  made  to 
3M  engineers.  The  manufacturer 
correlated  these  suggestions  with 
material  gathered  from  other  field 
research  sources  and  built  a  new 
applicator  for  the  laminated  mag- 
netic tracks. 

The  Calvin  Company  has  installed 
a  redesigned  machine  which  per- 
forms the  process  rapidly  with  what 
are  described  as  highly  satisfactory 
results.  Calvin  now  is  offering  a 
complete  striping  service  for  16mm 
and  8mm  film  and  announces  that 
it  can  apply  an)  of  the  commonly 
accepted  widths  of  30,  50  or  100 
mils  on  either  the  base  or  the  emul- 
sion side  of  the  film. 

A  number  of  advantages  are 
claimed  for  the  3M  laminating 
method.  In  this  new  process  a  nar- 
row stripe  of  magnetic  oxide  ma- 
terial, precision  coated  on  a  tem- 
porarv  plastic  base,  is  laminated  to 
the  film.  The  temporary  plastic 
backing  subsequentU  is  stripped  off 
leaving  only  the  magnetic  oxide 
track  on  the  film.  Binding  the  mag- 
netic track  to  the  film  is  accom 
plished  by  an  electric  heating  ele- 
ment on  the  laminator  which  ac- 
tivates an  adhesive  built  into  the 
laminated  material  —  no  heal  is 
applied  to  the  film  itself.  ^' 


COMPLETE  MOTION    PICTURE   EQUIPMENT 

RENTALS 

FROM    ONE   SOURCE 


CAMERAS 

MITCHELL 

16mm 

35mm  Slondard 

35mm  Hi-Speed 

35mm   NC    •    35mm   BNC 

BELL&  HOWELL 

Stondofd    •    Eyemo   •    Filmo 

ARRIFLEX 

I6mm    •    35mm 

WALL 

35mm  single  syitem 

ECLAIR  CAMERETTE 

35mm     •     16/35mm 
Combination 


AURICONS 

oil  models  single  systerr 
Cine  Kodak  Special 
Mourer    •    Bolex 
Bllmpi    •    Tfipods 

DOLLIES 

Feorless  Panofom 
Cinemobile  (CRAB) 
Plalfofm     •    Western 
3  Wheel  Porlable 


LIGHTING 

Mole  Richardson 

Bordwell  McAlisler 

Colorlran 

Cenlury 

Coble 

Spider  Boxes 

Bull  Switches 

Strong  ARC-Trouper 

10  Amps  llOV  AC  5000W- 

2000W-750W 

CECO  Cone  lites 

(shadowless  lite) 

Gotor  Clip  Lites 

Born  Doors 

Diffusers 

Dimmers 

Reflectors 

WE  SHIP  VIA  AIR. 
RAIL  OR  TRUCK 


EDITING 

Moviolas   *    Rewinders 
Tobies   *    Splicers 
Viewers  (CECO) 

GRIP  EQUIPMENT 

Parallels    •    Ladders 

2  Steps    *    Apple  Boxes 

Scrims    •    Flags 

Gobo  Stonds 

Complete  grip  equipment 

SOUND  EQUIPMENT 

Magnasync-magnetic  film 

Reeves  Magicorder 

Mole  Richardson  Booms  and 

Perambulators 

Portable  Mike  Booms 

Portable  Power  Supplies  to 
operate  comera  and  recorder 


rflANK     C.    ZUCKER 


(Jflm6Rfl  €c^uipm€nT  (o. 


Dept.  S-5-19  •  1600  Broadway  • 


New  York  City  I 


your  meeting 
with  a  dynamic' 


pMt-a-Stofle 


PORTABLE  WATSON  CINE'  DEVELOPING 
OUTFIT    .  .     rrjv:d-s     T     SIMPLE,    EFFI. 

CIENT.  ECONOMICAL  lad  SPEEDY  means 
icr  PROCESSir.'G  up  lo  2C0  ;:.  of  16mm 
or   35mm   lalso   70mm)    iilm — 

•  LOW  COST,    Uniform   Processing!    Req- 
uires   only     1     gal.     of     solution. 

•  3  nesting  tanks-reels-scratch-proof  loader 

•  PREFERRED  by  MORE  Pro.'essionals 

•  SIMPLE    operation   MINIMUM   cost- 

•  nn.LY     GUAHANTEED- prices  from  S89.0I) 
Extra  Reels,  Tanks,  etc.,  available 

Write  loi  FREE  Processing  Booklet.  Dept  BS 


BURKE  t  i«MES,  INC.  321  So.  Wibisli,  Chicin  4, 


beyond  belief.' 


.Slaiulard  Port-a-Stages  and  new  unique  de- 
sign Port-a-Stages  are  engineered  for 
.strength  and  are  rock  steady.  Practical  for 
traveling  or  one   time   shows. 

RENT  OR  BUY 
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NATIONAL  DIRECTORY  OF  VISUAL  EDUCATION  DEALERS 


EASTERN  STATES 

•  CONNECTICUT  • 
Rockwell  Film  &  Projection 

Ser\ice.  182  High  St..  Hartiord  5. 

•  RL4SS.\CHUSETTS   • 
Cinema.  Inc.,  234  Clarendon  St., 

Boston  16. 

•  NEW  JERSEY  • 

Slidecrafl  Co.,  142  Morris  Ave., 
Mountain  Lakes,  N.  J. 

Association  Films,  Inc.,  Broad  ai 
Elm,  Ridgefield,  N.  J. 

•  NEW  YORK   • 
Association    Films,   Inc..  347 

JIadison,  New  York  17. 

Buchan  Pictures,  122  W.  Chip- 
pewa St.,  Buffalo. 

Comprehensive  Service  Co.,  245 

W.  55th  St..  New  York  19. 

Ci-awford.  Immig  and  Landis, 
Inc..  265  West  14th  Street, 
New  York  11,  New  York 

The  Jam   Handy   Organization, 

1775  Broadway,  Ne%v  York. 

Ken  Killian  Co.  Sd.  &  Vis.  Pdts. 

17    New    \ork    Ave..    Westbur\'. 
N.Y. 

S.  O.  S.  Cinema  Supplv  Corp.. 

602  W.  52nd  St.,  New  York  19. 

Training  Films,  Inc.,  150    West 

54th  St..  New  York  19. 
Visual  Sciences,  599BS  Suffern. 

•  PENNS\XVANL\   • 

The  Jam  Handy  Organization, 

Gateway  Center,  Pittsburgh  22. 

J.  P.  Lilley  &  Son,  928  N.  3rd 

St.,  Harrisburg. 

Lippincott  Pictures,  Inc.,  4729 
Ludlow  St.,  Philadelphia  39. 

•  WEST  VIRGIMA  • 

B.  S.  Simpson,  818  Virginia  St, 
W.,  Charleston  2,  PH  6-6731. 


SOUTHERN  STATES 

•  ALABAMA   • 

Lewis  M.  Stone,  Projector  Serv- 
ice. "Specialized  in  Service." 
1409  Ford  Ave..  Tarrant  City  7. 
Ala. 

•  FLORIDA   • 
Norman  Laboratories  &  Studio. 

Arlington  Suburb,  Jacksonville. 

•  GEORGL\  • 

Colonial  Films,  71  Walton  St., 
N.W..  ATwood  7588,  Atlanta. 

Stevens  Pictures.  Inc..  101  Wahon 
St.,  N.  W.,  Atlanta  3. 


•   LOUISIANA   • 
Stanley     Projection     Company, 

2111/2  Murray  St.,  Alexandria. 

Stevens  Pictures,  Inc.,  1307  Tu- 
lane  Ave.,  New  Orleans. 

Delta  Visual   Service,   Inc.,   815 

Poydras  St.,  New  Orleans  13. 

•  ivnssissippi  • 

Herschel  Smith  Company,  119 
Roach  St.,  Jackson  110. 

•  TENNESSEE   • 
Southern    Visual    Films,    687 

Shrine  BIdg.,  Memphis. 

Tennessee  Visual  Education 
Service,  416  A.  Broad  St.,  Nash- 
ville. 

•   VIRGIMA   • 

Tidewater  Audio- Visual  Center, 

617  W.  35th  St..  Norfolk  8.  Phone 
Ma  5-1371. 


MIDWESTERN   STATES 

•  ILLINOIS   • 

.•American  Film  Re^stry,  24  E. 

Eighth  Street.  Chicago  5. 

.\ssociation  Films.  Inc.,  79  East 

.\dams  St..  Chicago  3. 

.\tlas    Film    Corporation.    1111 
South  Boulevard,  Oak  Park. 

The  Jam  Handy  Organization, 

230  N.  Michigan  Ave.,  Chicago  1 

Midwest  Visual  Equipment  Co., 

3518  Devon  Ave.,  Chicago  45. 

Swank  Motion  Pictures.  614  N. 
Skinker  Blvd.,  St.  Louis  5,  Mo. 

•  IOWA  • 

Pratt  Sound  Films.  Inc.,  720  3rd 

Ave.,  S.E.,  Cedar  Rapids,  Iowa. 

•  KANSAS-MISSOURI   • 

Erker    Bros.   Optical    Co..    908 

Ohve  St.,  St.  Louis  1. 

Swank  Motion  Pictures,  614  N. 
Skinker  Blvd.,  St.  Louis  5. 

•  MICHIGAN  • 
Engleman    V'isual    Education 

Service,  4754-56  Woodward  Ave., 
Detroit  1. 

The  Jam  Handy  Organization, 

2821  E.  Grand  Blvd.,  Detroit  11. 

Capital  Film  Service,  224  Abbott 
Road,  East  Lansing,  Michigan. 

•  OHIO   • 

Ralph   V.    Haile   &   Associates, 

215  Walnut  St.,  Cincinnati. 


•   OHIO   . 

Academy    Film    Service    Inc., 

2110  Pavne  Ave.,  Cleveland 
14. 

Fryan  Film  Service,  1810  E.  12th 
St,  Cleveland  14. 

Sunray  Films,  Inc..  2108  Payne 
Ave..  Cleveland  14. 

The  Jam  Handy  Organization, 

310  Talbott  Building,  Dayton  2. 

Twyman    Films    Inc.,    400    West 
First  Street  Darton. 

M.  H.  Martin  Company,  1118 
Lincoln  Way  E.,  Massillon. 

WESTERN    STATES 

•  CALIFORNIA  • 

LOS  .4XGELES  ARE.4 

Donald  J.  Clausonthue  Co.,  1829 

N.  Craig  Ave.,  Altadena 

Coast  Visual  Education  Co.,  5620 
HolhTvood  Blvd.,  HolhTvood  28. 

HoUvwood    Camera    Exchange. 

1600  N.  Cahuenga  Blvd.,  HoUy- 
wood  28. 

The  Jam  Handy  Organization, 

1402  Ridgewood  Place,  Hol- 
Ij-wood  28. 

Ralke  Company,  829  S.  Flower  St., 
Los  Angeles  17. 

Spindler  &  Sauppe,  2201  Beverly 
Blvd.,  Los  Angeles  4. 

SAN  FRANCISCO  AREA 

Association  Films,  Inc.,  351  Tiuk 

St.,  San  Francisco  2. 

Westcoast  Films,  350  Battery  St, 
San  Francisco  11. 

•  COLORADO   • 

Dale  Deane's  Home  Movie  Sales 
Agency,  28  E.  Ninth  Ave.,  Den- 
ver 3. 

•  OKLAHOMA  • 

Cory  Motion  Picture  Equip- 
ment, 522  N  .Broadway,  Okla- 
homa City  2. 

•  OREGON  • 
Moore's  Motion  Picture  Service, 

33  N.  W.  9th  Ave.,  Portland 
9,  Oregon. 

•   TEXAS   • 

Association  Films.  Inc..  1108 
Jackson  Street,  Dallas  2. 

George  H.  MitcheU  Co.,  712  N. 

HaskeU.  Dallas  1. 


•   UTAH   • 

Deseret  Book  Company,  44  E.  So. 

Temple  St.,  Salt  Lake  City  10. 


USE  THIS  DIRECTORY  TO  LOCATE  THE  BEST  IN  EQUIPMENT,  FILMS  AND  PROJECTION 


THE  DIRECTOR'S  ROL 

by  Joseph  A.  Henaberg 

TiiF.  ACTIVITIES  of  a  motion  pi. 
ture  director  fall  into  two  gei 
oral  areas — one  that  is  primaril 
creative,  the  other,  a  practical  do 
lars  and  cents  angle  common  to  a 
business. 

The  director  must  have  arlist 
judgment,  imagination,  feeling,  a 
understanding  of  life,  and  the  abi 
ily  to  handle  people.  In  addilioi 
he  must  know  how  to  spend  a  do 
lar,  and  get  a  dollar's  value  in  r< 
turn.  He  must  combine  terhnici 
experience  and  methods  with  irei 
live  work. 

A  crew  does  the  technical  «or 
but  the  director  gives  the  basic  ii 
structions  and  leads  the  way.  He 
responsible  for  the  content  of  eac 
scene  produced.  He  determines  th 
camera  angles — the  arrangement  ( 
the  settings — the  lighting  key.  H 
directs  the  actors,  using  mclhoc 
suitable  to  different  personalitier 
He  encourages  some  with  a  pal  o 
the  back — he  uses  the  lash  of  rid 
cule  to  fire  others — some  he  bul 
dozes — some  he  must  show  b 
example — but  the  greatest  nunilic 
are  guided  by  logical  discussion  an 
common  sense. 

By  and  all  the  director  nius 
direct  actors,  crew  and  all  behinc 
the-scenes  activitv- 

The  responsibility  for  both  ir 
terpretation  and  production  progres 
rests  on  his  shoulders  and  obviuusl 
must  fit  in  with  the  authority  an 
financial  responsibility  of  the  pre 
ducer. 

Generally  speaking,  I  would  sa 
that  non-theatrical  pictures,  wit 
actors  speaking  lines  or  having  d; 
alogue.  which  is  not  related  to 
dramalir  situation — that  is  exposi 
tory  talk — present  the  greatest  pro! 
lem.  Such  pictures  usually  lac 
human  interest  and  have  no  charac 
terizations — no  situations — no  coo 
flict — and  no  emotional  play.  Ti 
make  actors  appear  as  natura 
human  beings  under  such  condi 
tions  is  a  big  challenge. 

Entertainment  pictures  come  nex 
because  of  the  required  exaelnes 
and  fine  shading  in  interpretation. 

Teaching  films  follow  beraus- 
every  second  of  time  must  clearl; 
convey  a  definite  idea,  in  a  fori) 
easy  to  absorb,  and  because  the  be 
neath-the-surfacc  implications  mus 
be  kept  constantly  in  mind. 

Documentary  films  with  socia 
ideas  come  next.  Here  the  primi 
factor  is  the  conception  of  the  basii 
idea  or  iheme.  If  this  rests  witl 
the  director  then  the  over-all  la 
is  a  great  one. 
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An  ''Oscar"  for... 
LETTER    FROM    PASQUALE 
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FIRST  AWARD  WINNER 

-5;^     (Human   Relations  Motion   Pictures)     -^ 

8th  Annual  Cleveland  Film   Festival 

June  22nd,   1955 
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Motion  picture  scripts  for  producers 

of  Institutional,  educational  and 

public  service  sponsored  films 


1^ 


^ 


Studio: 

il416  N.  Wells  Street 

Chicago  10,    Illinois 

Mohawk  4-0939 


Summer  Workshop: 
Lac  Court  Oreilles 
Stone  Lake,  Wisconsin 
Stone  Lake  2552 


MOTION    PICTURE 


STAGES 


STUDIOS 


ANIMATION 


LABORATORIES 


WRITING 


EDITING 


SPECIAL     EFFECTS 


DISTRIBUTION 


'mtaimd  under 


ANIMATED  DRAWINGS 
TRAINING  DEVICES 
AND  PROJEaORS 


You  save  time,  money,  eSojCnDin  worry, 

you  get  a  completely  inte^Med  motion  picture 

.   .   .  to   dramatize   produ 

.  .   .  to  activate  progra 

.   .  .   to   inspire   action 

when  you  use  One-S|^BServire. 

Here  you'll  find  iijro^assied  tanlilie* 

for  every  phase  ^Binotion  picture  production 

and  every  type^^Rri»ual  presentation. 


Dealing   withAne    >.elf-contained    organization 

s  confu|^B,  places  tbr  responiiibility 
at   a   tiihpie   source  —  nothing   farmed   out. 
(iet   all   the   hpecialiced   help  >ou   need 

ill    oiw    •';i>\    •.■•-)i!     Write    iir    (ilione 


JAM  HANDY 


iSUALIZATi 


PRESENTATIONS 

PITTSBUBCH  22 


LIVE  SHOWS 

DETBOIT  II 


MOTION  PICTURES 

DAYTON  2 


SLIDEFILMS 

CHICAGO  1 


TRAINING  ASSIST 

HOILYWOO: 


I|ss  iMrrn  New  Tap«  Technique 


o 
o 


^^like  color    q 


The  Known  Factor 

in  Color 

Film  experts  k»ou:  they  can  depend  upon  color  by  Pathe  for— 


•  uniformly  high  quality 

•  unmatched  service  organization 


\s 


•  competitive  pricing 
In  the  past  year,  Pathe'(joi.oR  was  used  by: 


20th  CENTURY-FOX 
UNIVERSAL-INTERNATIONAL 
LONDON   FILMS 
METHODIST  CHURCH 
PELICULAS-MEXICANAS 


LOEWS,  INC. 
R.  K.O. 
REALART 

CATHEDRAL   FILMS 
WARNER  BROS. 

CALL  OR  WRITE: 


RKO-PATHE 

UNITED   ARTISTS 

ETERNAL   FILMS 

I.F.  E. 

AMERICAN  RELEASING  CORP. 


€^^^^  Laboratories,  Inc. 


HOLLYWOOD 

6823  Santa  Monica  Blvd. 
Hollywood  9-3961 


NEW  YORK 

105  East  106th  Street 
TRafalgar  6-1120 


&>a/A'^ 


Laboratories,  Inc.,  is  a  subsidiary  of  CHESAPEAKE  INDUSTRIES,  INC. 


How  to  make  a 
Sales 'Training  Film  that  actually 

INCREASES  SALES 

Why  does  one  motion  picture  or  slide  film  used  to  train  salesmen  markedl>- 
improve  their  performance,  while  another  has  little  effect? 

Caravel's  years  of  experience  in  this  field  shows  that  for  consistent  high- 
level  results  with  sales-training  films,  four  major  factors  of  production 
need  to  be  stressed. 


These  factors  of  production . . . 


Results  like  these . . . 


FIRST-HAND  CONTACT  WITH  SALESMEN 

gives  the  creative  producing  staff  the  "feel,"  as  well  as  the 
facts,  of  the  cheat  s  selhng  problem. 


AN  IMAGINATIVE  SCRIPT  that  entertains  while 
it  instructs  is  the  basic  step  toward  a  picture  that  sales- 
men want  to  look  at. 

ABSOLUTE  REALISM  in  the  portrayal  of  salesmen 
and  their  customers  takes  top-notch  direction  and  acting, 
and  scrupulous  attention  to  detail. 


A  NO-PUNCHES-PULLED   ANALYSIS  of  the 

salesman's  real  and  difficult  problems  is  essential  in  mak- 
ing a  film  that  he  respects  and  responds  to. 


"...  appreciated  very  much  the  intelligent  interest  you 
people  showed  in  grasping  our  problem  and  interpreting 
tlie  story  we  wanted  to  tell." 

Fuller  Brush  Company 

"\Ve  belie\'e  the  Kenwood  picture  is  one  of  the  best,  if 
not  the  best  product-sales-training  film  ever  made." 

Associated  Merchandising  Corp. 

"The  reaction  of  the  real-life  salesman  who  sees  the  film 
seems  to  be,  'He  does  a  terrific  job  of  selling.  I'm  going 
to  use  that  approach  myself.  " 

Clinton  Foods,  Inc. 

"Nhmv  \crbal  comments  from  salesmen  and  dealers  as- 
sure us  of  another  hit." 

Socony-Vacuiim  Oil  Company 


BEFORE  YOU  MAKE  YOUR  NEXT  SALES-TRAINING  FILM,  READ  CARAVEL'S  BROCHURE, 
THE  MOTION  PICTURE  AS  A  SALES  TOOL.  WRITE  FOR  IT  TODAY.  NO  OBLIGATION. 


CARAVEL 

730  FIFTH  AVENUE 


FILMS,  INC 

NEW  YORK   19,   N.  Y. 


Perfect  balance  ...of  skilled  operating  technicians,  speciaUij  designed  equipment,  and 
constant  laboratory  research  maintains  Precision  leadership  in  the  field  of  film  processing. 

Electronic  Printing,  for  example,  illustrates  the  results  of  Precision's  continuing  search  for 
improved  ivays  to  serve  leading  producers,  directors,  and  cameramen.  This  important  Maurer 
development  in  the  printing  of  optical  sound  from  magnetic  original  is  installed  at  Precision 
for  kinescope  and  other  recording  direct  to  the  optical  track. 

In  everything  there  is  one  best ...  in  film  processing,  it's  Precision. 


P  R  E  C  I 


ION 


FILM  L      A       B      O       R— A' — T O — R — 1-  E       S  ,  INC 

21  WEST  46TH  STREET.  NEW         YORK!        36.  N.        Y. 


A  division  of  J.  A.  Mmirer,  Inc. 
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Fll-MOSOUND  202  prumott's  better  hu'^itifss  !  With  this  magriflic  recording  pro- 
jector, you  can  make  your  own  sound  movies  easily,  inexpenj^-ively.  All  you  do  is 
record  right  on  film.  To  adapt  message  to  new  audience,  simply  change  sound  track. 


Five  ways  to  strengthen 
your  communications... 


HONORARY  ACADEMY  AWARD  1954 
To  Brll&  Howell  for  47  Years 
of  PJonL-fring  Conlribulions 
fotheMotionPictureInduslr>' 


Bell  &  Howell 


BELL  &  HO\VELLJAN  shines  in  audi- 
toriums, throws  twice  as  many  light  units 
a.-  a  standard  1000-watt.  25-hour  projector. 


mm 

-  -  r^  i^^  '^^^ 
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^^^1 

■'         —  -^  -«—     -r-    -:- 

■      :.     i     •>     fc     t     fr     U    ■       I 

FILMOSOUND  28S, the  easy-to-use  pro-  BELL  &  HOWELL  "MIRACLE  2000"  TDC  STEREOTONE  tape  recorder  com- 
jector  you  can  count  on  for  natural,  flutter-  tape  recorder  brings  honest  fidelity  and  full  bines  portability  with  quality  performance 
less  sound  and  clear,  flickerless  pictures,     frequency  range  to  your  conference  room,     features  — 10"  speaker,  three-motor-drive. 

ITrite  for  full  details.  Bell  &  Howell,  7108  McCormick  Road,  Chicago  45.  In  Canada:  Bell  &  Howell,  Limited;  Toronto,  Ontario. 
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NEWrfQj)  DUOLITE 

Vy^l6  mm.  Projector 


'%(X^ 


I 


SHOW  MOVIES  IN  LIGHTED  ROOMS 
. . .  Save  Darkening  Costs 


Technical  Service,  Inc.  announces  a 
new  model  sound  projector  de- 
signed exclusively  for  use  in  lighted 
— or  hard  to  darken  —  rooms  .  .  . 
PIUS  all  the  features  of  regular 
proiection.  A  TV-size  screen  is 
built  into  the  projector  for  daylight 
viewing  of  16  mm.  films.  For  larger 
audiences  the  same  projector  can 
be  adapted  to  projection  on  any 
standard  screen  by  a  mere  flip 
of  the  wrist. 

This  is  a  complete  new  concept 
in  16  mm.  projection.  The  TSI— 
Duolite  is  the  first  projector  that 
offers  both  the  self-viewing  pro- 
jection feoture  and  the  standard 
type  projection  on  a  separate 
screen.  When  utilizing  the  self-pro- 
jection screen,  you  eliminate  all 
need  for  o  separate  screen  and  for 
darkening  of  the  room  with  ex- 
pensive drapes  and  curtains.  The 


brilliant  image  permits  showing  of 
color  or  black  ond  white  films  in 
any  lighted  room  without  loss  of 
picture  quality.  Only  with  the  TSI— 
Duolite  do  you  get  these  double 
projection  advantages. 

The  Duolite  projector  combines  all 
the  picture  and  sound  clarity  of  the 
well-known  DeVrylite  projector 
with  the  TSI  Suitcase  type  projector 
that  has  been  so  well  accepted  by 
industry  for  many  years. 

Best  of  all,  you'll  find  that  the  price 
is  right  for  this  remarkable  new 
projector.  Maintenance  and  serv- 
ice costs  are  extremely  low  as  well. 
The  Duolite  is  the  quality  DeVrylite 
projector  throughout,  built  for 
years  of  service.  You'll  find  the  dual 
projection  feature  to  be  econom- 
ical, convenient  and  extremely 
adaptable  for  your  use. 


^w'  I  Technical   Service,  Inc. 

MJ     30. 


DEPT.    C 

)865  Five  Mile  Road 


Livonia,  Mich. 


Cor,od,an  Dufr/bufion    S.  W.  Cotdweii,  Ltd.,  447  Jorvis  Street,  Toronto  5,  Ontario 

foreign  Dittribufton 

Weslrex  Corp.  (formerly  V/estern  Electric  Export),  1  1  1   Eighth  Ave.,  New  York  11 ,  N.  Y, 


TECHNICAL  SERVICE,   INC. 
30865   FIVE  MILE  ROAD 
LIVONIA,  MICHIGAN 

Gentlemen: 


P/eoie  (end  me.   without  ob/jgotion,  complete  Informalion 
0.1  vovr  new  TSf-Ouo/tte  projector  featuring  dval  projection. 

NAME 


AFFIUATION_ 

ADDRESS 

OTY 


'P'tCC 

Complete  informotion  one/ 
specificotioni  on  the  new 
rSI-Duolite  profeclor  con  be 
obfotned  without  obligation 
by  moiling  in  the  coupon  of 
the  left 
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color  harmony 


You'll  also 

have  production  harmony 

every  time  you  schedule 

these  Byron  16mm  facilities: 

script 

art 

titling 

animation 

editing 

sound  effects 

recording 

location  photography 

music  library 

sound  stage 

complete  black-and-uhite 

laboratory  facilities 

precision  magnetic  striping 


color-correct  * 
prints .... 

Quality  conscious?  Byron  color-correct'  prints  are 
what  you  want.   Get  duplicate  prints  processed 
with  exacting  fidelity  —  color  prints  in  balance  that 
retain  all  their  natural  beauty  with  full  depth  and 
clarity.   Color-correct*  is  a  Byron  exclusive,  the  result 
of  many  years  of  engineering  research  and  development 
by  a  pioneer  laboratory  —  staffed  by  master  craftsmen 
—  working  with  the  finest  equipment  at  top  level 
efficiency.   Choose  the  leader  in  the  16inin  color  field. 
Time  important?    Try  our  8-hour  service. 


byron 


Studios  and  Laboratory 


1  226  Wisconsin  Avenue,  N.W.,  Washington  7,  D.C.     DUpont  7-1800 
♦Reg.  U.  S.  Patent  Office 


PR.ACTICALLY    EVERY    16MM    FILM    PRODUCER    L\    THE   WESTERN    HEMISPHERE   IS  A   CLIENT   OF   BYRON 
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SLIDE-FILM 
PRODUCERS 


WE  BEGIN  WITH  YOUR 

•  sound 

DONE  IN  OUR  STUDIOS  OK  TOURS) 

AND  END  BY  PROVIDING  YOU  WITH  THE 

•  finest 

•  slide -film  pressing 

•  in  the  industry 


we 

MUSIC 

supply 

SOUND  EFFECTS 

all 

SIGNALING  *  lESIj 

\, 

MASTERING 

y 

or 

PROCESSING 

any 

PRESSING** 

pari 

PACKING  &  SHIPPING 

'ELECTRONIC  SIGNAL  INSERTER  AN 
EXCLUSIVE  DEVICE  DEVELOPED  BY  US 
FOR   PERFECT  SIGNAL  PLACEMENT, 

**PURE   RED   VINYLITE   RECORDS 


DISC  recording  •  masters 
processing  ■  pressing 

TAPE  recording  •  editing 
assembly 

FILM  recording  ■  re-recording 
transferring  •  interlocking 


■write  or  phone  for 
Special  Producers  Price  List 

UNIVERSAL  RECORDERS 

6757     HOLLYWOOD     BLVD. 
HOLLYWOOD  28,  CALIF..  Hollywood  9-8282 


THEIVDS  IIV  THE  HEWS 

OF    BUSINESS    AND    SPONSORED    PICTURES 


H<IT  W  KATHKR  aiul  Imt  news  fiom  Geneva 
lir  llDniikoiij;  and  l)i'y<incl  made  an  event- 
ful Slimmer  «hi<h  saw  the  current  busi- 
ness cycle  eontinuinji  with  unaliated  optimism. 
City  dwellers  east  and  west  fried  al(in^  with  the 
producers  of  television  package  films  (struck  in 
August  l>y  members  of  the  Screen  Actors  Guild! 
but  the  cool  breezes  and  strike's  end  came  in 
plriih   of  time. 

So  the  SAG  people  will  have  more  dough  for 
their  new  headquarters  building  out  Hollywood 
way  and  the  advertisers-turned-showmen  will 
pay  another  tidy  sum  for  this  coming  season's 
entertainment  fare.  What  this  business  needs  is 
a  Hoover  Commission  on  television  film  costs  at 
the  SAG  level,  including  tv  commercials.  Business 
itself,  the  sponsors  who  pay  the  bills,  that  is, 
never  seem  to  sit  in  on  these  bargaining  sessions. 
Lets  hope  the  shadow  of  their  Budget  Cuts  in- 
trude once  in  awhile. 

The  Screen  Actors  have  a  fancv  new  booklet 
out  among  their  new-found  members,  explaining 
the  whole  business,  traditions  of  the  craft,  etc. 
If  Mr.  Pidgeons  presence  can  make  an  actor 
out  of  the  guy  who  points  to  those  cigarette 
filters,  more  power  to  him.  The  early  history  of 
SAG  was  replete  with  talent  but  not  today.  All 
you  have  to  do  to  qualify  as  an  actor  now  is  to 
point  at  the  jar  twice  on  Ma  Browns  Pickle  pro- 
gram and  youre  in  or  you're  out  of  television 
henceforth. 

We're  kidding,  of  course,  cause  it  ain't  quite 
that  easy.  You  also  have  to  pav  dues  and  live  up 
to  the  Code.  (That's  French  for  reporting  how- 
much  you're  making,  i  But  the  current  howl,  now 
that  SAG  has  won  the  battle  of  television  film 
package  ""repay  for  replay.'"  is  against  making 
tv  commercials  out  of  the  U.S. 

SAG  has  organized  the  West  Coast  film  craft 
unions  to  protest  this  sinful  maneuver  on  the  part 
of  Sterling  Drug.  It's  so  urgent  thev  might  even 
have  to  bring  out  some  of  their  Top  Talent  like 
Errol  Flynn.  Greg  Peck.  Ava  Gardner  and  a  few 
hundred  other  actor  guys  and  gals  who  ha\e 
been  capitalizing  themselves  into  foreign  picture 
production  operations  in  Italy.  France.  England. 
Germany  and  Timbuctoo.  This  is  Different,  of 
course,  and  to  be  lamented,  especiallv  since  the 
principals  in  that  effort  are  leading  members  of 
the  talent  guild  which  frowns  on  business  doing 
as  IT  pleases. 

Here's  a  Good  "Do  It  Yourself"  Idea  — 

"K  Leading  off  a  new  products  story  in  the  No.  8, 
\  ol.  15  (  Equipment  Review  I  issue  of  Business 
Screen  was  the  suggestion  that:  "If  conspicu- 
ously armed  with  new  undersized  photo  and 
recording  equipment,  today's  salesman  or  market 
researcher  can  function  as  a  one-man  audio- 
visual department.  " 

.iVn  exemplary  echo  of  this  a-v  solo  idea  in 
action  is  reported  by  Harry  Martin  in  a  recent 
issue  of  Retailing  Daily.  Says  Martin: 

■"It  seems  there's  a  buyer  out  in  the  Midwest 
who  worried  that  his  salespeople  were  never 
exposed  to  the  market  excitement,  the  market 
(  C  O  N  T  I  N  1_   E  D      ON       CAGE      SIXTEEN! 
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LIFETIME 

REELS  &  CANS 


INSIST 


Compco  reels  and  cans  offer  you  more  plus  volue 
than  any  other!  They  combine  on  unusuol  durable 
quality  with  on  attractive  scratch  resistont  enamel 
finish  that  puts  them  in  o  class  by  themselves! 
They're  the  only  reels  monufoctured  under  "pre- 
cision control"  methods.  Mode  of  tempered,  spring 
type  steel,  with  die-formed  sides— they  won't  warp, 
bend  or  twist  and  completely  eliminate  film- 
wearing  rubbing  during  projection  and  rewinding. 
Whether  you're  storing,  shipping  or  showing  — 
Compco  reels  and  cons  give  you  thot  "sofe  for 
life  '  protection  your  precious  films  need.  Insist  on 
Compco   for  the  finest  in    reels  and   cons. 

COMPCO    CORPORATION 

2275   W.   St.   Paul    Ave.,   Chicago   47,   Illinois 


IN  CANADA! 


RAPID  GRIP  and 


LIMITED 


FILM  PRODUCERS 


MOTION     PICTURE     DIVISION 
1640    the    QUEENSWAY 

TORONTO     14,     ONTARIO 
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UNIVERSAL    LJLNGUilGE 

Because  American  business  films  are  an  impor- 
tant influence  in  shaping  world  opinion  and  in  fos- 
tering better  iniderstanding  between  free  people 
ever\'where,  we  are  proud  of  oin-  man}'  produc- 
tions which  ha\e  been  distributed  internationalK'. 
A\'hereas  narrations  have  been  translated  into  as 
many  as  IT  tongues,  the  pictures  themselves  need 
no  translation  to  deliver  their  full  effectiveness. 
They  are  the  universal  language. 


'  STUDIOS,  INC.  tt/ 
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ROUND-THE-CLOCK  SERVICES 


Negative  Developing 

First  Print  Department 

Ultra  Violet  and 
Flash  Patch  Printing 

• 

16mm  and  35mm 
Release  Printing 

• 

Kodachrome  Printing 
63  Editing  Rooms 


SPECIAl  TV  SERVICES 


Now 

Celebrating 
Our  25tli 
Anniversary 


MOVIELAB  FILM  LABORATORIES,  INC. 

619  V\/est  54th  Street,  New  York  19,  N.  Y.   JUdson  6-0360 


Bell  &  Howell  Earnings  Up 
as  June  Sales  Break  a  Record 

M  Con^diitlalfd  m-l  famines  *.A  the 
Bell  &  Howell  Cninpanv  fur  the  sec- 
ond quarter  of  1955  were  S429.399, 
according  to  a  report  by  Charles  H. 
Percy,  president.  The  company's 
earnings  per  share  were  81c.  Net 
earnings  for  the  same  period  last 
year  were  $306,114  or  56c  per 
share. 

Earnings  before  taxes  for  the 
second  quarter  were  8900.799  com- 
pared with  S634.972  in  1954.  For' 
the  first  six  months  of  1955.  earn- 
ings after  Federal  income  taxes 
were  $700,037  or  $1.28  per  share, 
against  .S553.281  or  $1.00  per  share 
last  year.  Farnings  before  taxes 
were  $1,419,737  compared  with 
$1,132,139  for  the  first  six  months 
of  19.54. 

Sales  were  ahead  of  last  \ear  in 
the  second  quarter  but  were  about 
comparable  for  the  six  months 
period.  (The  company  customarily 
does  not  release  quarterly  sales 
figures.  I  First  quarter  sales  were 
affected  by  a  change  in  the  mer- 
chandising of  products  of  the  TDC 
Division  (Three  Dimension  Com- 
pany, purchased  by  B  &  H  in  Janu- 
ary, 1954)  from  indirect  selling  to 
direct  selling  by  Bell  &  How  ells  sales 
organization.  This  resulted  in  the 
liquidation  of  distributor  stocks  and 
the  return  of  inventory  to  Bell  & 
Howell. 

Percy  said  that  sales  in  June  "ex- 
ceeded any  month  in  the  history  of 
the  company."  He  attributed  in- 
creased earnings  to:  1  —  a  reduction 
in  low-profit  sales  to  the  government 
offset  by  increased  commercial 
photographic  sales;  2  —  increased 
operating  efficiency  brought  about 
by  a  long-range  program  for  im- 
provement in  procedures  and  meth- 
ods. 

A  change  in  the  amortization 
policy  (not  reflected  in  the  first 
quarter  and  six  months  figures  for 
19.54)  had  the  effect  of  increasing 
net  income  for  the  first  six  months 
of  1955  by  approximately  $50,000. 
Percy  predicted  that  the  favorable 
earnings  trend  will  continue  in  the 
third  and  fourth  quarters  and  that 
1955  sales  should  at  least  equal  last 
years  record  $40.7  million.  He 
added  that  sales  in  the  last  quarter 
will  be  augmented  by  shipments  of 
the  company  s  newly  announced  line 
of  high  fidelity  phonograph,  radio 
and  tape  recorder  instruments  to 
start  in  September. 

*  H*  « 

duPont  Puts  Cronor  Polyester 
Base  in  Production  This  Fall 

♦  ■'tininar."  the  |i(il\e>lri  plidtogra- 
phic  film  base  developed  by  E.  I. 
duPont  de  Nemours  &  Company, 
was   described    in    a   special   report 


.  .  .  good  business  ahead  says 
B&H   President  Charles   Percy. 


presented  at  the  Industrial  Photo- 
graphic Conference,  held  in  Chi- 
cago in  conjunction  with  the  Pho- 
tographers" Association  of  America 
Annual  Convention,   August   15-19. 

John  M.  Centa,  duPont  chemist 
in  charge  of  field  evaluation  of 
Cronar-based  photographic  prod- 
ucts, discussed  the  performance  of 
polyester  base  in  special  roll  usages, 
such  as  in  Fastax  and  70mm  mili- 
tary aerial  strike  cameras.  He  also 
reported  on  the  experimental  use  of 
Cronar  base  only  21^  mils  thick. 
Conventional  cine  base  is  5  mils 
thick. 

Produced  in  experimental  quanti- 
ties for  approximately  three  years, 
Cronar  polyester  photographic  film 
base  is  expected  to  be  in  production 
at  a  full  scale  plant  at  Parlin.  New 
Jersev.  early  this  fall.  More  than  S6 
million  and  eight  years  of  research 
have  gone  into  development  of  the 
new  film  base,  according  to  the  com- 
pany. 

Graphic  arts  films  and  those  for 
cine  use  will  be  the  first  products 
con\  erted  to  the  new  polyester  base. 
A  12-page  technical  data  booklet 
giving  performance  information 
about  polyester-based  Photolith 
graphic  arts  film  is  available  with- 
out cost  from  the  duPont  Photo 
Products    Department.    Wihnington 

98.  Del. 

«        «        • 

Compco  Readies  Sales  Plans; 
Announce  Fischer  Retirement 

♦  S.  J.  Zagel.  president.  Compco 
Corporation,  Chicago,  announces 
the  retirement  of  H.  A.  Fischer, 
sales  manager  of  the  Photographic 
Division.  Mr.  Fischer,  who  was  with 
Compco  for  the  past  ten  years,  has 
moved  to  Florida  where  he  is  open- 
ing an  A-\    dealership. 

Mr.  Zagel  will  make  announce- 
ments of  new  items,  new  sales  pro- 
motion plans,  and  the  appointment 
of  a  new  Photographic  Division 
sales  manager  in  the  very  near 
future. 
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Pioneer  Manufacturer  Stars  Color  Picture, 
"The  Second  Hundred  Years,"  to  Celebrate 
Its  Centennial   in    Nationwide   Gatherings 


ULY  Fourth,  1955,  Crane 
Co.  celebrated  its  one  hundredth  birthday,  and  the 
star  of  the  party  was  a  motion  picture  in  35mm  East- 
man color,  written  and  produced  by  Wilding.  "The 
Second  Hundred  Years"  dramatizes  company  growth 
in  its  first  century.  Our  crews  visited  the  many  Crane 
plants  where  more  than  40,000  products  are  manu- 
factured. On  our  Chicago  stages  we  recreated  with 
attention  to  accurate  detail  the  first  Crane  plant,  a 
home  of  1855  and  the  office  of  H.  T.  Crane  in  1871. 
Comparison  of  crude  methods  of  a  hundred  years  ago 
with  the  vast  operations  today  (see  pictures)  give  vivid 
reaUty  to  a  century  of  progress  by  Crane.  The  picture 
is  being  shown  to  employees  and  dealers  in  nation- 
wide meetings;  TV  showings  will  follow. 


CHICAGO  NEW  YORK  CINCINNATI  ST.  LOUIS 

DETROIT  CLEVELAND  PITTSBURGH  HOLLYWOOD 


Manufacturers  and 
Distributors  of: 
Bloop  Punches 

Cans,  Film  Strip 

Editing  Tables 

Film  Bins 

Film  Racks 

Flanges 

Film  Editing  Gloves 

Leader  Stock,  16  &  35  mm 

Measuring  Machines 

Plastic  Cores,  16  &  35  mm 

Reels,  16  &  35  mm 

Reels,  Non-Magnetic 

Split  Reels 

Rewinds 

Sound  Readers 

Splicers  ^ 

Storage  Cabinets 

Vault  Cans 

Scotch  Tape 

Cloth  Tape 

Sound  Recording  Tapes 


HOLLYWOOD 
FILM    COMPANY 


HO-23284 
HO  4-7191 


precision  film  editing  equipment 


956  NO.  SEWARD  ST. 
HOLLYWOOD  38,  CALIF. 


Kodak  Sales  Up,  Earnings  29% 
Over  '54  Period  Are  Reported 

■¥  Sales  and  earnings  of  Kasliiiaii 
Kodak  (^oni|iaii\  for  the  first  half 
of  1955  (24-«eek  period  ending 
June  12  I  were  at  the  highest  levels 
in  the  conipains  history,  accordiiijj 
to  a  report  h\  Thomas  J.  Hargrave. 
ehairniaii.  and  Alln-il  K.  (ihapman. 
president. 

Consolidated  sales  of  Kodak  s 
units  in  the  I'.S.  for  this  period 
amounted  to  S315.!!50.102,  an  in- 
erease  of  1.4.6  per  cent  over  last 
year's  corresponding  figure  of 
S278J32.132.  Sales  also  topped  hy 
11  per  cent  the  previous  Koclak 
first-half  record  of  S2<!6..Sti2.1T().  set 
in  19.35. 

Net  earnings  alter  taxes  amouiiliil 
to  .§36.365.989.  an  increase  of  29  per 
cent  over  earnings  of  828,134.192 
for  the  first  half  of  19.54.  Net  earn- 
ings were  equal  to  .S1.97  per  share 
on  18.277.260  connnon  shares  out- 
standing compared  with  81.60  a 
share  on  17.401.845  share  outstand- 
ing at  the  close  of  the  19-54  first 
half. 

Common  shares  outstanding  were 
increased  f(jllowing  the  payment  of 
a  5  per  cent  stock  dividend  last 
March.  Earnings  were  11.5  per  cent 
of  sales  compared  with  10.1  per 
cent  in  the  corresponding  period 
in  1954.  Pre-tax  earnings  were 
879.544.759.  up  32.8  per  cent  over 
the  $59,919,674  for  the  first  half 
of  1954.  Provision  for  income  taxes 
amounted  to  843.178.770  at  the  end 
of  the  first  half,  compared  with 
831.785.482  at  mid-19.54. 

"In  general,  the  company  looks 
forward  to  continued  good  business 
in  the  second  half  of  1955."  the 
Hargrave-Chapman  report  said.  The 
report  also  noted: 

The  combined  business  of  the 
companN's  overseas  units  has  shown 
a  good  improvement  during  the  first 
half  of  their  fiscal  year  and  ship- 
ments to  them  increased  almost  18 
per  cent. 

Cash  dividends  paid  on  the  pre- 
ferred and  common  shares  on  .\pril 
1  and  July  1  were  818.024.002.  ap- 
proximately half  of  the  net  earn- 
ings so  far  this  year.  Dividends 
received  from  companies  abroad 
were  .82.228.777,  compared  with 
$1,876,105  in  the  first  half  of  1954. 

The  average  of  Kodak's  selling 
prices  at  the  end  of  the  first  half 
stood  at  about  30  per  cent  above 
.August.  1939.  This  compares  with 
28' o  per  cent  at  the  1954  year-end 
and  28  per  cent  at  the  end  of  the 
first  half  of  1954. 

At  the  close  of  the  first  half  of 
1955.  the  number  of  Kodak  share 
ov\ners  was  about  87.000,  an  in- 
crease of  about  2.500  since  mid- 
1954.  «' 
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produced  by  P.  J.  Wolfson  and 
on  NBC.  Three  Mitchell  35mm  BNC  cameras 
ore  used  on  this  top  TV  show,  which  is  in 
its  2nd  year.  Jim  Bockus  plays  the  male  lead. 


On  the  set  of  "I  Love  Lucy,"  starring  Lucille  Ball  and  Desi 
Arnaz.  The  narion's  Number  1  TV  show  for  1951,  1952  and 
1953  is  a  pioneer  of  the  technique  of  filming  its  program  as  a 
live  show  with  audience.  Oesilu  Productions  uses  three  Mitchell 
35mm  BNC  cameras  in  filming  "I   Love  Lucy." 


TQ  FILM 

A  SUCCESSFUL  SHQ'W,., 

It  takes  more  than  just  a  good  script  to  insure  the  success 
of  a  top-rated  network  program.  The  onstage  performances  of 
the  stars  and  supporting  cast  must  be  outstanding, 
carefully  timed,  superbly  directed.  And  the  camera  must 
perform  flawlessly  in  its  vital  role  of  recreating  the 
superior  quality  of  the  show  for  millions  of  TV  viewers. 

Mitchell  cameras  — internationally  famous  — provide  the 
matchless  photographic  performances  so  necessary  to  the 
successful  making  of  the  finest  theater  quality  films. 
That  is  why,  wherever  top  quality  filming  is  the  foremost 
consideration,  Mitchell  Cameras  are  to  be  found . . . 
bringing  success  into  focus. 


Dennis  Day,  star  of  "The  Dennis  Day  Show/ 
a  top-rated  NBC  program.  Originally  "live,' 
this  series  is  in  its  second  year,  an  ' 
produced  on  film  by  Denmac 
using  a  Mitchell  35mm  BNC  c 


MITCHELL  The  only  truly  Professional  Motion  Picture  Camera 


/iittMl  O^mem  CORPORATION 

666  West  Harvard  Street  •  Glendale  4,  Calif.  •  Cable  Address:     MITCAMCO 
85%    of   the   professionol    motion    pictures   shown    throughout  the   world   are   filmed   with   a   Mitchell 


1^ 

16mm 

■f- 

35mm 
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SPECIALISTS  IN  VISUAL  SELLING 


%: 


:fl«i 

IN  MOTION   PICTURES 
AND  SOUND  SLIDE  FILMS 


^. 


IN  TV  COMMERCIALS 


IN  ADVERTISING 
ILLUSTRATION 


ALWAYS  SHOOTS  TO  SELL 


NEW  YORK 

200  East  S6th  Street 

CHICAGO 

16  East  Ontario  Street 


_f  ICTURE  PARADE^ 

FUNCTIONAL  FILMS  IN  THE  NEWS 

Need  for  Better  Roads  Theme 
of  New  General  Motors  Film 

*  Hifrlnvay  pr<»l)lpiiis  and  possible 
action  to  solve  theni  are  depicted  in 
Give  Yourselj  the  Green  Light,  a 
26-minutc  color  film  sponsored  by 
General  Motors  (^)rporation  as  part 
of  its  contribution  toward  a  nation- 
wide better  roads  program. 

Filmed  to  help  bring  the  plight  of 
motorists  to  the  attention  of  civic, 
service,  fraternal,  farm  and  other 
groups,  the  public  relations  picture 
shows  what  has  been  accomplished 
in  some  areas. 

The  film  treats  of  the  need  for 
better  farm-to-market  roads,  urban 
thoroughfares,  superhighways,  the 
problems  of  small  town  traffic  and 
big  city  congestion  and  the  uni- 
versal lack  of  parking  facilities. 

Prints  of  Give  Yourself  the  Green 
Light  are  available  for  use  by  any 
group,  free  of  charge,  from  General 
Motors"  film  libraries  in  Detroit. 
New  York  and  San  Francisco.  More 
than  100.000  persons  have  viewed 
the  film  since  it  was  introduced. 


Paraffined   Carton   Council 
Sponsors  PR  Cartoon  "Short" 

♦  The  versatile  voices  of  Holly- 
wood's Billy  Gilbert  and  radio's  Bill 
Thompson  are  starred  in  the  Paraf- 
fined Carton  Research  Councils 
color  cartoon  film.  The  Butcher,  the 
Baker,  the  Ice  Cream  Maker. 

A  10-minute  attraction,  the  pic- 
ture will  be  distributed  to  ice  cream 
manufacturers,  trade  groups,  tele- 
vision stations,  theatres,  schools  and 
clubs. 

Billy  Gilbert,  rotund  character 
actor  and  comedian,  provides  the 
voices  for  both  the  Baker  and  the 
Merchant  in  the  Councils  movie. 
Bill  Thompson,  man  of  many  voices 
on  the  Fibber  McGee  and  Molly 
programs,  is  the  Butcher.  The  Ice 
Cream  Maker  is  vocalized  by  Paul 
Peese,  radio,  tv  and  cartoon  special- 
ist. A  Pete  Smith  comic,  Don  Brody 
gabbles  as  the  Doctor  and  the  Drug- 
gist. 

"The  Butcher,  the  Baker,  the  Ice 
Cream  Maker"  and  "Up.  Up.  Up." 
are  two  songs  originated  for  the 
fihn  by  Jerry  Abbott,  music  director 
at  Kling  Film  Productions.  Chicago, 
producers  of  the  film.  In  charge  of 
the  production  at  Kling's  Holly- 
wood studios  was  0.  Gail  Papineau, 
formerly  with  Walt  Disney  Studios. 

Co-sponsoring  the  movie  are  the 
members  of  the  Paraffined  Carton 
Research  Council:  Bloomer  Bros. 
Company,  Newark,  N.Y.;  Burd  & 
Fletcher  Company.  Kansas  City, 
Mo.;     Chicago     Carton     Company, 


Chicago.  111.:  Container  Corpora- 
tion of  .'Vmerica, Chicago:  Marathon 
Corporation.  Menasha,  Wisconsin; 
Michigan  Carton  Company.  Battle 
Creek.  Mich.:  Pollock  Paper  Corpo- 
ration. Dallas.  Texas;  The  Richard- 
son Taylor-Globe  Corporation.  Cin- 
cinnati. Ohio:  Sutherland  Paper 
(Company.  Kalamazoo,  Mich. 

*  *       • 

National  Credit  Union  Group 
Signs  for  a  Second  Picture 

♦  Credit  Union  National  .Associ- 
ation. Inc.,  Madison.  V^'is..  has 
assigned  Jerry  Fairbanks  Produc- 
tions to  make  a  30-niinute  institu- 
tional film  entitled  Forgive  Is  Our 
Debts.  This  will  be  the  second  mo- 
tion picture  produced  by  Fairbanks 
for  the  national  credit  organization. 

•  *        » 

Foundrymen  Adapt  German  Pix 
on  Advanced  Casting  Technique 

♦  Editing  of  a  German-made  mo- 
tion picture  for  the  American 
Foundrvmen  s  Society.  Des  Plaines, 
HI.,  is  underway  at  Atlas  Film  Cor- 
poration. Oak  Park.  111.  Footage 
relates  advanced  casting  techniques 
developed  abroad.  Atlas  is  supplant- 
ing the  German  captions  with  Eng- 
lish titles  and  new  art  work  also 
will  be  incorporated. 

»        *        * 

Italian  Sports  Film  Festival 
Honors  Aetna  "Canoe"  Picture 

♦  Paddle  a  .'>aje  Canoe,  a  14-minute 
color  motion  picture  sponsored  by 
Aetna  Casualty  and  Surety  Com- 
panv.  Hartford.  Conn.,  won  new 
honors  recently  when  the  film  was 
shown  at  the  lllh  International 
Sports  Film  Festival  at  Cortina 
d'Ampezzo.  Italy. 

Paddle  a  Safe  Canoe,  which  won 
the  top  award  last  spring  as  the  best 
safety  film  of  the  year  in  the  annual 
competition  sponsored  by  the  Film 
Council  of  .America,  was  one  of  87 
films  from  10  nations  shown  at  the 
Cortina  Sports  Film  Festival. 
*       «       • 

Florists  Show  Homemaker  How 
to  Use  Blooms  in  New  Film 

♦  Mrs.  Homemaker  can  learn  how 
to  use  flowers  for  more  gracious 
living  by  viewing  Hou  to  Do  It 
With  Floiiers.  a  new  13'  ^-minute 
color  film  sponsored  by  Florists' 
Telegraph  Delivery  Association. 

Produced  by  Hartley  Productions 
of  New  York,  the  promotional  film 
depicts  simple  steps  in  providing 
good  flow  er  arrangements  and  shows 
which  vase  to  use.  how  long  to  cut 
the  stems,  what  accessories  help 
make  flowers  look  their  best. 

The  picture  is  being  distributed 
bv  Modern  Talking  Picture  Service, 
Inc.  Requests  should  be  sent  direct 
to  F.T.D.A..  200  Lafayette  Bldg., 
Detroit  26,  Michigan.  9" 
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sfr/pes... 


Now  in  operation 

at  Consolidated 

the  Oscar-winning 

Reeves  Soundcraft 

1  6mm  Magna-Striper . . . 

Official  West  Coast 

Installation. 

3  widths  of  magnetic 
oxide  sound  tracking  with 
balancing  stripes  . . .  for  3 
different  purposes. 

25-Mil.  magnetic  stripe 
for  double-perforated 
silent  film. 

50-Mil.  magnetic  stripe 
for  both  mognetic  and 
photographic  sound. 

1  00-Mil.  magnetic  stripe  for 
all-magnetic-sound  track. 

CONSOLIDATED 

FILM 

INDUSTRIES 

959  Seicard  Street, 
Hollyuood  38 

1 740  Broad wa\ .  ^elc  York  19 
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F  &  B  PRO  CINE- 
THE  MOST 


"Color    in    Motion    Pictures    and    Television"    Theme 
of  Motion  Picture  &  Television  Engineers'  Fall  Meeting 


TRIPOD  IN  THE 
MEDIUM  WEIGHT  CLASS 


FOR   ALL  CAMERAS 

B 


MADE   IN    USA 

EXCLUSIVELY   BY   F&B 

Price  $145.00 

Heavy  Duty  Fibre  Case  $20.00 

AVAILABLE   DIRECT 

OR  AT  LEADING  CAMERA  DEALERS 


Does  your  fripod 
include  fhese 
exclusive  PRO  CINE 
features? 

A.  External  camera  tightening 
knob   with   angle   gears 

B.  Telescoping,  offset  tripod 
handle 

C.  Second  tripod  handle  posi- 
tion 

D.  Large  positive  pan  and  tilt 
locks 

E.  Brass  shaft  for  longer  wear, 
no  sticking 

F.  Separate,  precision  machined 
friction    plate 

G.  Four  bolted  leg  supports 
with    leg    rest    ledge 

H.  Aluminum  leg  tops— no  holes 
drilled   thru   wood   legs 

I.  Single  knob  leg  tightening 
— for  even  tension  and  no 
warping 

J.  Superb,  seasoned  and 
waxed  hardwood  legs.  Will 
never   stick. 


Finest  Precision  Craftsmanship 
and  Materials 


FRICTION    HEAD    UNCONDITIONALLY 
GUARANTEED    FOR    FIVE    YEARS 


F&B   SPLIT   REELS 


EVER  HAVE  THE  CENTER 
DROP  OUT? 

Elminate  FLANGES 
and   risky  TIGHTWINDS 

SimpI/  open  Split  Reels— slip  in  film  or  core 
ond  worlt  with  safety,  speed  and  occurocy. 
400  ft.  SPLIT  REEL  $4.50 
800  ft.  SPLIT  REEL  6.00 
1200  ft.  SPLIT  REEL  7.50 
1600  ft.  SPLIT  REEL  9.00 
Immediate  Delivery 


^ 

.^^ 

■  J 

NOW 

.4 

- 



-r 

COLOR 
NEWSREELS 

F&B 

NOMiNAR 
1"  f/0.95 
LENS 


In    C    mount    for    all    16  mm    cameras 

"THE   FASTEST  CINE  LENS  IN  THE  WORLD" 

More  than  Twice  as  fast  as  f/1.4 

DeCinition,    resolution    and    contrast 
OS    good    or    better    than    any    comparable    lens. 

Price   $165.00         $9.90  FET 

Including  — 

Series  VI  filter  holder,  sunshade 

Screw-on  dust  covers 

Leather  corrying  cose 


WRITE  FOR  COMPLETE  CATALOG   &  RENTAL  PRICE  LIST 


fM 


FLORMAN  &  BABB 

68  West  45th  Street,  New  York  19,  N.Y. 

Phone:  Murray  Hill  2-2928 

Cable  Address  -  FLORBABB,  N.Y. 


SHOOTING   COLOR 

IN   A   CAVE? 

HUGE   INDUSTRIAL   INTERIORS 

AUDIENCE 
REACTION  SHOTS 


-K  "Ci.loi  in  Million  I'irliircs  and 
Television  is  the  theme  of  the  78th 
Society  of  Motion  Picture  and  Tele- 
vision Engineers  Convention,  to  he 
held  October  2-7  at  the  Lake  Placid 
Club,  Essex  County,  N.Y. 

Vivifving  the  Fall  meeting  theme, 
all  film  shorts  starting  technical 
sessions  will  be  in  color.  Technical 
lectures  and  discussions  on  several 
aspects  of  color  use  will  be  the 
business  of  morning  and  afternoon 
sessions  covering  five  days. 

Here's  the  Tentative  Program 

Tentatively  scheduled  topics  in- 
clude : 

Color  Materials  and  Their  1„  ses — 
Development  work  on  color  motion 
picture  materials:  "Cronar"  Po- 
lyester film  base  for  motion  picture 
products:  properties  and  applica- 
tions of  color  motion  picture  film. 

Studio  Practice  —  Roundtalilc  on 
color  motion  picture  problems  by 
several  leading  engineers  in  major 
studio  producing  organizations: 
open  forum. 

Studio  Practice  —  Low-tempera- 
ture carbons  for  color  set  lighting: 
technical  data  on  wide-screen  proc- 
esses; evaluation  of  methods  of 
using  exposure  meters. 

Session  on  Projection,  Viewing 

Projection  and  \iewing  —  Panel 
on  projection  for  large  screen, 
covering  mechanical  design,  sub- 
tended screen  angle,  picture  infor- 
mation and  optics  of  projection: 
military  theatre  circuit  moderniza- 
tion in  the  Far  East;  new^  projection 
lenses  for  theatre  and  home;  per- 
ception of  color  in  projected  and 
televised  pictures:  techniques  of 
Todd  AO  process:  a  new  surface  for 
outdoor  screens. 

Symposium  on  Laboratory  Prac- 
tice —  Materials  for  processing  ma- 
chine construction;  economics  of 
chemical  control;  replenishment  of 
color  developers;  a  new  light  source 
for  printers  excited  by  radio  fre- 
quency; basic  principles  of  color 
printer  design ;  film  cleaning  meth- 
ods; discussion. 

Television  Practice  —  Roundtable 
on  problems  of  network  broadcast- 
ing in  monochrome  and  color  by 
five  leading  television  engineers; 
forum. 

Television  Practice  in  Review 
Tele\ision  Practice  —  Grainless 
phiis|)h(>r  screens  for  television  tubes 
and  light  amplifier;  new  Du  Mont 
\  ilasean;  colormetric  problems  and 
the  use  of  films  for  color  television; 
report  on  International  Standards 
Organization  Conference.  Technical 


(MPMiniittec  M)  Meeting,  held  in 
StockhoTii.  Sweden  in  .lune. 

Educational  Television  —  Work 
of  Joint  (^oimnittee  on  Educational 
Television;  accomplishments  and 
plans  for  educational  television  of 
the  L'.S.  Office  of  Education;  motion 
pictures  for  tv  used  by  Ford  Founda- 
tion. 

Complete  registration  information 

and  other  details  are  available  from 

SMPTE.   .55   West   42nd   St.,   New 

York  ^6.  N.Y.  Q' 

*       *       # 

Pathe  Laboratories  Announces 
$250,000  West  Coast  Expansion 

♦  A  .$250.00(1  West  Coast  motion 
picture  processing  expansion  pro- 
gram has  been  announced  by  Pathe 
Laboratories.  Inc.  The  expansion 
will  double  Pathe's  35mm  Eastman 
color  processing  facilities  and  pro- 
vide additional  high  speed  equip- 
ment for  developing  and  printing 
t6mm  commercial  and  television 
film. 

On  July  28,  Pathe  announced  for- 
mation of  a  subsidiary.  Pathecolor, 
Inc..  to  enter  the  processing  of  color 
still  film  under  license  from  East- 
man Kodak  Company.  First  process- 
ing of  still  film  will  be  in  Pathe's 
New  York  laboratory,  with  ex- 
pansion of  the  still  fihn  printing 
line  to  the  West  Coast  expected 
within  two  years. 

The  S250.000  installation  is  to  be 
completed  within  six  months.  It  will 
consist  of  color  developing  machines 
for  35nim  and  16nnn  film.  Addi- 
tional printing  facilities  will  be 
added  to  keep  pace  with  the  de- 
veloping expansion. 

Pathe  Laboratories  is  a  subsidiary 
of  Chesapeake  Industries.  Inc.,  a 
diversified  industrial  management 
company. 

4;-  *■  * 

American  Hotel  Assn.  Sponsors 
Training  Film  on  Meal  Making 

♦  .Methods  of  training  chefs  and 
cooks  in  trade  schools,  junior  col- 
leges and  senior  colleges  are  de- 
picted in  Professional  Cooking,  a 
16-minute  film  sponsored  by  the 
.Vmerican  Hotel  .Association. 

The  film  also  covers  other  posi- 
tions in  the  field  of  food  preparation 
such  as  stewards,  purchasing  agents, 
and  catering  manager.  The  film  is 
available  for  purchase  or  free  loan. 
Insurance  and  shipping  costs  are 
paid  by  the  borrower. 

Address  inquiries  to  Employer- 
Employee  Relations  Department, 
.American  Hotel  .Association.  221 
West  57th  St..  New  York  City  19. 
.New  York. 

BUYERS    READ    BUSINESS    SCREEN 
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IMPACT 


Wherever  impact  expresses  itself  the  result  is  strong 
aaion.  Controlled  impact  is  one  of  man's  most  powerful 
forces. 

With  a  good  motion  picture  which  has  all  the  other  quali- 
fications for  success,  it  is  the  degree  of  impact  that  determines 


how  powerfully  the  story  will  impress  its  audiences  and  how 
long  they  will  remember. 

Sound  Masters,  in  creating  and  producing,  sees  to  it  that 
a  film  has  such  impact  as  will  put  over  its  story  with  a  deep 
and  lasting  impression. 


ESTABLISHED  t937 


SOUND  MASTERS,  INC. 

165  WEST  46TH  STREET,  NEW  YORK  36,  N.Y. 


MOTION  PICTURES 

SLIDE  FILMS 

TV  SHORTS 

COMMERCIALS 


PLAZA  7-6600 


GEO.  W.  COLBUfiN    LABORATORY   INC. 

164     NORTH      WACKCR     DRIVi'CHICAGO    6 
TELiPHON  E     STATS     S-7316 


SERVICES 


TREIVDS      IIV     THE      !VEWS  <-venlually  U-  possible  K.  increase  Abn  speed  at 


mEDium  nCIIIIIC 
conDEnsEDUGLUnC 

18  point,  42  point 

Available  in   1  8,  24.  30.  36.  42.  48.  60  &  72  point  sizes 

Informal  . . .  Good  Display 
Looks  best  letter-spaced. 

One  of  many  typefaces  available  in  Knight  Studio  Titles 

KniGHT  STUDIO 

159  E.  Chicago  flue.,  Chicago 


WORLD  FAMOUS 


OF    BUSINESS    AND    SPONSORED    PICTURES 

I    <:  O  N  T  I  N  li  E  D      FROM      PACE      SIX) 

iiilluisiasni  .  .  .  when  he  got  back  to  his  store  he 

had  cliflk'ully  in  transmitting  his  enthusiasm  to 
his  sale^pfiiple.  to  his  nierrhandise  manager,  the 
display  department  and  the  ad  department.  So 
he  decided  to  (lo  something  about  it. 

■"\\  ith  order  book  in  hand.  16nnn  camera  slung 
oxer  one  shoulder  and  portable  tape  recorder 
over  the  other  he  makes  his  rounds.  When  he 
buys  a  line  he  photographs  it.  Then,  he  records 
a  conversation  with  the  designer,  if  possible,  and 
then  he  tries  to  get  into  a  lively  discussion  of  the 
design  features  of  the  line,  its  construction  points 
and  the  sales  possibilities  of  the  line. 

■■\^  hen  he  gets  back  to  the  store  he  has  a 
meeting  of  all  the  people  concerned  with  the  new 
merchandise.  And  he  does  this  right  away  .  .  . 
no  wait  ...  he  feels  there's  too  long  a  lag  between 
the  time  of  his  initial  enthusiasm  and  the  arrival 
in  the  store  of  what  he  has  seen.  In  this  wav  he 
gets  everyone  all  hopped  up  over  what  he  has 
bought  at  market.  He  gets  them  on  their  toes 
waiting  for  new  things  to  come  in."  ^ 

Photography  Keeps  Pace  With  the  Atomic 
Age;  Some  Predictions  of  "Things  to  Come" 

■¥  Irying  to  blink  in  time  with  atomic  engines, 
jet-rocket  craft  and  man-made  satellites,  profes- 
sionals on  the  film  front  will  be  reassured  bv 
recent  authoritative  prophesies  which  indicate 
photography  is  not  lagging  in  progress. 

\^  ithin  the  next  7.5  years,  photographic  film 
speeds  may  increase  100  times.  This  flash  of  the 
future  came  from  Donald  McMaster.  vice-presi- 
dent and  general  manager  of  Eastman  Kodak 
Company,  as  he  addressed  the  Master  Photogra- 
phers' Annual  dinner  during  the  Potographers 
Association  of  .\merica  convention  at  the  Conrad 
Hilton  Hotel.  Chicago.  August  17. 

Celebrating  their  diamond  jubilee  this  vear. 
association  members  were  briefed  on  the  new  era 
which  is  before  them.  McMaster  said  that  in  the 
115  years  since  the  invention  of  the  Daguerreo- 
type the  speed  of  the  photographic  svstem  has 
been  increased  about  one  million  times.  Present 
high  speed  films  are  not  the  ultimate,  he  pointed 
out. 

On  the  basis  of  recent  discoveries  in  emulsion 
research,  photographic  scientists  believe   it   will 


.  H1,l,lc,nd    Moll,wi>od3S.<;olif.\  tunifl-ri 


IMMEDIATE  CASH 

FOR 

CAMERA  EQUIPMENT 

NEED  EYEMOS  (SINGLE  LENS  AND  TURRET), 
MITCHELLS.  ARRIFLEX,  DE  BRIES.  BiH  STAND- 
ARDS AND  HI-SPEEDS,  WALLS,  AKELEYS,  CINE 
SPECIALS,  AURICONS,  MAURERS,  FILMOS. 
ALSO  BALTARS,  COOKES  AND  OTHER  LENSES. 
SOUND  STAGE,  LABORATORY  AND  EDITING 
EQUIPMENT  OF  ALL  TYPES  REQUIRED.  PLEASE 
SHIP  INSURED  OR  FORWARD  DESCRIPTIONS 
AIRMAIL     IMMEDIATE   PAYMENT. 

GORDON    ENTERPRISES 

5362  N.  CAHUENGA  •  N.  HOLLYWOOD,  CAL 


ast  another  1011  times,  he  said.  McMaster  also 
predicted: 

Film  processing  —  both  black-white  and  color 
—  will  become  much  simpler  and  quicker. 

Color  picture  quality  will  continue  to  improvi' 
and  color  film  speeds  should  eventually  be  as 
fast  as  black-white  films. 

Medical  motion  picture  radiography  will  be- 
come widely  used  as  a  tool  for  diagnosis  by 
doctors. 

New  types  of  photosensitive  materials  will 
come  into  use.  especially  in  the  graphic  arts 
field. 

McMaster  emjihasized  that  his  predictions  are 
of  a  general  nature,  rather  than  referring  to 
specific  future  product  or  processes.  He  based 
his  estimates  on  developments  currently  in  the 
industrial  research  laboratories,  on  photographic 
needs  and  wants,  and  on  the  present  directions 
of  science  and  technology. 

The  Kodak  executive  voiced  optimism  for  the 
future  of  the  photographic  industry  which,  he 
said,  has  grown  at  a  faster  rate  than  industry 
as  a  whole. 

Bright  Future  for  Industrial  Photography 

Another  prober  into  tomorrow  was  \^  illiam  J. 
Cannon  of  the  duPont  Company  who  told  the 
National  Photographic  Industrial  Conference 
I  held  in  conjunction  with  the  Association  con- 
vention I  that  "the  saturation  level  for  industry's 
use  of  photography  is  now  here  in  sight.  He  fore- 
saw "much  greater  expansion."  even  though  the 
number  of  industrial  photo  laboratories  has  more 
than  tripled  in  the  past  15  years. 

Cannon  reminded  old-timers  that  not  so  long 
ago  their  greatest  hope  for  recognition  rested 
upon  the  excellence  of  negatives  taken  at  their 
company  s  annual  picnic.  Scanning  the  industrial 
photographer  s  emergence  from  the  '"picnic" 
period,  he  said: 

'"A  large  part  of  the  credit  for  industrial  pho- 
tography s  highly  satisfactory  growth  and  prog- 
ress is  directly  traceable  to  the  resourcefulness 
and  persistence  of  the  man  behind  the  camera  — 
the  man  who  is  never  quite  happy  with  the  re- 
sults he  has  obtained,  and  who  is  forever  stalking 
unexplored  possibilities  in  search  of  a  new  way 
to  show  that  photography  is  a  pivotal  tool  of 
industry. 

■"\^  hereas   the   industrial   photographer  of  20 

(continued      on     p.\ge    fifty  I 
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A  SUPERB  COLLECTION  OF 
MOOD  AND  BRIDGE  MUSIC 

For  Details  Write: 

AUDIO-MASTER  Corp. 

17  East  45th  St.  •  .New  York  17.  N.  Y. 
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PUBLIC   RELATIONS  •  EDUCATIONAL*  TECHNICAL*  MEDICAL*  FARM 


Training   Pictures   by  Audi 


"WHERE    MILEAGE    BEGINS"  20  mins 

The    story    of    the    iiiiernal    combustion    engine    and 

the   modern    motor   car. 


m;,leru    transportation. 


25  ">'"*■ 


2*  wins. 

flow  ^^^^^^^^^^^H 


..on.   or8--SVacua.-e  «>»-"■ 
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-STALU.O  CAST'f„?'tf.L^^..P>,    s,sten,s    an. 

otto    PUM.C    U..l.>.«- 


Audio   Productions,   inc. 


FILM     CENTER     BUILDING 


630     NINTH     AVENUE 
TELEPHONE    PLaza    7-0760 


NEW     YORK     36,     N. 


^nwj^ 


avws." 


Frank  K.  Speidell,  President  •  Herman  Roessle,  Vice  President  •  P.  J.  Mooney,  Secretary  •  L.  W.  Fox,  Treasurer 
Producer-Directors:    L.    S.    Bennetts  Louis  A.  Hanousek  H.   E.   Mandell 

Alexander    Gansell  Harold   R.   Lipman  Earl   Peirce 

Sales  Manager:  Sheldon   Nemeyer  Erwin    Scharf 
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SIMULTANEOUSLY 


For  sheer  versatility  and  inexhaustible  utility,  you  can't 
beat  the  ease,  economy,  efficiency  and  proven  personal 
sales  impact  of  putting  your  spoken  message  on  RCA 
Victor  Custom  Records. 

Wherever  you  send  your  records — v/hether  as  self-con- 
tained messages  or  in  conjunction  with  slidefilms  —  it's 
smart  to  insist  on  the  clear,  clean,  unmatched  quality  of 
RCA  Victor  sound. 

Technically  and  servicewise,  RCA  Victor  leads  the  field 
in  all  phases  of  recording,  processing  and  pressing.  You 
also  get  the  benefit  of  RCA  Victor's  extensive  music  lib- 
rary—  over  500  selections  specially  recorded  for  slide- 
film  use ...  its  years  of  experience  in  making  records  for 
sound-slidefilms  .  .  .  and  its  careful  handling  and  prompt 
delivery  ...  all  at  a  competitive  price! 

For  complete  information  without  obligation,  write,  wire 
or  call  Dept.  BS-1. 

New  York  20;  630  Fifth  Avenue,  JUdson  2-5011 
Chicago  11;  445  N.Lake  Shore  Drive,  WHitehall  4-3215 
Hollywood  38;  1016  N.  Sycamore  Ave.,  OLdfield  4-1660 
Nashville  3;  1525  McGavock  Street,  NAshville  5-6691 


custom  record  ssles 

RADIO    CORPORATION    OF  AMERICA 

RCA    VICTOR    RECORD    DIVISION 


A  WORD   IN    REMEMBRANCE 

Non-Theatrical  Film  Industry 
Mourns  Passing  of  Henry  Morley 

*  Mr.  Ilfnr\  MuiIl-x.  iiioiLifnt  ami 
( ci-fouiidcr  of  Dynamic  Films.  In- 
corporated. 112  V^cst  o'Jth  Stnil. 
New  York  City,  died  on  Jnly  11. 
19.55  at  the  age  of  40. 

Mr.  Morley  was  a  graduate  of 
Yale  University,  class  of  19.35  and 
was  for  several  years  sales  manager 
of  J.  A.  Maiirer  Company,  the  Lonfi 
Island  City  manufacturer  of  motion 
picture  equipment.  In  this  capacity 
Mr.  Morley  was  responsible  for 
setting  up  motion  picture  units 
in  many  schools  and  universities 
through(mt  the  country.  In  1946, 
together  with  Nathan  Zucker,  he 
helped  found  Dynamic  Films,  Inc. 
He  had  been  actively  engaged  in 
motion  pictures  either  through  re- 
search or  production  for  over  15 
years. 

Together  with  Mr.  Maurer  he 
acted  as  a  consultant  in  the  setup 
of  some  40  studios  for  16mm  motion 
picture  production  throughout  the 
country.  Mr.  Morley  was  considered 
one  of  the  early  pioneers  in  pro- 
moting 10mm  production  as  a  pro- 
fessional media.  Since  the  founding 
of  D\narnic  Films  he  was  able  to 
develop  production  techniques  which 
since  have  become  standard  through- 
out the  industry.  In  the  last  year, 
four  Dvnamic  produced  films,  pre- 
pared under  his  su])ervision.  have 
won  national  and  international 
recognition  as  outstanding  motion 
pictures. 

Henr\  Morley  was  a  film  pro- 
ducer who  was  in  film  production 
and  the  visual  field  through  his  own 
choice.  He  brought  an  honesty  and 
integrity  of  purpose  coupled  with 
the  highest  degree  of  technical 
knowledge  that  made  his  film- 
making both  a  craft  and  an  art. 

He  is  survived  by  his  wife.  Lillian 
Morlev  and  his  home  address  at  the 
time  of  his  death  was  155  Concord 
Avenue.  W  hite  Plains.  N.  Y. 
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Nat'l  Safety  Congress 
in  Chicago  Oct.  17-21 

♦  Safet\  men  from  main 
fields,  industrial,  traffic, 
farm,  school  and  home, 
will  converge  on  Chica- 
go. October  17-21.  to  at- 
tend the  43rd  National 
Safetv  Congress  and  Ex- 
position, annual  conven- 
tion of  the  National 
Safety  Council.  More 
than  12.000  persons  are 
expected  to  attend. 

Many  showings  of 
latest  safety  motion  pic- 
tures and  slidefilms  are 
on  the  schedule.  (sj' 


The   late   Henry   Morley 

Over  300  Million  in  TV  Films 

♦  Film  made  for  television  since 
1949-50  is  worth  in  excess  of 
S304.000.000.  according  to  a  sur- 
vey in  Broadcast  Information  Bu- 
reau's TV  Film  Program  Directory 
I  Series,  Serials  and  Packages.  Vol. 
2.  Issue  6l .  The  investment  for  the 
six-year  period  covers  some  7.600 
hours  of  tv  film  fare  that  will  be 
available   this   Fall. 

The  7.600  hours  does  not  include 
3.017  hours  of  feature  film,  nor  989 
hours  of  westerns,  nor  216  hours  of 
motion  picture  serials  now  avail- 
able. There  are.  also,  some  11.494 
hours  of  motion  picture  shorts  cur- 
rently available.  Crjsts  of  motion 
picture  film  are  not  included  in  the 
S304.1 100.000  figure. 

New  productions  to  be  sponsored 
this  Fall,  and  which  currently  are 
in  the  making,  uill  cost  an  estimated 
.S92.920.000  during  the  19.55-56 
season. 

Much  of  the  production  expense 
must  be  regained  by  third  and 
fourth  runs,  the  directory  editor 
points  out.  It  is  noted  that  a  good 
part  of  the  892,920.000  will  be 
underwritten  by  advertisers  who 
won"t  retain  the  picture  rights  be- 
yond the  second  runs.  Over  24 
major  banking  institutions  have  a 
stake  in  tv  film  todav. 
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n'%  tASY/  TO,  TELlL  WHtl^ 
YOUR  FILM  IS  OUT  OF  FOCUS 


.  .  .  but  it  isn't  so  easv  to  tell  when  your  IDEAS  are  out  of  focus. 

Our  creative  and  production  personnel  are  a\ailable  to  help  \ou  obtain 
maximum  claritv  and  impact  with  vour  films. 


33    EAST    48TH    STREET,     NEW    YORK     17.     NEW    YORK 


201     NO.     OCCIDENTAL     BLVD..     LOS     ANGELES     26.     CALIFORNIA 
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PICTURE  PARADE 


It  Sells- 
On  Sight 

THE  COMPLETELY 
DEPENDABLE  SALESMAN 
SELLING  YOUR  PRODUCT- 
YOUR  STORY-ENDLESSLY 
WITHOUT  SUPERVISION 


Performs  in 
lighted   room 

Self-contained  screen 
•   Pre-threaded   film 


•  Self-contained  speaker 

•  800-foot  continuous   film   reel 

Direct  sales  are  easier  .  .  .  promotion  more  potent  .  .  .  training  work 
simpler  .  .  .  operating  costs  dramatically  louver  with  the  Busch  CINE- 
SALESMAN  16mm  continuous  movie  projector  on  your  staff.  Hundreds 
of  CINESALESMAN  projectors  are  now  selling  for  scores  of  national 
concerns  everyivhere.  Look  for  the  CINESALESMAN,  it's  sure  to  catch 
your  eye  and  ear  at  conventions,  sales  presentations,  displays,  point  of 
sale  locations,  trade  shows  ...  in  fact,  anywhere  and  every^vhere  that 
sound  and  motion  are  combined  for  more  effective,  potent  sales  impact. 
Color  or  black  and  white,  sound  or  silent,  any  16mm  film  works  al- 
ways in  the  CINESALESMAN  ...  and  the  Busch  CINESALESMAN 
always  works  for  vou! 


BUSCH    FILM    &     EQUIPMENT    COMPANY 


212  South  Hamilton  Street 


Saginaw,  Michigan 


FILM  ASSOCIATES 


MICHIGAN 

|610      NORTH      WOODWARD      AVENUE 


BIRMINGHAM,  MICHIGAN 

TELEPHONE       MIDWEST       4-3619 


ESTABLISHED    IN    PENNSYLVANIA    IN    1940 
REORGANIZED     IN     MICHIGAN     IN     1953 


DETROIT -CHICAGO -NEW   YORK 
BALTIMORE  -  WASHINGTON 
ST.   LOUIS -NEW  ORLEANS -HOUSTON 
SAN   FRANCISCO  -  LOS  ANGELES 


JAMES  E.  MaclANE,  Executive  Produicr 

21  YEARS  PROFESSIONAL  EXPERIENCE  IN  FILM  PRODUCTION 


"Portugese  Panorama"  Depicts 
Story  of  Cork  and  Country 

"K  Thijuoh  iU  1)U^\  sliori-  lias-  fa(i-d 
the  Latin  world  into  centuries  of 
exploration.  Portugal,  like  its  sister 
Spain,  has  remained  a  unique  place 
of  discovery  —  within  its  own  bor- 
ders. Its  peculiar  isolation  makes 
Portugal  an  ideal  travelog  land:  a 
country  whose  culture  continues  to 
have  fresh  appeal,  yet  a  country  not 
too  many  visitors  get  to.  Making 
use  of  this  appeal  is  Portugal  Pano- 
rama, a  motion  picture  sponsored  by 
Crown  Cork  &  Seal  Company.  Inc.. 
Baltimore.  Maryland. 

This  sponsor  commissioned  A. 
Tyler  Hull,  an  .Alexandria.  Va..  film 
producer,  to  film  a  documentary  on 
cork  growing  in  Portugal,  incorpo- 
rating the  company's  recently  com- 
pleted cork  processing  plant  near 
Lisbon. 

Additional  footage  gathered  dur- 
ing the  assignment  caught  a  wider 
view  of  Portugal  which  the  sponsor 
felt  would  combine  into  an  attractive 
public  relations  educational  feature. 
As  a  result.  Portugese  Panorama  is 
being  made  available  to  Crown 
customers  w  ithout  cost.  Show  n  under 
customer  sponsorship  to  local  church 
groups,  clubs  and  other  organiza- 
tions, the  film  is  designed  to  build 
good  will  for  the  various  companies 
and  familiarize  the  public  with 
names  of  products  for  which  Crown 
is  a  source. 

A  30-minute  sound  and  color  sub- 
ject. Portugese  Panorama  climbs  the 
path  up  from  the  coastal  fishing  vil- 
lages to  the  scenic  and  industrial 
interior.  Beyond  the  cork  forests 
where  primitive  hand  labor  teams 
with  new  machinery  to  furnish  a 
large  portion  of  the  world's  cork 
needs,  the  film  travels  to  the  bull 
ring,  scents  the  terraced  vineyards 
and  wineries,  attends  the  pageantry 
perpetuating  one  of  Portugal's  fa- 
mous shrines.  Our  Lady  of  Fatima. 

Prints  of  Portugese  Panorama 
may  be  obtained  on  free  loan  from 
Crown  Cork  &  Seal  Company,  Inc., 
Advertising  Department,  Eastern 
Ave.  and  Kresson  St..  Baltimore  3, 
Maryland. 

N.  Y.  Life  Slidefilm  Aimed 

at  Improving  Correspondence 

■¥  Dear  Mrs.  (Tallin,  a  'J' :.>-minule 
color  sound  slidefilm  sponsored  by 
the  -New  York  Life  Insurance  Com- 
pany, tackles  an  important  problem 
facing  insurance  companies.  .After 
the  sale  of  a  policy,  most  subsequent 
contact  between  an  insurance  com- 
pany and  the  insured  is  through 
correspondence.  .New  York  Life  was 
determined  to  put  more  of  the  per- 
sonal touch  in  this  correspondence. 


Scene  in  "Dear  Mrs.  Calvin" 

Produced  by  Transfilm,  New 
Y  ork.  the  cartoon  film  uses  an  ac- 
tual case  history,  that  of  a  policy 
owner  who  lost  her  account  book. 
Joe.  a  fictional  counterpart  of  the 
film's  audience — all  New'  York  Life 
correspondents — reacts  to  Mrs.  Cal- 
\  ins  worried  letter  with  a  rainy 
Monday  morning  temper.  Half  wa\ 
through  his  stern  epistle  to  "Dear 
Madam.  "  Joe  is  interrupted  by  his 
wife's  phone  call.  She,  like  Mrs. 
Calvin,  has  lost  her  payment  book 
and  has  received  an  insurance  com- 
pany reply  which  aroused  her  ire. 

Joe  shares  her  indignation  and 
suddenly  the  "Policy  Owners  Are 
People.  Too  "  sign  hanging  near  his 
desk  begins  to  have  a  personal 
meaning.  He  finds  it  difficult  to 
complete  the  harsh  letter  answering 
Mrs.  Calvin.  Joe  visualizes  the  cir- 
cumstances under  which  the  ladv 
lost  her  book,  feels  sympathy.  .A 
cheerful  letter  replaces  his  first  draft 
and  the  picture  appears  to  end.  But 
the  narrator  interrupts  with  a  post- 
script: Mrs.  Calvin  has  dropped  an- 
other line  to  New  York  Life  telling 
them  what  nice  people  they  are. 
»        »        » 

New  AF  Catalog  Available 

♦  Association  films.  Inc.  has  issued 
a  new  .56-page  catalog  listing  more 
than  1.000  l()mm  sound  motion  pic- 
tures available  for  showings  to  com- 
munity organizations,  schools,  in- 
dustrial plants,  etc. 


FOR  SALE 

Latest  model  30  amp  RCA  400 
arc  16mm  projectors  complete 
with  dual  speakers  and  full 
complement  of  lenses.  L  sed  less 
than  ten  hours  each.  .81200.00 
cash  (cost  over  S2000.00I. 

8'  X  21'  Radiant  portable 
headed  wide  screens  with  alu- 
minum tubing  frame,  complete 
with  drapes.  8300.00  each. 

Bell  &  Howell  Filmorama 
.Ananiorphic  lenses  for  either 
photography  or  projection  with 
adapter  bracket  to  fit  projector. 
S400.00  each. 

Write  Box  S5-8A 

BUSINESS  SCREEN 

7064  Sheridan  Rood,  Chicago  26 
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/PRINTS  BY  CAPiTAL/ 
;.■■■■■■■■■■  ■■■■■■■■■^ 

FILM  LABORATORIES,  INC. 

Forrwrh     McCe'ir^ -Smilh     Ltiboratoriei,     Incorporated 

1905    Fairview   Ave.   N.  E.,  Washington    2,   D.  C. 
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•K  \\  lu'ii  the  more  than  1.(10(1  pulj- 
lie  rclalions  executives  arrive  in  Los 
Angeles  next  November  for  the  5!th 
Annual  Conference  nl  ihi'  ruMii- 
Relations  Societ)  of  America,  tliev 
will  fuiil  a  hustling,  mushrooming 
eonnnunity  charged  with  business 
and  industrial  imagination  ajid  initi- 
ative. 

Thc\  will  Hnd.  foi'  c\am|ilc.  lluit 
the  ("ity  of  the  Angels  is  an  excel- 
lent backdrop  for  a  discussion  of 
"Public  Relations,  a  Necessity  for 
Management  I'nder  Growth.'"  This 
is  one  of  the  topics  slated  for  dis- 
cussion during  the  conference.  No- 
vember 14-16.  It  is  part  and  parcel 
of  the  general  conference  theme. 
"Public  Relations  Spotlight  on 
America's  Future. "  which  will  also 
include  discussions  concerning 
atomic  energy,  automation  and  other 
PR  applications  to  our  nation's 
future. 

Advance   Registration    Data 

.Advance  registrations  (S.5().0i)l 
are  already  being  received  in  num- 
ber at  the  headquarters  of  the  Pub- 
lic Relations  Society  of  America.  2 
West  46th  Street.  New  York  36.  Al- 
though the  national  Society — which 
now  numbers  2000  PR  executives  in 


U.S.  Public's  Investment 

in  Television  Over  15  Billion 


pu 


bli. 


I. 


Ini    [t\f\  i>\<  Ml   >vl 


Public  Relatiniis  Leiiders  to  Meet 

8th  Annual  Conference  of  PRSA  at  Los  Angeles  in  November 

44  .stales  and  11  foreign  countries 
an]ong  its  members — is  the  sponsor- 
ing group  which  stages  the  national 
conference,  all  persons  with  a  |)ub- 
lic  relations  interest  are  eligible  to 
attend  the  sessions. 

PRSA  is  the  ieadiiig  national 
public  relations  organization,  hav- 
ing been  formed  in  1948  by  a 
merger  of  two  older  groups,  one  of 
which  was  started  in  1936.  Its  chap- 
ters, which  number  28.  now  range 
from  Boston  to  Honolulu,  and  from 
Minneapolis  to  the  Gulf  states. 

A  Word   of   Endorsement 

The  Editors  of  Business  Screen 
rate  the  professional  program  of 
PRSA  as  one  of  the  most  important 
influences  in  L.S.  business.  Interest 
of  local  chapters  and  of  the  national 
membership  in  public  relations  films 
has  been  widespread.  Your  attend- 
ance, if  qualified,  and  industry  par- 
ticipation in  exhibits  is  heartily 
endorsed  by  this  publication  as 
plans  go  forward  on  the  8th  Annual 
Conference  at  Los  Angeles.  9 


purchases  and  repairs  in  tv's  first 
1(1  vcars  totaled  Sl-5.6  billion  — 
nearly  .$100  for  every  man.  woman 
and  child  in  the  nation. 

This  estimate  is  derived  from 
statistics  in  the  1955  Fall-Winter 
edition  of  the  Television  Factbook. 
published  by  the  trade  newsletter. 
Television  Digest. 

41    Million   Sets  Were   Made 

In  tv's  first  lU  >ears.  41.000.000 
sets  have  been  manufactured. 
38.588.000  have  been  sold.  4.191.000 
have  been  scrapped.  After  taking 
into  account  receivers  still  in  trade 
]npelines.  there  were  an  estimated 
34.549.000  sets  in  use  as  of  July  1. 
served  by  435  stations.  The  rest  of 
the  world  had  oid\  8.500.000  sets, 
located  in  35  countries  and  served 
by  150  stations. 

The  public's  investment  in  tv  re- 
ceivers is  estimated  from  an  average 


ri'tail  price  of  .$270  per  set  over  the 
10-\ear  period.  This  means  $10.4 
billion  was  spent  on  receivers  alone, 
to  which  should  be  added  .$2.4  bil- 
lion for  servicing  labor.  SI. 7  billion 
for  antennas  and  parts,  Sl.l  billion 
for  tube  replacements. 

Over  50%    Have  21-Inch   Sets 

Nearly  half  of  the  sets  in  use,  it 
is  estimated,  have  21-inch  picture 
tubes,  about  37'^''r'  use  16  and  17- 
inch,  some  12'"f  are  the  15.  14.  12, 
10  and  7-ineh  sizes.  Only  about  8000 
color  sets  were  in  use  out  of  28,000 
produced  up  to  July  1. 

Besides  providing  statistics  on 
production,  sales,  inventories,  dis- 
cards and  sets  in  use.  the  industry 
"almanac  shows  that  advertisers 
in  19.54  spent  a  total  of  .§810.000,000 
on  time,  talent  and  programs,  which 
Television  Digest  estimates  will  go 
well  oxer  •?!  billion  this  year. 

392  Community  Antenna  Systems 

A  directory  of  community  antenna 
services  lists  locations  and  equip- 
ment of  the  392  operating,  as 
against  302  six  months  ago.  They 
serve  more  than  1.000.000  viewers 
via  cables  to  their  homes.  9" 
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CAREFUL  ATTENTION  TO  DETAIL 
MAKES  FILMS  THAT 


Sell 


wen 


ONE  OF 

AMERICA'S  GRE.M 

INDUSTRL\L  FILM 

COMPANIES 


JMu  rphy 

'Traductions,  Inc. 


723    SEVENTH    AVENUE     •     NEW    YORK    19,    N.   Y.     •      PLAZA   7-8144 
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ALES  •  SERVICE  •  RENTAL^ 


THE    WORLD'S    MOST    COMPLETE    ASSORTMENT 
OF    PHOTOGRAPHIC     EQUIPMENT    FOR 


New   PROFESSIONAL  JUNIOR 

Adiuslable  wood  BABY  TRIPOD 

-for  Prof.  Jr.  friction 

and  geared  heads 


FAMOUS 
"controlled 

action" 
SMALL  GYRO 

TRIPOD 


Has  substantial  shoe  and  spur 
Measures  from    floor  to  flange 
25"  extended  — 17" 
collapsed. 


$75 


Two  speeds — slow  and  fost 

— (or  both  panning  and  tilting. 

Helps  you  capture  fine  scenic  views 

and  fast-moving  sports  events.  Espe- 

eiolly  recommended  for  16mm  Mitchell, 

16mm  Maurer,   B   &   H  Eyemo 

ond   similar   cameras.  $600 


PACKAGED  LIGHTING  WITH 

COLOR-TRAN 

—studio  lighting  in  a  suitcase 


MQ 


Imagine  being  obfe  to  use  two  5000  watt  units 
on  a  30  amp.  fuse  —  COLOR. TR&N  will  do  it! 
Kit  contains  2  light  heads,  2  Superior  stands  and 
proper  siie  COIOR-TRAN  converter  to  match. 
Packed  in  compact  case. 

IVriie  lor  COLOR-TRAN  Catalogue. 


rij 


Senior   Kit 

$237.50 

Other    style 
kits    available. 


STOP  MOTION  MOTOR 

FOR  CINE  KODAK  SPECIAL 

Runs  forward  or  reverse,  110 
AC  synchronous  motor  with  frame 
counter.  Moy  be  run  continuously 
or  for  single  frames.  Camera 
mounts   without   special   tools. 


$550 


Also  ovoiloble  —  Stop  Motion 
Motors  for  16mm — 35mm  B  &  H, 
Mitchell  and  other  professional 
comeros. 


ELECTRIC 
FOOTAGE  TIMER 

Dual  model  for  both  1 6mm 
and  3Smm.  Large  white  num- 
erals on  block  background.  Accu- 
rate reset  dial.  Switch  controlled 
by  operator,  who  selects  either 
16mm  operating  at  36  feet  per 
minute — or  35mm  operating  ot 
90  feet  per  minute  ...  or  both 
in   synchronization.  $95 

Single   model,   either    16mm   or 


$45 


presto -splicer 

GIVES  PERMANENT  SPLICE 
IN  10  SECONDS! 


Especially  good  for  splicing  magnetic 
film.  Butt  Weld  type  lor  non-perforated 
or  perforated   film.     16mm,   35mm   or 


70mm. 


$547.80 


16nini  or  35mm  models- 
for  perforated  film. 


GRiSWOLD 
HOT  FILM  SPLICER 

Model  R-2  for  3Smm  silent  and  sound 
film.  Precision  construction  makes  it  easy 
to  get  a  clean,  square  splice  with  accur- 

ote  hole  spacing.     Nothing  to  get  out  of 

order.  ^^5 

Also  Bell  &  Howell  8mm,  16mm  and 
35mm  Hot  Splicers  and  B  &  H  Labora- 
tory model  Foot  Splicer. 


*9.5mm  Lenses  in  16mm  C  mount.  18.5  (extreme  wide  angle-flat  field)  Lenses 
available  in  mounts  for  all  35mm  Motion  Picture  Cameras.  *PHOTO  RE- 
SEARCH Color  Temperature  Meters.  *Electric  Footage  Timers.  *Neumade 
and  Hollywood  Film  Company  cutting  room  equipment.  Griswold  &  B.&H. 
Hot  Splicers.  *DOLLIES  *  Bardwell-McAllister,  Mole  Richardson,  Century  and 
Colortran  Lighting  Equipment.    Comp/e*e  line  of  16mw  and  35mm  Cameras. 


FRANK     C.     ZUCKER 


(7flm€Rfl  €ouipni€nT  (o. 

^*-^     1600  BRORDiufly  \  ncuu  yORK  ciTy    ^— 
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COMPANY  POLICIES 
ARE  MORE  THAN  WORDS 

If  your  policies  are  going  to  be  effective,  your  super- 
visors hove  to  implement  them  with  a  human  touch. 
Develop  this  in  your  supervisors  by  showing  them 
proved  methods  of  explaining,  and  gaining  acceptance 
for,  company  policies. 
Show  them  these  methods  with: 

"INTERPRETING  COMPANY  POLICIES" 

part  of  an  outstanding  sound  slide  program 

SUPERVISOR  TRAINING  ON  HUMAN  RELATIONS. 

Vou  may  obtain  a  preview  without  obligation. 

Write  Dept.  M  for  details. 

I^ac^et    'Pcctcc^c^  INC. 

610S    SANTA    MONICA    BLVD.,    HOLLYWOOD    38,    CALIFORNIA 
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THE  BUSINESS  SCREEN  READER  SERVICE  BUREAU 
IS  NOW  SERVING  MORE  THAN  8,000  U.S.  FIRMS 
WHO  USE  THIS  MAGAZINE'S  REFERENCE  KNOW-HOW 


Byron  Announces  Completion 

35mm  Color  Processing  Equi 

-K  Installation  of  the  precision  ARRl 
16mm  and  3.5inni  color  (l('Vclo])in^ 
machine  and  associated  printing 
equipment  has  been  announced  by 
Byron,  Inc.,  Washington.  D.('..  mo- 
tion picture  laboratory. 

After  studying  equipment  from 
manufacturers  all  over  the  world. 
Byron  executives  decided  to  ha\e 
Arnold  ii  Richter  of  Munich.  Ger- 
many, make  a  machine  to  Byron  s 
own  specifications.  Two  and  a  half 
years  of  planning  have  produced 
"the  last  word"  in  processing  ma- 
chines. Arnold  &  Richter  has  had 
long  experience  with  the  positi\e- 
negative  process,  used  satisfactorily 
in  Germany  for  20  years.  The 
Munich  firm  manufactures  many 
types  of  motion  picture  equipment. 

Separate  Building  in  Operation 
A  separate  building  adjoining 
Byron's  main  plant  is  entirely  de- 
voted to  the  new  process.  There  in 
the  fall  of  19.54  elaborate  prepar- 
ations for  the  installation  were  be- 
gun and  the  machine  itself  arrived 
in  April  of  1955.  Herbert  Lechner. 
head  engineer  of  Arnold  &  Richter. 
and  his  assistant  came  to  Washing- 
ton to  supervise  the  assembling  of 
the  machine  and  Dr.  Robert  Richter. 
president  of  Arnold  Si  Richter,  came 
from  Munich  for  a  final  inspection 
of  the  installation. 

About   one   month   was   required 
to  supervise  the  assembling  of  the 


Om  More  Of  The  438... 


guaranteed 
acceptability 


"Soft  .\s  A  Cloud",  produced  in  Hollywood  for  the 

Dow  Chemical  Company  by  Roland  Reed  Productions. 

is  one  more  of  the  438  motion  pictures  written  by  our  staff. 

This  priceless  experience,  exclusively  in  the  planning  of 
visual  media,  is  at  your  service,  too. 

It  yields  such  great  film  effectiveness  that  one  of  our  clients 
has  employed  us  on  87  projects,  another  on  46, 
another  on  27.  And  we  are  currently  at  work  on  new- 
assignments  for  all  three! 

So  whv  not  let  us  help  solve  your 
next  film-planning  problem? 


SCRIPTS 


THt   LUMHl.tltULM    FLANMNO   StKMCE 

.1408  Wisconsin  Avencf.,  .Northwest  •  Washington  16,  D.  C.  •  Emerson  2-4769 


of  Custom-Builf'Arri"  16  & 
pment  at  Washington  Lab 

machine,  but  this  was  only  the  be- 
ginning. Completion  of  the  installa- 
tion is  a  painstaking  process.  In 
addition  to  the  machine,  an  acid- 
resisting  floor,  special  heaters  for 
hot  water,  a  water  chilling  plant, 
air  conditioning,  controls,  mixing 
equipment,  and  chemical  analysis 
equipment  now  are  being  installed. 
Even  so.  Byron  expects  to  offer  this 
new  service  to  the  film  industry  by 
earlv  fall.  At  that  time,  specialized 
printing  equipment,  now  being 
manufactured  by  Arnold  &  Richter. 
also  is  expected  to  be  delivered. 

Set  Up  for  Neg-Pos  Processing 
Byron  has  extended  its  patented 
''Color-Correct"  process  to  include 
the  new  positive -negative  films. 
This  process.  Bvron  points  out,  will 
offer  much  more  exacting  control 
of  negative  processing,  better  color 
and  better  definition  in  the  finished 
print  and  a  substantially  lower  price 
for  release  prints.  The  new  process 
is  said  to  save  wear  and  tear  on  the 
original  film  and  eliminate  the  high 
cost  of  A  iw  B  printing  through  the 
use  of  an  intermediate  negative. 

The  end  product  of  Byron  s  labo- 
ratorv  has  been  exclusively  16mm 
film.  The  new  process  will  include 
processing  and  printing  in  35nim 
as  well  as  16nnn. 

S.O.S.  Cinema  Supply  Opens 
Western   Office   in   Hollywood 

♦  A  new  sales  office  to  serve  nine 
western  states  has  been  opened  at 
6331  Hollywood  Blvd.,  Hollywood. 
Cal.,  by  S.O.S.  Cinema  Supply 
Corp.,  of  New  York. 

Alan  C.  Macauley  has  been  named 
executive  western  representative  for 
S.O.S.  He  formerly  was  connected 
with  several  film  production  con- 
cerns and  has  had  many  years  of 
practical  experience. 

"Hundreds  of  our  customers  in 
the  west  have  requested  these  new 
facilities."  says  Joseph  A.  Tanney. 
president  of  S.O.S.,  "and  we  feel 
Macauley's  background  will  fit  into 
the  picture  perfectly.'' 

The  new  western  sales  office  tele- 
phone number  is  Hollywood  7-9202. 
*       *       • 

Gordon   Promotes  Three   Execs 

♦  Plant  cxpan>ion  at  Gordon  Enter- 
prises, North  Hollywood,  has  re- 
sulted in  promotions  for  three 
emplovees  of  the  motion  picture  and 
aerial  photographic  equipment 
manufacturing  firm. 

David  M.  Stearn  has  been  named 
director  of  purchases:  William  Sul- 
phin  has  been  named  sales  manager. 
and  Kenneth  Knipe  has  been  named 
assistant  sales  manager. 
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PROUDLY 

SERVING    THE 

INDUSTRIAL 

LEADERS 

OF   THE    NATION 


American-Radiator 

&  Standard  Sanitary  Corp. 

American  Telephone 
&  Telegraph  Co. 

American  Tobacco  Company 

Andrew  Jergens  Company 

Brown  &  Williamson 
Tobacco  Corporation 

Burlington  Mills  Corp. 

Church  World  Service 

Colgate-Palmolive  Company 

Cudahy  Packing  Company 

Gulf  Oil  Corporation 

Lever  Bros.  Company 

Liggett  &  Myers  Tobacco  Co. 

Manchester  Oil  Ref.  Ltd.,  England 

Nash-Kelvinator  Corporation 

Pabst  Brewing  Company 

Phillips  Petroleum  Company 

Procter  &  Gamble  Company 

Protestant  Radio  Commission 

Remington  Rand,  Inc. 

R.  J.  Reynolds  Tobacco  Co. 

F  &  M  Schaefer  Brewing  Co. 

Sterling  Drug,  Inc. 

United  Coffee  Growers  of  Brazil 

United  States  Air  Force 

United  States  Army 


I 


I 


I 


RECENTLY,  a  sadistkally-imiitled 
colleague  of  mine,  obviously 
in  a  fit  of  iconoclasni.  starter!  to 
count  up  the  divers  and  sundr\ 
awards.  "Oscars."  honorable  men- 
tions, prizes  and  certificates  of  merit 
which  have  been  gi\en  sponsored 
motion  pictures  1  helped  spawn  as  a 
freelance  writer  in  past  years.  \\  Inn 
he  got  to  .34.  he  paused  dramaticalK 
and  said: 

"Hid  vou  ever  stop  to  think  llial 
with  all  those  awards  and  twcnix 
cents  vou  could  get  a  ride  on  almost 
any  old  city  bus?" 

Of  course,  what  he  didn't  know 
is  that  writers  don"t  actually  get 
awards  —  only  sponsors  and  pro- 
ducers. 

But  his  point  was  well  taken,  and 
leads  quite  naturally  to  contempla- 
tion of  the  importance  of  Awards 
as  such.  Is  it,  for  example,  really 
worthwhile  for  your  picture  about 
bifurcated  widgets  to  win  the  Josiah 
P.  Gilhooley  Hardware  Film  Festi- 
val "Emmy"? 

I  think  so.  I  believe  the  Awards 
system  has  merit  if  only  because  it 
lends  to  goose  writers,  producers, 
technicians  and  all  the  rest  of  our 
clan  into  some  imitation  of  Prac- 
tical Integrity  —  giving  a  whole 
buck's  worth  of  picture  for  a  buck. 
In  the  immortal  words  of  a  stumied 
producer  who   inadvertently   turned 


So,  You  Wan  an  Award? 

Winning  an  "Oscar"  Has  Its  Points  and  Writer  Bruce  Henry  Makes  'Em 

out  a  film  from  one  of  my  scripts 
which,  to  date,  has  won  virtually 
every  known  award  in  its  field, 
"Why.  man,  if  we  had  known  it 
was  going  to  be  that  good,  we'd 
have  tvorked  on  it!  ' 

To  cite  a  positive  case  in  point, 
my  latest  brain  infant  to  get  an 
award  —  thus  joining  such  be- 
medalled  efforts  as  By  Jupiter.  Last 
Date.  Word  oj  Honor.  The  League 
oj  Frightened  Men  and  a  gross  of 
lesser  lights  —  was  Letter  from 
Pasquole.  which  landed  First  Award. 
Human  Relations,  at  the  recent 
Cleveland  Film  Festixal.  Pasquale 
was  a  midget-budgeted,  black-and- 
white,  fifteen-minute  quickie  .  .  . 
just  one  of  ten  films  of  a  series 
which  Mode-Art  Pictures  of  Pitts- 
burgh had  altruistically  undertaken 
to  produce  for  the  Allegheny  County 
Community  Chest. 

And  yet.  because  all  of  us  con- 
nected with  it  wanted  desperately 
more  to  make  good  motion  pictures, 
rather  than  just  make  pictures  for 
mone\.  it  and  all  the  rest  of  the 
films  in  the  series  turned  out  to  be 
little  gems. 

James  Baker,  the  producer:  Jack 


Shortage   of   Skilled    Help 
Forecast  Among  Film  Labs 


Ware,  the  director,  and  every  mem- 
ber of  the  crew  gave  it  the  same 
kind  of  heart  and  integrity  they 
would  have  accorded  a  fat  8250.000 
showpiece  in  glorious  Technicolor 
and  CinemaScope.  And  that  s  the 
way  you  win  awards. 

So,  if  this  business  of  strewing 
prizes  and  certificates  around  has 
the  effect  of  stimulating  writers,  pro- 
ducers and  their  ilk  to  make  better 
pictures  —  rather  than  just  making 
quick-buck  pictures  —  I  am  for  it, 
and  shall  defend  to  the  death  any 
selection  the  judges  make,  even  if  its 
based  solely  on  the  fact  that  they're 
sick  and  tired  of  looking  at  film 
and  want  to  go  home!  W 


♦  A  "great  shortage  of  skilled  per- 
sonnel"" is  a  near-future  forecast  for 
the  film  laboratory  field  —  unless 
the  industry  takes  some  positive  ac- 
tion to  forestall  it  —  according  to 
Herbert  H.  Pilzer.  president  of 
Circle  Film  Laboratories.  New  York. 

Demands  made  upon  the  industry 
by  television  and  color  films  have 
reached  the  point  where  existing 
skilled  help  is  almost  used  up.  Pil- 
zer   maintains. 

Pilzer  suggests  that  something  be 
done  on  an  industry  basis  to  ac- 
quaint youngsters  interested  in  a 
film  career  with  the  advantages  of 
laboratorv  work.  "In  few  other 
capacities  is  there  such  room  for 
advancement  and  a  secure  future," 
he  says. 

Pilzer  thinks  a  pool  of  skilled 
labor  might  be  created  through  a 
training  program  conducted  on  an 
industry  basis  with  the  help  of  the 
trade  union,  or  by  inducing  some 
of  the  professional  schools  to  con- 
duct courses  in  motion  picture 
laboratory  work.  ^' 

♦Coming  Event:  The  Annual  Pro- 
duction Services  Review  Issue  of 
Business  Screen  on  October  30. 


..v^^: 


THESE    ARE    THE    IS    MINUTE    SLIDEF1LM 
TITLES  IN  THE  "SELLING  IS  MENTAL"  SERIES 

1.  The  power  of  mental  ottltude  in  selling 

2.  Turning  c  deaf  ear  to  sales  resistance 

3.  Developing  the   right  attitude  towards 
price 

4.  Selling  the  end  result  first 

5.  The  right  attitude  on  a  call-back 

6.  The  prospect  is  no  mind  reader 

7.  Closing  the  sole 


A  fru/y  fresh  concept  in  sales  f raining 

slidefiltns  with  the  positive  afproach  to  sales  and  profit 


^^selling  is  mental" 

a  new  color  slidefilm  series  by  Kling 


HERE,   FOR  THE   FIRST  TIME,  is  a  series  of  sales  training  slidelilms  Ihot  sparkle  wilh  interesl- 
ing  visuolizaiions  ot  tieid  tested  and  proven  soles  strategies  ond  tactics.  Written  and  produced  In  full 
color  by  Kling's  soles  training  expert,  Roymond  E.  Lee,  ttie  series  is  o  positive  approach  to  selling  .  .  . 
a  positive  opprooch  to  increased  sales.  His  many  yeors  oi  successful  soles  troining  experience  com- 
bined with  Kling's  proven  show  business  know-how,  hove  produced  on  entertoining  training  film  series 
that  will  give  your  salesmen  a  new  understanding  of  whot  successful  selling  is,  and  how  best  to  opply  it. 
The  "SELLING   IS  MENTAL"   series  provides  molerial   for  21    consecutive  soles  meetings.    In  addition   to  the 
film,  you  will   be  provided  with  printed  material  which  is  to  be  read  to  the  salesmen  before  and  after  the 
film  showings.   Also  included  ore  letters  which  ore  to  be  sent  to  your  solesmen  two  days  alter  each  meet- 
ing.  These   letters  strongly  imply  the  new  selling  ideas  ore  to  be   put  into   practice   immediately,   and   Ihot 
MORE  BUSINESS  is  fully  expected.  The  "SELLING  IS  MENTAL"  program  represents  o  $70,000  Kling  production, 
yet  is  ovoiloble  to  industry  for  iust  o  few  dollars  per  soles  meeting.  Write,  wire  or  phone  today  lor  o  private 
screening  in  your  own  office.  No  obligolion,  of  course. 


Yi^imu 


SEELEY   8-4181 


ilm  productions 

1058       W.      WASHINGTON      •      CHICAGO      7 


Creators  and 
producers  of 
tailor  made 
soles  training 

and 
industrial  films 
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VETERAN    CAMERAMAN    MARCEL    REBIERE,    left,    and    Assistant    Fred  Rebiere.  who  shot  the  first    'March  of  Time."  "because  the  fihn  is 

Montague  are  working  in  extreme  heat  as  they   film  glass-block  so  good  that  it  performs  perfectly  no  matter  what  temperatures 

production.    "We    always    shoot    with    'Superior'    2,"    comments  we  run  into  while  telling  the  photo  story  of  American  industry." 

"We  couldn't  shoot  in  extremes  of  light  and  temperature 
without  Du  Pont  'Superior'  2  Film!" 

says  Arthur  J.  Lodge,  Jr.,  Producer  of  the  Peabody  Award  Winner  "Industry  on  Parade** 


IN  CUTTING  ROOM,  Producer  Arthur  Lodge,  left, 
shows  product  to  G.  W.  "Johnny'  Johnstone,  cen- 
ter. Radio-Television  Public  Relations  Director  of 
the  National  Association  of  Manufacturers— spon- 
sors of  "Industry  on  Parade."  At  right.  N.A.M.'s 
Newsreei  Editor  Roger  Young  is  impressed  with 
finished  film  .  .  .  the  result  of  using  "Superior"  2. 


"On  the  same  day  I've  had  one  crew  con- 
tending with  200^  heat  in  a  steel  mill 
while  another  was  filming  at  20°  below 
zero  in  a  bakery's  bread-freezing  room," 
recalls  Arthur  Lodge.  "But  rugged  'Su- 
perior' 2  keeps  our  cameras  rolling  in 
every  conceivable  location:  planes,  sub- 
marines, coal  and  iron  mines,  steel  mills 
and  rubber  plants.  Its  consistent  speed 
and  gradation  enable  us  to  shoot  with 
confidence  far  ahead  of  our  lab  schedule." 

It  takes  20  cameramen  shooting  film  at 
the  rate  of  4,000  feet  a  week  to  keep  more 
than  241  television  stations  supplied 
with  the  popular  "Industry  on  Parade" 
15-minute  program. 

"Our  crews  get  film  shipped  to  them 
from  Du  Pont  ofiices  all  over  the  coun- 
try," Producer  Lodge  goes  on.  "Both 
before  and  after  exposure  the  film  is 
subjected  to  intense  heat  and  cold  .  . . 
to  dampness  and  rough  riding  in  auto 


trunks.  Yet.  frame  for  frame,  the  results 
are  always  consistent  enough  to  run  on 
the  same  reel. 

"Another  advantage  of  using  Du  Pont 
Film  is  the  customer  service  extended 
by  Du  Pont  representatives.  It  means 
so  much  whenever  we  need  broken  lots 
or  superfast  delivery." 

FOR  MORE  INFORMATION  about  "Superior"  2 
and  other  Du  Pont  Films  .  .  .  write  or  call 
the  nearest  District  Office  (listed  below)  or 
the  Du  Pont  Company.  Photo  Products  De- 
partment. Wilmington  98.  Delaware.  In 
Canada:  Du  Pont  Company  of  Canada  Lim- 
ited. Montreal. 

DISTRICT  OFFICES 

ATLANTA  5.  GA SOS   Peachlree  BIdg. 

BOSTON   10.  MASS HO  Federal  Street 

CHICAGO  18.  ILL 3289  N    Calilorn.a  Ave 

CLEVELAND  14.  OHIO 1033  Union  Commeice  BIdg, 

DALLAS  7,  TEXAS 1628  Oak  Lawn  Ave. 

LOS  ANGELES  38.  CALIF.. 7051  Sania  Womca  Blvd 

NEW  YORK  11.  N,  Y 243  WesI   IStti  Sireet 

PHILADELPHIA  2.  PA 225  South  15th  Street 


Better    Things    for    Belter    Living    .    .    ,    through    Chemiiiry 
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This  is  Color  Reproduction  Company's  17th 
YEAR  of  Specializing  Exclusively  in 
16mm  Motion  Picture  COLOR  PRINTING! 


When  you  order  release  prints  get  the  finest!  The  extra 
sparkle  of  qualit)'  prints  gives  your  production,  and  its 
message,  double  emphasis.  Any  evaluation  of  the  produc- 
tion cost  of  your  l6mm  color  picture  demands  the  extra 
quality  guaranteed  by  Color  Reproduction  Company. 
Color  Reproduction's  17  years  of  16mm  color  print 
specialization  has  developed  a  technique  for  guaranteed 
film  qualit)'  which  is  the  standard  of  the  l6mm  Motion 
Picture  Industr)'.  Next  time  you  order  release  prints  be 
sure  Color  Reproduction  Company  makes  them  for  you! 


l!P!a©E)^CTS®N  COMPANY 

79J6  Sania  Monica  Blvd,,  Hollywood  46,  California 

Telephone:  Hollywood  4-8225 


New  Butterfield  &  Wolf  Firm 
to   Develop  Film  Properties 

■f  Alfred  Hulterficld  and  Thomas 
H.  Wolf.  Chairman  and  President, 
respectively,  of  Information  Pro- 
ductions, Inc.,  have  formed  a  new 
afRliale  company,  Butterfield  &  Wolf, 
Inc..  to  specialize  in  the  acquisition, 
development  and  distribution  of 
television,  theatrical  and  non- 
theatrical  film  properties,  both  in- 
dependently and  in  association  with 
clients  and  sponsors.  The  new  com- 
pany will  supplement  the  continuing 
activities  of  Information  Produc- 
tions, which  during  the  past  year 
has  filmed  such  series  of  T\  films 
as  The  Search  and  You  Are  There; 
and  has  produced  motion  pictures 
for  such  clients  as  Omnibus,  The 
Fund  for  the  Republic,  Standard 
Oil  Co.  (NJ),  Remington  Rand, 
Time,  Inc.,  National  Association  for 
Retarded  Children.  State  of  New 
York.  Columbia  Records,  and  others. 
First  assignment  of  the  new  or- 
ganization is  distribution  of  the 
feature-length  fihii.  Helen  Keller  in 
Her  Story,  produced  by  Nancy 
Hamilton  and  narrated  by  Kather- 
ine  Cornell  with  Butterfield  and 
Wolf  as  Technical  Editors.  The  fibn 
was  shown  nationallly  on  the  CBS 
network  in  June,  and  introduced  by 
Arthur  Godfrey.  Helen  Keller,  now 
75,  is  a  most  inspiring  symbol  of 
triumph  over  adversity,  and  the 
filmed  story  of  her  life  has  been 
unanimously  acclaimed  by  critics 
all  over  the  country. 

The  new  firm  will  also  supervise 
theatrical  and  television  distribu- 
tion of  a  unique  series  of  natural 
history  fihns.  in  production  for  the 
past  three  \ears  at  Marine  Studios, 
Inc..  in  Florida,  detailing  the  life 
cycles  of  creatures  of  the  sea. 

Alfred  Butterfield  and  Thomas  H. 
Wolf  formed  Information  Produc- 
tions in  1951.  Al  Butterfield  is  a 
former  Associate  Editor  of  Lije. 
Editor  in  Chief  of  Pathe  News,  and 
Executi\e  Producer  of  News  and 
Public  Affairs  for  CBS  Television. 
Tom  Wolf,  ex-Time  writer,  was 
European  Manager  of  NE.\-.\cme  in 
World  \^  ar  II.  a  free-lance  maga- 
zine writer  and  Script  Chief  for 
Pathe. 

New  employees  with  the  expanded 
Information  Productions-Butterfield 
\  Wolf  organization  are:  Arthur  Ze- 
gart.  director-writer  of  CBS  Tele- 
vision s  The  Search,  and  a  former 
member  of  the  I  nited  Nations  Film 
Board;  James  A.  Munves,  reporter 
and  writer  for  the  .^eic  i  orker  and 
CBS  Television:  Helen  BrowTi,  for- 
merly of  the  March  of  Time  and 
Sports  Illustrated:  and  Elaine  Rowe. 
who  came  to  the  new  company  from 
CBS  Television.  ^ 
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ONE-STOP  SOURCE  for  FILM  PRODUCTION  EQUIP! 


S.O.S.has  YOUR  BEST  DEAL 


ON 


The  ALL  NEW 
AURICONPRO-600 


Professional 

Picture  Camera  with 

Built-in  Features 


"^Auiicon  Pro-600"  with  Lens 
BUmptng  Hood,  Auto  Parallax 
Finder    with    Magazine,    Tripod 


"Aurtcon    Pto-600"    with     Critical 
Ground-Glass  Focusing,  3-Lens   Turret 


SPECIAL  OFFER  to 

AURICON-PRO 

OWNERS 

S.O.S.  Will  accept  your  old  camera 
as  a  trade-in  for  the  "ALL  NEW 
Auricon  Pro-600".  Time  Payments.  Too! 


"Auricon  Pro-600"  with  Smgle- 
Lens  "C"  Mount,  Tele-Finder 
Objective.  View  Finder,  Magazine 


*  Self-blimped  for  completely 
quiet  studio  operation.  The  si- 
lent film  flow  of  The  "Auricon 
Pro-600"  is  proof  of  precision 
design.  Your  sound-recording 
microphone  never  picks  up 
"Pro-600"   Camera  noise! 

*  600  ft.  film  Magazines  with 
fturicon-Electromatic  Take-up, 
(or  1 6  minutes  of  continuous 
"Talking-Picture"    filming. 

*  Synchronous  Motor  Drive  for 
"Single-System"  or  '  'Double- 
System"  Recording. 

*  Available  at  added  cost  is 
"Single-System"  equipment  for 
Optical  Sound-Track-On-Fxlm. 

*  Sold  with  30  day  money- 
back  guarantee,  you  must  be 
satisfied! 

PRICES  START  AT  SIJ65 

Write    /or   free  illustrated 

"Auricon  Pro-600"  literatuie 

and   price  schedule. 


TEL-Animastand 


A  PROFESSIONAL  ANIMATION  STAND  with  accuracy 
guaranteed  by  Acme  Peg  Bar  registration.  Includes  all 
basic  movements  —  does  everything  the  animator  needs. 
Engineered  to  meet  the  most  limited  budget. 

TEL-Animapiint 

The  first  sensibly  priced  HOT  PRESS  TITLE  MACHINE 
for  high  quality,  fast  lettering.  Prints  dry  from  colored 
foil  for  instant  use.  Acme  pegs  give  perfect  registra- 
tion on   paper  or   acetate  cells. 

For   MOTION    PICTURE   PRODUCERS,  ANIMATORS,  TV   STATIONS, 
SPECIAL  EFFECTS   LABORATORIES,  ADVERTISING  AGENCIES,  etc. 


TEL-ANIMA  tools  for  Top  Techniques. 
Greatest  dollar  for  dollar  value  in  the  in- 
dustry   .    WRITE  FOR  BROCHURE. 


TEL-Animaprlnt 

For  Perfect  Titles. 
Prints  All  Colors. 
25"  hish 
14"  wide 
18'/i"  deep 


TEL-Anlmastand 

12"  to  4"  Field  Widths. 

Moves  E-W,  N-S. 

E'4"  high 

47  '  wide 

43",     deep 


PRICED  FROM 


MANUFACTURED    AND    DISTRIBUTED    EXCLUSIVELY    BY   S.O.S. 


^ke  alJepartmentJ^tore  of  the  1 1 lotion  f-^iciure  jfndudfru- 

S.O.S.  CINEMA  SUPPLY  CORP.  ■^L''i!i^;r™"rr»r  rir 
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CAP  PALMER 
UNIT 

documentary  films 
for  business 

LASKY- 

PARTHENON 

PRODUCTIONS 

semi-documentary 
theatricals 

Members  of  the  Parthenon 
key  staff  are  seasoned  pro- 
fessionals with  major  ex- 
perience prior  to  their  entry 
—  by  choice  — ~into  docu- 
mentary. Studios  repre- 
sented include  MGM,  Dis- 
ney, U.  I..  Canadian  Film 
Unit,  .\SN,  Warners,  and 
DeRochemont;  CBS  and 
NBC  nets. 

Charles  Palmer 

John  E.  R.  McDougall 

Jack  Meakin 

Peter  Kalian 

Banks  Murray 

W.  T.  Palmer 

(Two  more  to  be 
onnounced) 

Business  documentaries  by 
Palmer,  to  most  of  which 
other  members  of  the  staff 
ictnlrilnited  their  crafts: 

ON    STREAM 

MAN    WITH    A 
THOUSAND    HANDS 


AND   THEN   THERE 
WERE    FOUR 

WORLD    IN    A    WEEK 

THE    STORY    OF 
MENSTRUATION 

POINTS   EAST 

THE  SKY   IS  FOR  EVERYONE 

TWO   CHEERS   FOR   CHARLIE 

UNITED    6534 

HOW    TO    CATCH    A    COLD 

DAY    IN    COURT 


Picture  Potentials  for  Overseas 

by  John  Flory,  AcJvisor,  Non-Theatrical  Films,  Eastman  Kodak  Co. 


"    A  MtltM   VN  El)l(:.\TI()NAI. 

Jr\.  fiiiiiiatiunal     films     i 

tentiallv 


Xarthenon  does  not  compete  for 
films  which  originate  with  a  spon- 
sor, but  develops  ideas  in  its  own 
shop  and  oHers  them  to  sponsors 
who  had  not  hitherto  planned  mak- 
ing a  picture  on  the  subject.  The 
company  does  not  make  TV  Series 
or  commercials.  Current  production 
includes  fdms  for  International 
Harvester.  AT&T.  Conn.  General 
Life  Ins.  Co..  Hilton  Hotels.  Stand- 
ard Oil  Co.  of  California  and  United 
Artists,  and  is  fully  booked  for  the 
present. 

#  6264  Sunset  Blvd.,  at  Vine 
Hollywood  28 


il.  and  in- 
are  po- 
as  good  ambassadors  of 
good-will  and  the  U.  S.  point-of- 
view  as  are  this  country  s  entertain- 
ment pictures  which  currently 
occupy  three-fifth  of  the  world's 
screen  time,  outside  the  Iron  Cur- 
tain .  declared  Eastman  Kodak's 
Advisor  on  Non-Theatrical  Films, 
John  Flory,  in  delivering  the  ban- 
quet address  at  the  8th  .\nnual 
Cleveland   Film  Festival, 

■'The  time  has  long-since  come 
when  the  United  States,  as  a  matter 
of  urgent  national  policy,  must  see 
to  it  that  U,S.  informational  fibn 
becomes  as  pre-eminent  as  Holly- 
woods  entertainment  product  inter- 
nationally,"  Flory  urged. 

This  year,  Hollywood,  he  pointed 
out,  expects  to  derive  half  its 
revenue  from  the  export  market.  On 
the  other  hand,  export  of  U,S, 
audiovisual  material — projectors  as 
well  as  films  and  filmstrips  —  ac- 
counts for  less  than  I'^'c  of  the  U,S. 
non-theatrical  film  industry's  in- 
come. 

The  L  .S.  Government  operates  at 
a  disad\antage  when  it  comes  to 
propaganda  films,  he  obser\ed.  In 
contrast,  Russia  and  satellite  film 
industries  are  organized  on  a  mono- 
lithic basis:  their  budgets  for  docu- 
mentary and  propaganda  films  are 
enormous  on  a  comparative  scale. 

Stockpile  for  World's  Use 
The  United  States  has  a  "hidden 
asset",  however,  in  its  "stockpile" 
of  over  1.5.000  existing  educational 
and  cultural  fihns — many  of  which, 
with  proper  foreign-language  soimd- 


MR.  FLORY'S  VIEWS  on  over- 
seas film  potentials  were  ab- 
stracted from  his  dinner  address 
at  the  8th  Annual  Cleveland 
Film  Festival  on  June  22. 


tracks,  would  be  helpful  to  the 
country's  friends  and  allies  around 
the  globe.  Likewise,  between  500 
and  1,1100  U,S.  producers  of  busi- 
ness, educational,  and  television 
films,  are  polenliallv  valuable  to  the 
U.S.  in  the  Cold  \X  ar  for  their  capa- 
city to  handle  every  type  of  subject. 

"When  many  producers  handle 
the  same  subject,  this  means  a 
\ariety  of  approaches.  Such  capa- 
city to  present  both  sides,  is  itself 
a  national  asset, "  Flory  indicated. 
"It  is  characteristic  of  American  de- 
mocracy that  it  is  not  afraid  of  self- 
criticism.'' 

"Oftentimes,  the  best  propaganda 
film  is  one  which  hasn't  been  made 
for  propaganda  at  all.  It's  one  which 
has  been  turned  out  as  an  honest 
ans^ver  to  an  every  day  need.  Medi- 
cal films  are  a  good  example  of 
that."" 

Medical  Films'  Value  Cited 

The  I  iiited  States  is  pre-eminent 
in  the  number  and  variety  of  its 
medical  motion  pictures,  the  audi- 
ence was  told.  Of  these,  at  least 
2.000  would  be  suitable  for  inter- 
national distribution  if  satisfactory 
means  can  be  found.  In  line  with 
the  speaker  s  assertion  that  private 
enterprise  must  play  an  aggressive 
role  in  circulating  U.S.  informa- 
tional films  abroad,  the  pharma- 
ceutical industr\'  was  urged  to  join 
forces  with  the  nation's  medical  so- 
cieties in  setting  up  international 
medical  film  libraries  and  circuits. 

When  queried  as  to  why  U.S. 
documentary  films  havent  as  yet 
had  greater  foreign  circulation, 
Flory  explained  that  currency  prob- 
lems, lack  of  16mm  projectors,  in- 
adequate preview  centers,  and  the 
"amount  of  red-tape  the  independent 
producer  must  surmount  in  order  to 
be  successful  in  the  export  market," 
are  all  current  drawbacks.  "Some 
way  has  to  be  found  to  make  inter- 
national circulation  of  the  films 
profitable. "  said  Florv. 

Overseas  Television  Growth 
"Recently,  it  was  estimated  that 
nearly  60"^  of  all  U.S.  television 
station  air-time  originates  on  film. 
Think  of  what  this  is  going  to  mean 
on  an  international  basis  when  there 
are  several  thousand  TV  stations  in 
the  rest  of  the  world.  The  time  is 
already  late  for  American  16mm 
distributors  to  establish  themselves 
in  the  world  market.  " 

Since  1947,  Russia  and  its  satel- 
lites have  begun  to  use  propaganda 
films  aggressively  on  an  inter- 
( CONTINUED  ON   PAGE  FIFTY-THREE) 


SALESMEN 

HAVE  TO  KNOW  WHAT 

THEY  ARE  SELLING 

No  one  will  deny  that.  Product 
information  Is  their  ammunition. 
They  have  to  have  it, 

BUT  ...  to  do  an  effective  job 
of  selling,  they  have  to  tell  the 
product  story  in  terms  of  bene- 
fits to  their  customers.  They 
have  to  know  how  to  sell 
people. 

Show  your  salesman  the  atti- 
tudes and  techniques  that  sell 
people. 

Show  them  with: 

"CREATIVE  SELLING" 

part  of  the  outstandingly  suc- 
cessful sound  slide  program  . . , 
AGGRESSIVE   SELLING 

Vou  may  obtain  a  preview 

without  obligation. 

Write  for  details. 


INC. 

6108   SANTA  MONICA  BLVD. 
HOLLYWOOD   38,   CALIFORNIA 
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of  the  nation's  top  PR  executives  will  attend 


th      NATIONAL 

PUBLIC    RELATIONS 
CONFERENCE 

THE  AMBASSADOR,  LOS  ANGELES 
NOVEMBER  14-15-16 


RESERVE    EXHIBIT    SPACE 

Nowhere  —  but  nowhere  —  will  you  find  such  a  concentration  of  prospective  customers 
for  films  of  all  kinds  —  and  for  the  equipment  and  services  necessary  to  produce 
and  use  them  effectively. 

These  2,000  public  relations  executives  represent  clients  and  organizations  comprising 
the  bulk  of  America's  leading  companies,  industries  and  associations.  They  will  plan  and 
influence  the  purchase  of  many  millions  of  dollars  worth  of  films, 
equipment  and  services  in  1956. 

They're  important  people  —  to  you! 

S6n<l  fot  this  fm  Btoehm 


it  tells  you. 


it  gives  you. 


WHO  WILL  ATTEND 


WHO  WILL  EXHIBIT 


FLOOR   PLAN  OF  EXHIBITS  AREA 

COST  OF  SPACE 

CHART  OF  AVAILABILITIES 

FULL  INFORMATION   FOR  EXHIBITORS  j 

Don't  Delay!  All  exhibit  space  on  "First  Come, 

First  Served"  basis!  Write,  wire  or  phone  TODAY  to... 

Public    Relations    Society   of    A 

2  W.  46th  St.,  New  York  36,  N.  Y.     •     W.  G.  Gatehouse,  Exhibits  Manager 
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NK«  \'ai.iks  anil  iif«  methods 
for  activating  discussions  and 
for  suggesting  solutions  to  personal 
situations  are  presented  in  the  Liv- 
ing Right  at  Our  If  ork  series,  just 
produced  by  I'he  Jam  Handy  Or- 
ganization. 

This  integrated  group  of  meeting 
tools  —  five  sound  filmstrips.  five 
recordings,  appropriate  guides  and 
a  manual  —  were  produced  with  the 
cooperation  of  The  Department  of 
the  Church  and  Economic  Life  and 
The  Broadcasting  and  Film  Com- 
mission of  The  National  (^umcil  of 
Churches. 

The  Need  to  "Talk  It  Over" 
"If  people  could  old)  he  stimul- 
lated  to  get  together  and  talk  things 
over,  to  discover  rights  and  wrongs 
themselves,  without  being  told  " . .  . 
Thoughts  such  as  this,  voiced  at 
meetings  of  church  and  conmiunity 
leaders  and  educators,  led  to  the 
planning  of  the  "right  living"  talk- 
it-over  program.  Subsequent  use  of 
the  new  kit  in  actual  test  demonstra- 
tions before  groups  with  widely 
varied  interests  indicated  the  pro- 
\'ocative  values  of  the  discussional 
material  in  many  different  situations. 
Although  the  ideas  that  are  pre- 
sented are  directed  to  the  individual 
with  relation  to  his  Monday-through- 
Saturday  activities,  it  is  the  group 
meeting  that  generates  the  tone, 
theme  and  vitality  of  the  discussions 
that  follow".  Real-life  situations  are 
visualized  w  ithout  bias.  The  thought- 
provoking  situations  hold  attention. 
They  leave  it  to  each  member  of  the 
group  to  determine  his  own  choice 
of  conduct  after  lively  discussion. 

Real  Aid  to  Inexperienced 
)\  ith  this  new  "Living  Right" 
combination,  an  inexperienced  per- 
son can  hold  a  self-propelled  meet- 
ing on  any  one  of  the  30  and  more 
topics  for  which  the  ready-to-use 
kit  of  do-it-yourself  materials  has 
been  prepared.  Any  experienced 
leader  or  moderator,  on  the  other 
hand,  can  do  even  better  because  of 
the  ready-mix  materials  that  are 
provided  to  keep  the  talk-fest  roll- 
ing. (Just  add  people  and  stir!  I 

The  broad  topics  for  the  five 
meetings  provide  80  striking  every- 
day questions  of  choice,  attitude, 
counsel,  outlook  and  leadership. 
These  situations  that  arise  every  day 
are  used  to  point  up  the  problems 
and  suggest  controversial  points  for 
discussion. 

Single  Program  or  a  Series 

Material  for  a  particular  meeting 
can  stand  alone  or  a  program  of 
meetings  may  be  arranged  around 
the  entire  series,  depending  on  the 
desires  of  the  group  leader  or  the 


"UvJnq  RIGHT  n\  Dur  Work " 


Talking  things  over,  group  fashion,  helps  toward  "Living  Right  at  Our  Work". 
A  new  sound  slidefllm  program,  available  at  low  cost,  makes  group  discussion 
activity  meaningful  for  all  kinds  of  groups  (see  article  beginning  Col.  1  at  left). 


TRI  ART 
COLOR 


IS 


COLOR  THAT 


^  35mm  color  release 
prints 

*  Kodachrome  printing 

*  16mm  Kodachrome 
enlarged  to  35mm  color 

*  35mm  film  strips 


t  our  Tri  Art  Color  Specialists 
how  you  how  to  make  prints 
that  will  do  a  better  selling  job. 


CORPORATION 


245  West  55fh  Street,  N.  Y.  1 9,  N.  Y.  •  Plaza  7-4580 


groU|)  itself.  Various  uses  for  the 
material  are: 

In  the  .School  to  help  show  stu- 
dents how  to  find  for  themselves 
standards  of  right  living  applicable 
today  as  well  as  in  the  future,  when 
they  enter  the  world  of  business  or 
industry.  Groups  which  will  find 
these  materials  helpful  and  stimu- 
lating are  vocational  guidance 
classes,  workshops,  classes  in  sound 
moral  judgment  training  in  high 
schools  and  colleges,  seminars,  adult 
education  classes,  and  parent-teacher 
associations. 

In  the  Church — to  stimulate  dis- 
cussions of  real-life  problems  that 
arise  during  the  work-week.  The 
material  has  many  possibilities  at 
family  church  nights  and  at  meet- 
ings of  men's  and  women's  clubs, 
young  adult  meetings,  summer  work- 
shops and  conferences. 

In  the  Community — to  stimulate 
group  discussion  of  the  personal 
problems  that  arise  in  every  com- 
munity. Solutions  often  may  be 
found  through  exchanges  of  view- 
points. Some  of  the  groups  that  will 
find  the  material  useful  are  em- 
ployee training  groups  in  offices  and 
factories,  farm  organizations,  busi- 
ness groups,  labor  unions,  service 
clubs  and  professional  organiza- 
tions. 

The  Kit  and  How  to  Get  It 

The  complete  kit  of  discussional 
materials,  packaged  in  an  attractive 
box.  consists  of  the  five  35mm 
sound  filmstrips.  with  recordings  on 
33-1  3  r.p.m.  microgroove  records 
and  five  Leader's  Guides.  There  are 
suggested  commentaries  for  intro- 
ducing each  meeting  in  preparation 
for  the  next  get-together.  There  is 
also  a  manual  with  detailed  sugges- 
tions for  holding  lively  and  con- 
structive meetings. 

The  complete  kit  is  priced  at  S49 
and  may  be  purchased  from  The 
Jam  Handy  Organization.  2821  East 
Grand  Boulevard.  Detroit  11.  Michi- 
gan, or  from  authorized  Jam  Handy 

dealers.  9' 

»        «        • 

McLouth  Sponsors  Fishing  Films 

*  1  wo  new  films  fnr  lovers  of  fish 
lore  now  are  being  distributed  by 
Modern  Talking  Picture  Service. 
Inc.  The  outdoor  subjects,  both  in 
color,  are  Salmon  Safari.  19  min- 
utes, and  Y  ukon  Safari.  2.5  minutes. 

Sponsored  by  McLouth  Steel  Cor- 
(Kiration  and  produced  by  Sound 
Masters.  Inc..  the  filtiis  take  viewers 
on  trips  through  the  hunting  and 
fishing  paradise  of  Canada's  Yukon 
and  the  Maritime  Provinces. 

Both  films  should  be  requested 
from  McLouth  .Steel  Corporation. 
.'illO  South  Livernois.  Detroit. 
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How  do  you  define ... 

''Communications? 


calls  it  "an  interchange  of  thoughts 
or  opinions  ...in  words  or  letters." 


As  we  translate  it  in  continuing  service  to  our 

clients,  "COMMUNICATIONS"  means 

the  programmed  use  of  all  appropriate  media  . . . 

in  motivation,  information  and  development . . . 

to  bring  about  measurably 

. . .  better  employee,  customer,  and 
community  relations 

. . .  more  constructive  attitudes 

. . .  greater  job  satisfaction 

. . .  increased  sales 

. . .  higher  standards  of  working  performance 


COMMUNICATORS 
OF  IDEAS 


668    FIFTH    AVENUE,    N.    Y.    19,    N,    Y. 


PLAZA    1  -3290 


▼ 

T 


it's  true  of  your  business! 

ifs  true  of  your  business- sponsored  film! 


T 
T 

▼ 


the  best 

A  GOOD   PRODUCT  NEEDS -&Mfl-  DISTRIBUTION 
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T 
T 
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▼ 
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1  HERE  used  to  be  an  oft-quoted  saying  ".  .  .  build  a  better  mousetrap  than  your  neighbor, 
the  world  wiU  make  a  beaten  path  to  your  door."  This  may  have  been  true  once 
but  we  doubt  it. 

At  any  rate  this  old  saw  does  not  apply  to  today's  business  world.  Now  you  need  a  good 
product,  good  promotion,  and  good  distribution. 

When  it  comes  to  business-sponsored  films,  the  promotion  and  distribution  is  the  special 
ability  that  Modern  Talking  Picture  Service  brings  to  your  program. 

Modern  has  been  exclusively  devoted  to  the  distribution  of  the  sponsored  film  for  many  years. 
You  can  benefit  from  this  experience  in  handling  all  kinds  of  film  progi'ams— big  and  small, 
broad-based  and  special— for  the  leading  names  of  American  industiy. 

What  are  the  advantages  we  offer  you?  Here's  one  of  many— 

•  Modern  IBmin  distribution  is  accomplished  for  the  sponsored  film  through  a  planned  network 
of  28  Modern  Talking  Picture  Service  field  offices,  strategically  located  in  major  cities.  Plot  these 
cities  and  you  find  the  most  efficient  marketing  map  for  film  distribution  ever  developed. 

•  28  Modern  offices  make  your  film  conveniently  available  to  the  audiences  you  want  to  reach. 
Film-users  prefer  to  get  programs  from  a  source  near  to  them.  Distance  will  inhibit  the  use 
of  your  film. 

•  28  Modern  offices  means  that  your  film  prints  spend  less  time  in  transit  to  and  from  the 
audience — resulting  in  more  bookings  from  each  print  than  can  be  obtained  by  shipping  from 
a  single  point  or  a  few  points. 

There  are  many  more  advantages  of  a  decentralized  network  of  film  exchanges  that  we  could 
name  . . .  and  there  are  many  points  of  Modern  service  and  superiority  that  you  should  know. 
To  get  the  facts  about  Modern  and  how  its  specialized  services  will  improve  your  film 
program,  get  in  touch  with  us  at  any  of  the  addresses  listed  below. 


Mfidm 


TALKING   PICTURE  SERVICE 


NEW   YORK  JUdson  6-3830 

45   Rockefeller  Plaza,  New  York  20,   N.  Y. 

CHICAGO  Delaware  7-3252 

140    E.    Ontario    Street,    Chicago    11,    III. 


DETROIT  TEmple  2-4211 

956  Maccabees  Building,  Detroit  2,  Mich, 

LOS   ANGELES  MAdison  9-2121 

612    S.     Flower    Street,     Los    Angeles     17,     Col. 


T 
T 
T 
T 
T 


J^fUunvwule.  service  frcyn  yid^hlet-n  -fiUn.  Uhri^i^s 

tn  2^ i^nf^ortttyyt  £i^&(^s  — 

Athnta                  Chaklotte              Dau  as                       Hoi'STON                   MlMPHIS 

New  \'ork              St.  Loi'is 

Boston                  Chicaco                DrNvtR                   Indianai-olis          MrtwAUKEE 

Omaha                   San  Francisco 

Blffalo               CiNctNwrr            Detroit                  Kansas  City           Minneapolis 

Philadelphia        Seattle 

CtniRRM-IDS           CLEIELANU                   H^RRISBIRC.                   LoS  AnCELES                NEW  ORLEANS 

Pittsburgh              Washington,  D.  C 

RIGHT  off  the  HEEL 

National   Rental   and   Projection   Service  to   Serve   Business; 
Freedoms  Foundation  Entries  for  1956  Awards  Close  Nov.  1 1 


ORGANIZING  TO  IMPROVE 
the  quality  and  convenience  of 
service  to  business  and  industry,  a 
group  of  earnest  audio-visual  equip- 
ment dealers  located  in  key  cities 
from  coast-to-coast  met  during  the 
recent  National  Audio-Visual  Con- 
vention in  Chicago  to  formalize  the 
organization  of  a  National  Rental 
and  Projection  Service.  Head  of  the 
service  organization  is  Ray  Swank 
of  St.  Louis,  chief  of  his  own  well- 
known  equipment  and  film  library 
company  and  a  man  who  firmly 
believes  that  industry  deserves  the 
utmost  in  quality  and  an  efficient 
projection  service  setup. 

We  had  the  pleasure  and  privilege 
of  meeting  some  of  the  outstanding 
dealers  who  comprise  the  member- 
ship of  this  long-needed  ■"voluntary 
cooperative"  which  intends  to  work 
on  the  solution  of  a  number  of 
problems  related  to  this  kind  of 
regional  service.  Its  first  goal  is  to 
provide  uniformly  high  standards  of 
projection  service  for  any  business 
firm  or  convention  meeting  in  their 
respective  key  cities,  of  which  there 
will  be  approximately  40  across  the 
country. 

When  a  company  meeting  or  con- 
vention is  planned,  arrangements 
may  be  made  with  any  one  of  the 
members  of  the  Association.  An  in- 
ventory of  the  many  kinds  of  pro- 
fessional audio-visual  equipment  is 
being  taken,  standards  for  quality 
showmanship  have  been  set  up.  and 
referral  of  accounts  will  be  under- 
taken among  the  members.  Business 
Screen  heartily  endorses  this  recog- 
nition of  a  very  special  need  by 
American  business  and  by  myriads 
of  convention  groups.  As  plans  de- 
velop, space  will  be  devoted  to  the 
services  offered. 

Freedoms  Foundation  Entries 
for  Film  Awards   Due   Nov.    1 1 

■♦^  \^  ord  received  from  \\  .  C.  ""Tom" 
Sawyer,  vice-president  of  the  Free- 
doms Foundation  at  Valley  Forge. 
Pa.,  indicates  that  entries  for  the 
19.56  Awards,  to  be  made  next 
February  22  (Washington's  Birth- 
day I  are  due  at  national  headquar- 
ters on  or  before  November  11. 

16mm  films  are  eligible  for  Honor 
Medal  Awards,  as  in  pre\ious  years, 
and  will  be  judged  by  a  dis- 
tinguished 30-member  awards  jury 
composed  of  state  supreme  court 
jurists  and  executive  officers  of  na- 
tional veterans,  patriotic  and  service 
club  organizations.  Write  for  entry 


blanks  to  the  Freedoms  Foundation. 
Valley  Forge.  Pa.,  if  you  have  com- 
pleted a  film  you  believe  deserving 
of  consideration. 

*        *        # 

Nat'l  Adv.  Committee  Reviews 
Client-Producer  Relations 

■¥  The  w  i  d  e  1  y  -  u  s  e  d  Checklist  of 
Client-Producer  Responsibilities,  a 
publication  of  the  Films  Committee 
of  the  Association  of  National  Ad- 
vertisers' is  currently  being  reviewed 
for  re-issue.  A  Sub-Committee  of  the 
Films  Committee,  headed  by  W.  H. 
Pratt  of  the  American  Telephone  & 
Telegraph  (^o..  is  doing  the  job. 

The  task  of  revicAving  this  valu- 
able Check-List  among  the  nations 
producers  of  sponsored  films  has 
been  accepted  by  the  Editor  of 
Business  Screen,  as  in  the  previous 
effort  of  a  fe«  years  ago. 

Outstanding  Research  Job  Done 
on  Film  Distribution  Trends 

■¥  L  tilizing  services  of  a  national- 
ly-known business  research  organi- 
zation. Modern  Talking  Picture 
Service.  Inc..  has  completed  a  basic 
study  of  sponsored  motion  picture 
distribution  trends,  with  particular 
emphasis  on  user  reactions. 

Speaking  to  groups  of  business 
film  producers.  Frank  Arlinghaus. 
president  of  Modern,  recently  gave 
some  very  illuminating  figures  on 
the  tremendous  development  of  self- 
equipped  16mm  audiences  in  the 
I  .S.  Plans  are  under  way  to  meet 
producer  groups  in  many  sections 
of  the  country  and  to  publish  a  re- 
port on  the  study  which  will  furnish 
some  very  useful  ammunition  for 
those  who  advocate  the  broader  use 
of  the  16mm  film  medium.  Audience 
development  work  being  done  by 
Modern  is  directed  toward  reaching 
larger  numbers  of  churches,  indus- 
trial plants,  mens  and  women's 
groups.  Already  reaching  large  seg- 
ments of  these  adult  groups.  Modern 
e.xpects  its  present  promotional  plans 
to  achieve  important  results  before 
the  end  of  the  year. 

U.S.  Dept.  of  Agriculture  to 
Catalog  Non-Government  Films 

M  The  Mutitdi  Picture  StM\ ice  of  the 
L .  S.  Department  of  Agriculture 
plans  to  establish  a  central  register 
of  agricultural  film  titles  and  to  pub- 
lish a  catalog  of  non-go\'ernment 
films  on  agriculture. 

Response  to  this  recent  proposal 
by  Walter  K.  Scott.  Chief  of  the 
Service,  has  been  most  enthusiastic 


among  the  numerous  agricultural 
extension  workers,  county  agents 
and  other  users  of  farm  films 
throughout  the  country.  Reports  on 
new'  agricultural  titles  should  be  sent 
to  the  Service  as  soon  as  they  are 
released,  with  complete  data  on 
title,  running  time,  color,  and  con- 
tents. 

»        #        » 

Crosby   Enterprises   Working 
on  Magnetic  Visual  Recorder 

■^  The  research  laboratories  con- 
cerned with  the  development  of 
magnetic  tape  as  a  medium  for  both 
pictures  and  sound  are  laboring 
hard  to  reduce  the  tremendous 
amount  of  material  required  to  store 
the  signals  required  for  this  new  ap- 
proach to  audio-visual  reproduction. 
From  Bing  Crosby  Enterprises  in 
Hollywood,  however,  comes  word 
that  an  electronic  video  recorder 
which  may  be  attached  to  the  home 
television  receiver  "'has  just  about 
been  prefected."  This  device  takes 
sound  and  pictures  of  a  live  TV 
show  right  off  the  air.  compresses 
them  on  a  half-inch  tape.  It  is  ex- 
pected to  be  marketed  "within  a 
year"  and  RCA  is  also  said  to  be 
experimenting  along  similar  lines. 
^  ou  never  know. 


"Man  With  a  Thousand  Hands" 
Achieving  Success  Overseas 

■♦f International  Harvester's  fine 
Man  W  ilh  a  Thousand  Hands,  epic 
color  film  story  of  the  Kitimat 
hydro-electric  project  in  British  Co- 
lumbia, has  been  winning  world- 
wide acclaim.  Man  has  played  to 
large  audiences  and  important 
people  in  such  countries  as  Austria 
and  Belgium.  The  King  of  Belgium 
was  moved  to  purchase  a  print  and 
the  Austrian  Cabinet  viewed  the 
film  and  was  so  moved  that  they 
brought  in  some  300  members  of 
the  Diplomatic  Corps  for  a  re-run. 
Newsmen  heard  such  laudatory 
comments  that  they  asked  to  see  it. 


Minnesota's  Governor  Orville  L.  Free- 
man (above)  is  equipped  with  a 
12-pound  battery-operated  tape  re- 
corder which  he  carried  on  his  recent 
flight  to  Europe.  The  equipment 
enabled  him  to  keep  up  his  schedule 
of  radio  talks  by  airmailing  the  tapes 
bock  to  Minnesota. 

whereupon  the  public  at  large 
wanted  a  view. 

The  Canadian  Consulate  office  ar- 
ranged to  set  up  the  film  in  audi- 
torium and  to  their  amazement 
1.5.000  people  clamored  at  the  doors 
for  two  consecutive  days.  There  was 
no  choice  but  to  keep  the  screen- 
ings going  for  15  days.  It  is  the 
considered  opinion  of  the  officials 
there  that  nearly  every  adult  in  the 
metropolitan  area  of  Vienna  saw  the 
picture.  They  doubt  that  Vienna 
ever  got  a  better  anti-Communist 
message  in  all  its  history. 

->  *  * 
New  Sound  Slidefilm  Guide 
•¥•  I  sers  of  sound  slidefilms  will 
welcome  the  news  that  a  Sixth  Edi- 
tion of  the  widely-popular  Sound 
.^lidefilm  Guide  has  just  been  com- 
pleted and  will  be  available  free  on 
your  letterhead  request  from  the 
Audio -Visual  Division,  DuKane 
Corporation.  St.  Charles,  Illinois. 
Nearly  a  thousand  readily-available 
programs  of  this  type  are  listed,  to- 
gether   with   complete   source   data. 


Swift  and  Company's  Merchandising  Caravan,  a  mobile  van  setup  for  sales 
meetings  throughout  the  country  (and  to  project  showings  of  company  films) 
is  just  one  of  the  many  techniques  employed  by  the  firm  and  described  in  a 
feature  article  for  publication  in  these  pages  next  month,  (Also  see  exterior 
view  on  this  month's  cover.) 
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One  of  three  large  exhibit  areas  at  the  National  Audio-Visual  Convention's  trade  show  where  products  of  120  firms  were  displayed  this  year. 


2300  at  Tenth  iMVA  Convention 

Six  Consumer  Groups  Join  With  Members  of  National  Audio-Visual  Association 
OS  Annual  Meetings,  Conferences  and  Largest  Trade  Show  Are  Held  in  Chicago 


PROFESSIONAL  USERS  and 
distributors  of  audio- visual 
communications  media  and 
equipment  for  its  reproduction  and 
projection,  more  than  2.300  strong, 
gathered  at  Chicago's  Hotel  Sher- 
man on  July  22-27  to  attend  numer- 
ous conference  sessions  of  the  10th 
Annual  National  Audio-Visual  Con- 
vention and  to  view  the  120  exhibit 
spaces  of  the  expanded  Trade  Show. 
Meeting  with  the  host  group,  the 
National  Audio-Visual  Association 
which  represents  specializing  dealers 
and  film  library  operators  through- 
out the  nation,  were  members  of 
six  other  professional  consumer  or- 


ganizations. These  included  the  In- 
dustrial Audio-Visual  Association. 
the  Educational  Film  Library  Asso- 
ciation, the  Association  of  Chief 
State  School  Officers.  Audio-Visual 
Conference  of  Medical  &  Allied 
Sciences.  Audio-Visual  Workshop 
for  Industrial  Training  Directors 
(sponsored  by  the  Illinois  Training 
Directors"  Association  I  and  an 
Audio-Visual  Workshop  for  .Agri- 
cultural Leaders. 

Largest   Trade    Shaw    in    History 

In  three  exhibit  halls,  the  prod- 
ucts of  120  manufacturers,  film  and 
filmstrip  producers,  and  distributors 


were  on  display.  Reflecting  current 
trends  were  the  exhibits  of  several 
new  wide-screen  lenses  for  16mm 
films  and  still  projection:  new  tvpes 
of  magnetic  tape  recording  and  re- 
producing equipment;  several  dis- 
plays of  room  darkening  equipment 
for  classroom  purposes:  closed- 
circuit  and  projected  television  ap- 
paratus: automation  equipment  for 
inqiroved  business  meeting  pur- 
poses; revolutionary  16mm  sound 
projection  developments  and  a  host 
of  other  devices  and  materials 
for  today's  widespread  uses  in 
training,  education  and  recreation. 
The    iiower    of    audio-visuals 


to 


attract  and  hold  interest,  and  to 
condense  and  vitalize  data,  was 
demonstrated  when  the  National 
Audio-Visual  Association  condensed 
what  normally  would  have  been  a 
three-day  convention  program  into 
a  total  of  6'  -^  hours  of  meeting  time. 
Attendance  at  these  sessions  was 
more  than  twice  as  large  as  in  any 
previous  year. 

Elect  Officers,  Board  Members 
New  officers  and  board  members 
for  195.5-56  were  announced  by 
NAVA  and  installed  during  the  con- 
vention. The  new  president  is  Alan 
B.  Twyman.  Tw\man  Films.  Inc.. 
Dayton.  Ohio.  First  vice-president  i> 
Ainslie  R.  Davis.  Davis  Audio- 
Visual  Company.  Denver:  second 
vice-president  is  \X  illiani  \^  .  Birch- 
field.  Alabama  Photo  Supply.  Mont- 
gomery. .*\labama. 

Secretar\    of  N-V\A  for  the  com- 


An  Audio-Visual  Workshop  for  Training  Directors 
in  Business  and  Industry  was  held  during  the 
NAVA  Convention.  Shown  below  (I  to  r)  Lyie 
Corey,  International  Harvester  Co.,  who  presided; 
G.  Phelan,  Mgr.,  Greater  Detroit  Safety  Council; 
and   John    Baker,   Chicago   Transit   Authority,    chr. 


Growing  religious  markets  for  audio-visuals  were 
discussed  at  the  convention.  Taking  part  (I  to  r) 
weret  Harvey  W.  Marks,  Visual  Aid  Center,  Den- 
ver; Brunson  Motley,  Cathedral  Films;  Beth  Soffe, 
Deseret  Book  Co.,  Salt  Lake  City;  Rev.  Donald 
Lantz,   Family  Films;  and   P.   H.  Jaffarian,   Seattle. 


Evaluating  films  with  the  aid  of  electronic  analyser 
during  the  Educational  Film  Library  Assn.  meeting 
were  (left)  F.  A.  White,  assistant  director.  Bureau 
of  Audio-Visual  Services,  University  of  Wisconsin 
and  (right)  Philip  Lewis,  of  Chicago  Teachers  Col- 
lege, one  of  the  preview  chairmen. 
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iiig  \ear  is  P.  H.  Jaffariaii.  Audio- 
Visual  Center,  Inc..  Seattle.  \V  ash- 
injitnn  anti  the  new  treasurer  is 
\S".  G.  Kirtley.  D.  T.  Davis  Com- 
|iarn.  Louisville.  K\. 

E.  Howard  Marx,  vice-president 
of  the  Arnpro  Corporation.  Chicago. 
\\as  elected  chairman  of  the  Ad- 
visory Members  Committee  of  the 
.Association.  This  six-man  body 
represents  in  the  NAV A  organiza- 
tion the  16.5  manufacturers,  pro- 
ducers, distributors  and  publishers 
who  are  advisory  members.  V.  C. 
Doering  of  The  Jam  Handy  Or- 
ganization. Detroit,  was  elected  to 
membership  on  the  Advisory  Com- 
mittee, replacing  Carl  Nater  of  Walt 
Disney  Productions. 

Wori<shops  Are  New  Feature 
Joining  the  Convention   program 
for  the  first  time  this  year  were  two 


Audio-Visual  Workshop  leader 
Adrian  TerLouw,  Eastman  Kodak 
Company  (left)  confers  with  Gordon 
L.  Berg,  County  Agents  and  Vo-Ag 
Teocher  Magazine  editor  during 
rural    leaders'   session. 

new  functit)nal  workshops  for  pro- 
fessional users  in  agriculture  and 
industry.  The  workshop  for  training 
directors  in  business  and  industry, 
arranged  by  members  of  the  Illinois 
Training    Directors     Association. 


Meet  the  new  officers  of  NAVA  for  the  coming  year.  Front  row  (I  to  r)  above  are  secretary  P.  H.  Jaffarian;  second 
vice-president  William  W.  Birchfield;  president  Alan  B.  Twyman;  first  vice-president  Ainslie  R.  Davis;  treasurer  W.  G. 
Kirkley.  Back  row  (I  to  r)  are  director-at-large  Joseph  Ewing,  Jr.;  director-at-large  Frank  S.  Bangs;  regional  director 
(Plains  States)  Harvey  Marks;  regional  director  (Western  States)  W.  H.  Utz;  and  regional  director  (Southwestern  region) 
R.  R.  Riley. 


featured  three  concurrent  demon- 
stration sessions  on  July  26.  These 
were:  "Ifse  of  Overhead  and  Opaque 
Projectors  in  Training  Programs' 
with  Alan  Finstad  of  the  Beseler 
Corporation  as  session  leader; 
"Photography  for  Projected  Vis- 
uals" led  by  Adrian  L.  TerLouw  of 
Eastman  Kodak:  and  ""Preparation 
and  I  se  of  Graphic  Materials  with 
.Stanley  Hownian  of  International 
Harvester  and  Donald  P.  Smith, 
training  consultant,  as  session  lead- 
ers. 

The  training  workshop  was  con- 
cluded with  a  talk  ""The  Importance 
of  Visual  Aids  in  Training  Today"" 
delivered  by  Gerald  Phelan.  man- 
ager. Greater  Detroit  Safetx  Council. 

County  agricultural  agents,  voca- 
tional   agricultural    teachers,    state 


college  extension  specialists  and 
other  types  of  rural  leaders  attended 
the  workshop  of  new  and  more  ef- 
fective use  of  conununications  tools 
for  the  farm  field.  Gordon  Berg. 
Editor  of  the  ""County  Agent  and 
Vo-Ag  Teacher'  was  in  charge  of 
this   program. 

A  continuing  tradition  saw  mem- 
bers of  the  Audio-Visual  Conference 
of  Medical  and  Allied  Sciences 
gather  during  the  convention  period 
in  Chicago  on  July  26.  Dr.  J.  Edwin 
Foster  of  the  Medical  Audio-\  isual 
Institute.  Association  of  American 
Medical  Colleges,  headed  up  the 
special  one-day  session. 

JAVA  Holds  Regional  Meeting 
Members    of    the   (Antral    Regit»n 
of  the   Industrial  Audio-Visual  As- 
sociation   were    hosts    on    Tuesday, 


(Convention   pictures  by  Audio-Visual  Service) 

July  26  at  luncheon  and  afternoon 
program.  Included  among  numer- 
ous out-of-town  members  who  at- 
tended was  Fred  Beach.  Remington- 
Rand.  Inc.,  president  of  the  business 
users'  organization. 

A  demonstration  of  the  new  Per- 
ceptascope  projector  and  training 
technique  was  a  feature  of  the  lAVA 
program,  with  Louis  J.  Stoyanoff. 
vice-president  of  the  Perceptual  De- 
velopment Laboratories,  as  guest 
speaker.  Lawrence  Lueck.  vice-presi- 
dent and  general  manager  of  EMC 
Recordings  Corporation.  St.  Paul, 
was  another  guest  speaker  and  John 
\\  eber.  head  of  the  Technical  Serv- 
ice Department  of  Bell  &  Howell, 
demonstrated  and  discussed  that 
company's  new  "professional  type 
(CONCLUDED    ON     PACE     50j 


Preparation  of  transparencies  was  demonstrated  by  Allan  Finstad  (left,  below). 
Watching  are  Harvey  R.  Frye,  Indiana  Univ.;  Edward  McMahon,  Mankato 
Teachers  College;  Ray  Trimble,  Training  Specialist,   Ninth   Naval   District. 


Opening  the  annual  business  meeting  of  NAVA  were  (I  to  r)  Jack  Lewis,  re- 
tiring president;  Alan  B.  Twyman,  president-elect;  and  J.  Ken  Lilley.  Back  row: 
Robert  L.  Shoemaker,  Advisory  chairman;  and  William  W.  Birchfield. 


Pictorial  Gem  Depicts 
Cable  Making  Progress 

Sponsor:     TIk-     \\  rstirii     Klt-drii 

Company. 
Title;  More  Than  Meets  The  Eye. 

13':;    niin..    color,    produced    b\ 

Audio  Productions.  Inc. 

*  The  basic  idea  of  this  picture  is 
to  demonstrate  piclorially  the  great 
progress  that  has  been  made  in  the 
manufacture  of  telephone  cables 
since  the  first  were  constructed  over 
7.S  years  ago. 

Cables  are  a  main  element  in  the 
process  of  telephone  transmission. 
and  today's  cables,  manufactured 
b\  the  Bell  S\stem"s  associated  com- 
pany. Western  Electric,  are  a  far 
cry  from  the  first  of  these  multiple 
conductors,  made  in  loo2.  that  con- 
tained just  62  pairs.  A  similar  size 
conduit  now  contains  4.000  pairs  of 
wires  and  is  greatly  impro\ed  in 
strength  and  insulation. 

Industrial    Scenes   Outstanding 

For  its  medium  of  expression. 
Western  Electric  has  used  a  straight- 
forward commentary  on  the  subject 
illustrated  with  "factory  photogra- 
phy" of  such  beauty  that  individual 
scenes  are  sometimes  breathtaking. 
Filmed  in  Eastman  3.5mm  color  and 
processed  to  16mm  prints  by  Tech- 
nicolor, this  picture  demonstrates 
the  enormous  possibilities  of  the 
faster  color  negative  film.  It  enables 
the  photographer  to  capture  situ- 
ations that  would  be  impossible  with 
slower  emulsions  and  to  do  it  with- 
out "cheating"  by  using  only  close 
shots. 

Serves  Dual  Audience  Use 

More  Than  Meets  The  Eye  has 
more  than  one  purpose.  It  will  be 
a  handsome  public  relations  film  for 
general  showings — groups  and  tele- 
vision, and  will  also  explain  more 
fully  to  engineering  students  in  col- 
leges some  of  the  functions  of  the 
Western  Electric  Co.  ^ 

Austin-Western  Sponsors 

♦  Auslin-Western  of  Aurora.  111., 
w  ill  featurL'  its  99  grader  in  a  newlv- 
planned  film  to  be  produced  bv 
Atlas  Film  Corporation.  The  script 
is  being  prepared  by  John  Ban- 
croft who  wrote  an  earlier  film  storv 
for  the  sponsor.  Arms  jor  Industry. 
Austin-Western's  advertising  man- 
ager. Howard  Barrows,  is  distribut- 
ing 50  prints  of  Arms  jor  Industry 
to  the  company's  representatives. 

Other  Austin-Western  films  have 
achieved  notable  success  for  this 
heavy  equipment  manufacturer  in 
recent  years.  Visual  demonstration 
of  machinery  enables  sales  person- 
nel and  dealers  to  show  products 
under  operating  conditions  of  all 
kinds  at  the  customer's  doorstep.  Q- 


The  familiar  "keg  of  noils"  is  one  of  the  victims  of  the   revolution   coused   by 
paperboard  packaging  —  a  scene  from  "Designed  to  Go  Places." 

PaperhDard  in  Modern  Packaging 

rugated  paper  makes  it  able  to  hold 
many  times  its  own  weight. 

Theme  of  the  picture  is  that  cor- 
rugated paperboard  may  be  used  to 
package  almost  everything,  includ- 
ing even  such  items  as  nails,  which 
traditionally  have  always  been 
packed  in  wooden  kegs,  and  such 
hea\\  appliances  as  refrigerators, 
which  need  only  a  few  boards  to 
serve  as  their  base. 

Other  areas  in  which  paperboard 
is  replacing  wood  is  in  the  packag- 
ing and  shipping  of  citrus  and  other 
fruits.  Also,  paperboard  containers 
may  be  designed  specifically  for  the 
product  being  shipped  much  more 
easily  and  economically  than  can 
wooden  crates. 

Pending  completion  of  trade  show- 
ings, distribution  plans  are  being 
withheld  for  further  announcement 
expected  to  be  made  this  fall.        gj' 


Sponsor:  International  Paper  Co- 
pany. 

Title:  Designed  To  Go  Places.  23 
minutes,  color,  produced  by  Ra- 
phael G.  Wolff  Studios,  Inc. 

■K  With  products  of  every  conceiv- 
able size  and  shape  pouring  from 
.'\merican  assembly  lines  by  the  mil- 
lions and  being  sent  all  over  the 
country  and  the  world  by  train, 
truck,  plane  and  ship,  the  packaging 
of  these  goods  to  withstand  the 
jounces  and  jolts  of  automatic 
handling  from  point  of  origin  to 
ultimate  destination,  is  a  major 
consideration. 

This  film  points  out  the  adaptabil- 
ity and  the  many  advantages  of 
corrugated  paperboard.  Paper  is 
strong  enough  for  packaging  even 
major  appliances  because  the  prin- 
ciple of  the  arch  form  used  in  cor- 


Anesthesia  control  during  actual  surgery,  one  application  of  the  mas 
spectrometer,  as  shown  in  the  film  "Eye  to  the  Unknown." 


Louis  Roth  Shows  Line 
to  Retail  Clothiers 

Sponsor:      Louis     Roth     Clothing 

(^^impanv. 
Title:  Design  for  Comfort,  20  min. 
color,  produced  by  Film  Associ- 
ates of  California. 
"♦^  "Different "  would  be  a  good  way 
to  describe  this  mens  cloak  and 
suit  epic.  Garment  making,  Califor- 
nia style,  is  the  subject,  and  the 
makers  of  this  picture  have  spruced 
it  up  with  good  film  design,  off-beat 
humor  and  a  most  interesting  use  of 
colored  lighting  effects  to  point  up 
this  and  that  feature  of  the  product. 
Louis  Roth  Clothing  Co..  which 
jjuts  together  some  bright  patterns 
and  keen  styles  which  would  thor- 
oughly startle  the  drab-clad  set  on 
Madison  Avenue,  will  use  the  film 
for  sales  promotion  efforts  in  the 
trade,  and  abo  for  showings  direct- 
l\  to  consumers.  Q^ 

-^  s  * 

"Eye  to  the  Unknown" 
a  Prize  Research  Film 

+  Mass  spectrometrv.  a  new  analvti- 
cal  technique  serving  science,  medi- 
cine and  industry,  is  described  in 
Eye  to  the  L'nknoivn.  a  33-niinute 
color  film  sponsored  by  Consoh- 
dated  Engineering  Corporation. 
Pasadena.  California. 

Eye  to  the  Lnknoun  was  judged 
the  best  industrial  research  film  of 
the  year  at  the  recent  eighth  annual 
Cleveland  Film  FestivaL  Consoli- 
dated s  Dynamic  Measurement  was 
so  honored  a  year  ago.  Both  films 
were  produced  by  Jack  L.  Copeland. 
formerly  a  Consolidated  employee 
who  now  heads  Jack  L.  Copeland 
and  Associates.  Los  Angeles  film 
producers. 

The  new  film  relates  a  complicated 
analytical  science  to  everyday  living 
in  situations  ranging  from  stark 
drama  to  cartoon  comedy.  It  drama- 
tizes Dr.  Joseph  Priestley's  dis- 
covery of  oxygen  in  1774  and  John 
Ualton  s  conception  of  the  modern 
atomic  theory  in   1808. 

Eye  to  the  Unknoun  takes  a 
lighthearted  dig  at  some  of  the 
Aveaknesses  of  classical  "pre-mass- 
spectrometry  "  chemistry  while  trac- 
ing the  historical  development  of 
the  mass  spectrometer  from  its  in- 
\enlion  in  1910  by  J.  J.  Thompson 
to  the  present.  Delivery  of  Consoli- 
dated Engineering  Corporation's 
first  commercial  mass  spectrometer 
in  1942  also  is  shown,  an  event  thai 
( (inlributed  greativ  to  the  emergenc\ 
development  of  high-octane  aviation 
fuels  and  to  the  swithetic  rubber 
|,rogram. 

The  mass  spectrometer  is  an  elec- 
tronic device  that  identifies  and 
measures  the  constituents  of  com- 
plex gas  and  liquid  mixtures.  ^ 
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A  $70,000  Production  Program  for  Training  — 

"Selling  is  Mental"  Progiram 
AnuDunced  for  Sales  Meetings 

Seven  Sound  Slidefilms  Are  Packaged  for  Direct  Sale  to  Business 


IN  "Synch"  With  the  new  accent 
on  sound  slidefilms.  Kling  Film 
Productions.  Chicago,  has  an- 
nounced a  S70.000  production  pack- 
age, composed  of  seven  slidefilms 
for  sales  training.  The  package.  5e//- 
ing  Is  Mental,  was  written  and  pro- 
duced by  Raymond  E.  Lee.  director 
of  Kling"s  recently  established  syn- 
dicated  Sales  Training   Division. 

The  seven  segments  of  Selling  Is 
Menial  are  15  minutes  each  in 
length  and  are  filmed  in  color.  The 
films  are  designed  as  a  21-week 
sales  training  program  on  the 
""hows"  of  selling  —  strategies,  tac- 
tics and  procedures.  Onlv  one  sub- 
ject will  be  shown  at  a  meeting  but 
it  will  be  shown  twice,  .^fter  each 
of  the  seven  is  shown,  the  series  is 
repeated  in  the  same  sequence  until 
salesmen  have  seen  each  film  at 
three  different  meetings. 

Repetitive  Use  a   Fundamental 

Repetition  is  fundamental  in  ab- 
sorbing the  Selling  Is  Mental  mes- 
sage, according  to  Lee.  who  main- 
tains that  slidefilms  have  "five  times 
the  potential  of  movies"  in  sales 
training  situations. 

In  addition  to  the  color  slidefilms 
and  records,  the  sales  manager  who 
conducts  the  meetings   \\  ill   recei\"e 


supplemental  printed  material.  Part 
of  the  materiaL  to  be  read  before 
and  after  the  showing,  relieves  the 
manager  of  the  pressure  in  pre- 
paring his  own  talks.  The  materials 
include  a  follow-up  letter  which  the 
manager  sends  to  salesmen  on  his 
own  stationary.  The  letter  recapitu- 
lates the  points  made  in  the  film 
and  affords  salesmen  a  tangible 
reference. 

Seven  Titles  Briefly  Reviev/ed 

Co\ering  seven  aspects  of  sales 
training.  Selling  Is  Mental  consists 
of  the  following  subjects: 

♦  The  Poller  of  Mental  Altitude  in 
Seliing  —  which  shows  the  salesman 
the  power  of  a  positive  approach: 
the  affect  of  a  negative  attitude, 
what  causes  it  and  why  he  must 
immunize  himself  against  it. 

♦  Turning  a  Deaf  Ear  to  Sales  Re- 
sistance—  explaining  why  prospects 
build  a  wall  of  resistance  to  stop  the 
selling  momentum.  Once  the  sales- 
man understands  this,  he  can  de- 
velop the  art  of  by-passing  resist- 
ance and  continue  to  sell  right  down 
to  the  point  of  closing. 

♦  Closing  the  Sate  —  noting  that  the 
sale  should  be  made  mentally  before 
the  salesman  makes  the  call.  This 
film   shows   how    to   make   the   pre- 


Checking   a   typical   sales   situation   during   production   of   the   Kling-packaged 
sound  slidefllm  program  created  for  meeting  use  titled  "Selling   is  Mental." 


sentation  with  an  eye  to  closing  the 
sale  from  the  opening  moment  — 
how  to  ask  again  and  again  for  the 
order. 

*  Developing  the  Right  Attitude 
Towards  Price  —  stressing  that  once 
fear  of  price  resistance  is  dispelled, 
the  salesman  encounters  less  of  it. 
Forceful  selling  of  advantages  of 
the  salesman's  offering  can  out- 
weigh price  differential,  since  price 
seldom  is  the  single  determining 
factor  in  buying. 

">  The  Right  Alliliide  on  a  Call  Back 
—  provides  help  for  the  salesman  on 
closing  business  when  a  call-back 
is  necessary.  The  call-back  should 
not  be  for  the  decision,  the  film 
states,  but  it  should  be  a  well- 
planned,  hard-hitting  selling  inter- 
\  iew. 

*  Selling  the  End  Result  First — call- 


ing attention  to  what  the  prospect 
buys — what  the  product  will  do  for 
him.  The  salesman  is  shown  how'  to 
apply  strong  strategy  in  selling  his 
product  or  service. 
*  The  Prospect  Is  I\'o  Mind  Reader 
—  reminding  the  salesman  that 
there  is  danger  in  shortening  the 
presentation  when  he  fears  the  pros- 
pect will  get  impatient:  the  prospect 
is  no  mind  reader  and  is  left  with 
an  incomplete  concept  of  the  sales 
offer.  A  knowledge  of  powerful 
words  can  help  the  salesman  main- 
tain  prospect-interest. 

Authors  Book  on  the  Subject 

Ray  Lee  has  written  a  book  '"Sell- 
ing Is  MentaL"  based  on  his  20 
years  of  experience  in  the  sales 
training  field.  This  experience  in- 
(  CONTINUED    ON    THE     NEXT    PAGE  I 


First  in  the  new  series  of  "Selling  is  Mental"  films 
is  this  basic  and  introductory  program  .  .  . 
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OnftohheSELUNGiSMENTAlierivi   •   whilen  by  RAYMOND  ElEE 

The  salesman  drives  home  a  point  just  before  ask- 
ing  for  the   order;   scene   in   "Closing   the   Sale." 


Brushing  aside  the  prospect's  v^all  of  resistance  in 
"Turning  a  Deaf  Ear  to  Sales  Resistance." 

ill  "^^ 


Stay  with  the  prospect  until  the  sale  is  made  as  The  prospect's  wife  visualizes  herself  enjoying  all 

this  scene  from  "Closing  the  Sale"  advocates  .  .  .  the  advantages  of  a  $40,000  yacht  .  .  . 

i     > 


Another  scene  from  "Developing  the  Right  Attitude 
Toward   Price"  —  use  it  as  an  added  advantage! 


Him 
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Scene  in  "Selling  is  Mentol"  Series 
UOMl.M  Kl)  FROM  PRECEDING  PAGE  I 
eluded  piDduetiim  of  sponsored 
films  for  several  manufacturers.  Lee 
joined  Kling  in  March.  1955.  at 
which  time  he  hegan  converting 
chapters  of  his  Imnk  iiilo  the  slide- 
film  version. 

The  Selling  Is  Menial  series  is 
available  to  any  type  of  organiza- 
tion (except  retail  stores!  which 
sells  its  products  through  salesmen. 
The  sales  training  package  may  be 
used  with  automatic  or  signal  record 
and  may  be  purchased  for  S7.50.0O 
from  Kling  Film  Productions.  105!! 
W.    \\  ashiiigton    Blvd..    Chicago    7. 

American   Auto   Aims 
Program  for  Youth 

•^  (^nmmimities  and  schortls  attcjnpt- 
ing  to  make  youngsters  behave  in 
and  around  automobiles  are  advised 
of  four  16mm  color  and  sound  mo- 
tion pictures  available  from  the 
American  Automobile  Association. 
The  four  films,  three  of  which 
have  won  awards,  are  aimed  at  ele- 
mentary, junior  and  senior  high 
school  students.  In  simple  dramati- 
zations, the  films  build  correct  atti- 
tudes by  appealing  to  the  juvenile's 
intelligence  and  sense  of  sportsman- 
ship. 

The  safety  subjects  include: 
Borrowed  Pouer.  19  minutes  — 
the  story  of  a  high  school  student 
who  allows  the  "borrowed"  power 
of  a  car  to  change  his  sportsmanlike 
behavior  into  attitudes  \\hich  prove 
dangerous.  \^  hen  the  boy.  Jerry,  is 
arrested  for  speeding  and  reckless 
driving,  a  sympathetic  judge  guides 
him  toward  straight  thinking,  an 
understanding  that  Jerry  must  con- 
trol the  power  the  car  gives  him. 
Ibis  film,  which  won  an  honorable 
mention  from  the  National  Commit- 
tee on  Films  for  Safet) .  mav  be 
used  for  driver  education  classes 
and  classes  that  relate  to  social  be- 
haviour. 

Mickey's  Big  Chance.  17  minutes 
—  concentrates  on  the  pre-driving 
interests  of  junior  high  school  stu- 
dents. Mickey's  older  brother  prom- 
ises to  let  eager  Mickey  drive  his 
car  only  if  he  learns  to  drive  i)roper- 
ly.  Observing  drivers  and  driving 
situations  while  riding  his  bike. 
Mickey   learns  driver  responsibility. 
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jinns  a  flri\er  education  class  and 
merits  his  big  chance  to  become  a 
ilri\er.  This  picture  was  a  top  Na- 
lioiial  Conniiittee  award  winner. 

Diik  Kakes  (p.  14  minutes  — 
c  nphasi/.es  the  dangers  of  walking 
or  pla\  ing  in  trallic.  Uick.  14. 
crosses  the  street  against  a  red  light 
;:n(l  firuls  himself  King  Si^rioush  in- 
jured in  a  hospital.  In  a  dream,  he 
is  visited  by  his  conflicting  inner- 
selves  —  Good  Judgment  and  Bad 
Impulse.  Waking  up.  Dick  decides 
Good  Judgment  is  right  and  that 
chance-taking  Bad  Impulse  is  a 
ticket  to  the  hospital.  For  early  teen- 
agers ami  adult  groups  studying 
safety. 

The  Talking  Cur.  1.'^  minutes  — 
helps  4th.  5th  and  6th  graders  learn 
the  limitations  of  common  safe- 
guards,   remember    the    times    and 


places  extra  care  must  be  exercised. 
A  car  thai  talks  to  Mary  and  Jack 
points  out  safety  aids:  Iradic  lights, 
poli-emen.  crossing  guards,  hand 
signals,  safety  patrols,  and  signs 
guarding  crossings.  Thereafter,  the 
car  counsels  the  pair  on  personal 
responsibility,  the  need  for  caution 
when  they  are  away  from  safety 
aids  and  on  their  own.  The  Talking 
Car  won  a  National  ('ommillee 
award  of  merit. 

.'\  teacher's  guide  for  each  of 
these  films  is  provided  without  cost 
when  the  film  is  purchased  or 
loaned.  These  guides  outline  sound 
procedures  for  getting  the  most 
value  from  the  film  in  teaching  situ- 
ations. For  information  on  purchase 
of  prints,  contact  the  American 
Automobile  Association.  1712  G. 
Slreel.  Washinglon  fi.  UA..  U' 


Nabisco  Pictures  Ritz  Cracker  from  Field  to  Kitchen 


Sponsor:     National    Biscuit    Com- 
pany. 
Title:  Crackers  by  the  Billion.  26 
min..   color,   a    Fritz    Henle   Pro- 
duction. 
M  Nabisco  has  been  making  motion 
|)ictures  about  its  products  and  oper- 
ations for  more  than  .30  years.  Mil- 
lions of  people  have  seen  the  relent- 
less  march   of  the  cookies   as  they 
paraded  across  the  screen  from  oven 
to  box. 

Last  \ear.  the  company  decided  to 
trv  another  cracker  and  cookie  opus, 
but  to  concentrate  on  just  one  brand 
—  Ritz  —  and  to  follow  it  from 
wheat  field  to  the  family  kitchen. 

The  film  was  completed  last  w  inter 
and  w  as  introduced  at  the  company  s 
Animal  Sales  Conferences.  Nabisco 
will  show  it  to  every  employee,  to 
the  general  public  —  through  Mod- 
ern Talking  Picture  Service,  and  on 
television  —  through  the  special  dis- 
tribution facilities  of  The  Princeton 
Film  Center. 

To  make  the  film.  Nabisco  en- 
gaged Fritz  Henle.  a  foremost  still 


photogra|iher  for  over  two  decades. 
Though  this  picture  is  Mr.  Henle's 
first  major  film  production,  he  has 

been    de\elo|)ing    a    motion    picture 


Ritz  packages  on  the  assembly  line  in  a 
scene   from   the    Nabisco    film. 

stvle  and  techni(]ue  comparable  to 
his  still  photography  work  for 
several  years. 

Crackers  by  the  Billion  was  photo- 
graphed on  location  at  a  grain  field 
in  Ohio.  Nabiseo's  huge  concrete 
grain  elevator  at  Toledo,  the  new 
bakery  in  Chicago,  and  studio  sets 
of  an  average  home  kitchen  in  New 
^  ork.  » 


Nabisco's  huge  elevator  at  Toledo  mokes  dramatic  scene  in   Ritz  film. 


"Tuesday's  Child"  Shows 
Needs    of    Retarded    Child 

Spons<»r:  National  Association  fm 
Kclarded   (Children. 

Title:  Tuesday's  Child.  15  ruin., 
color,  produced  b\  Informalion 
Productitms.   Inc. 

■¥  W  bile  each  audience  watches  ihi- 
15-minute  film  a  mentally  retarded 
child  will  be  born  somewhere  in  thf 
I  nited  States.  A  retarded  child  nia\ 
be  born  to  anyone  —  a  professor  or 
a  plumber.  Today  this  problem  is 
ten  times  more  common  than  crip- 
pling  polio.   Three   children    out    of 


Steps    taken    to    aid 
pictured   in   the  film 


retarded    children    ore 
'Tuesday's   Child." 


everv    hundred   born    in    the    I  nited 
States  are  born  under  this  shadow. 

Thev  are  children  like  Jam 
Fisher,  in  this  film.  Jane  is  ten  years 
old.  but  mentally  only  five,  and 
there  will  come  a  time  when  shr 
won't  be  able  to  go  any  further. 
She.  and  other  retarded  children  an' 
as  loving  and  lovable  as  any  chil- 
dren, but  in  varying  degrees  they 
lack  the  ability  to  learn  as  normal 
children  learn. 

Tuesday's  Child  I  "full  of  grace"  i 
describes  the  steps  being  taken  by 
the  National  .Association  for  Re- 
tarded Children  to  discover  the 
causes  and  thereby  the  cure  and 
prevention  of  retardation.  This  ac- 
tivitv.  on  a  national  and  state  level, 
provides  aid  to  special  schools 
where  retarded  children  are  taught 
meaningful,  useful  work,  enabling 
them  to  assume  marginally  inde- 
pendent lives  in  society. 

But.  most  of  all.  the  film  is  con- 
cerned with  what  parents  of  re- 
tarded children  and  other  interested 
citizens  can  do  to  face  the  problem 
in  each  comimmit\. 

Tuesday's  (.hilt/  will  be  distrib- 
uted nationally  on  television  by 
Sterling  Television  Co.  S' 

a        »        # 

First  Atomic-Powered  TV  Spots? 

♦Shooting  on  lo(  alion  al  the  t.i'ii- 
cral  Electric  atomic  power  plant  in 
West  .Milton.  .N.Y.  last  month,  the 
George  Blake  Enterprises  camera 
crew  drew  all  its  current  directly 
from  the  new  plant.  The  films  were 
later  used  as  mid-show  commercials 
on  the  (Jeneral  Electric  TV  Theatre. 
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Pan  American  World  Airways'  district  sales  managers  from  Europe  and  Middle-East  joined  in  conferences  at  London's  Selden's  Park  Hotel  as  they  prepared  to 
carry  the  new  Outside  Sales  Training  Program  bock  to  their   home  ofFices  for  use  in  the  actual  sales  contact  field  throughout  the  world. 


Pan  American  World  Airways 
Holds  Overseas  Sales  Seminars 

Field  Training   Program   Utilizes   Effective   New  Visual   Media 


PA>  American  \^  ori.d  Airways 
training  program,  established 
three  \ears  ago.  is  a  continuing 
process  which  has  been  set  to  move 
step  by  step  tow  ards  complete  cover- 
age of  all  job  categories  in  the  com- 
pany. To  date,  all  PA.A  people  have 
been  exposed  to  various  phases  of 
the  program  A\ith  enipbiisis  on  sales 
and  service. 

This  year,  the  company  is  con- 
ducting world-wide  seminars  in 
sales  training  for  "outside"  sales- 
men —  men  who  call  on  both  com- 
mercial and  private  accounts  .  .  . 
whose  job  is  helping  to  solve  the 
air  transport  problems  of  exporters, 
manufacturers,  distributors,  travel 
agents,  the  general  public,  etc.  The 
backbone  of  the  package  prepared 
for  the  four  components  of  the 
company  I  Atlantic.  Latin  .\merica. 
L  .S.  Sales,  and  Pacific  Alaska)  con- 
sists of  one  sound  slidefilm.  Blue- 
print for  Professional  Selling.  8 
min. :  a  motion  picture.  The  .\ine 
Lives  of  a  Salesman.  24  min.;  and 
a  second  motion  picture.  Harry 
Fuller's  Sales  Experiences,  a  group 
of  specially  prepared  training  film 
sequences  adapted  from  The  .Mne 
Lives  .  .  .  film.  All  this  material, 
plus  manager's  and  trainer's  guides, 
were  prepared  by  the  office  of  Frank 
Howe.  PAA's  System  Superintend- 
ent of  Sales  and  Service  Training, 
in  conjunction  with  Henry  Strauss 
&  Compatn . 

Program  Varied  in  Field  Use 
Although  the  Outside  Sales  Semi- 
nar is  fully  prepared  in  New  York 
and    is    detailed    almost    word    b\' 
word,  it  is  not  sent  out  in  the  field 


with  command  instructions  to  be 
used  in  an\  exact  form.  Conditions 
may  vary  from  Boston  to  Bangkok 
to  Berlin,  and  P.AA's  decentralized 
svstem  of  semi-autonomous  divisions 
adapts  the  training  program  to  fit 
its  needs. 

The  Atlantic  Division,  with  more 
than  40  district  sales  managers,  met 
in  London  in  December  and  spent 
two  days  being  trained  in  the  pur- 
poses, subject  matter  and  use  of  the 
program.  The  managers  returned  to 
their  home  offices  and  put  the  ma- 
terial to  work  in  January.  It  was 
completed   in  three  nionths. 

Good  Response,  Climbing  Sales 

\\  bile  results  of  an\'  training  pro- 
gram still  in  operation  are  hard  to 
assess,  the  highly  enthusiastic  re- 
sponse from  the  field  and  a  climbing 
sales  curve  are  evidences  of  success- 
ful design  and  implementation. 

The  Latin  America  Division  s 
Sales  Managers  met  in  Miami  about 
a  month  after  the  London  meeting 
and  the  training  program  went  into 
effect  in  a  concentrated  form  in 
February.  Regional  meetings  were 
held  in  San  Juan.  Guatemala  City 
and  Buenos  Aires,  and  besides 
PAA's  own  men.  prominent  travel 
agents  were  invited  to  attend.  PAA 
provided  Spanish  and  Portuguese 
tracks  on  magnetic  striped  film  for 
these  sessions. 

The  L  .S.  Sales  and  Pacific  .'Maska 
Divisions  held  similar  seminars  in 
New  York.  Chicago  and  Honolulu. 
Complete  coverage  of  each  outside 
salesman  is  expected  by  the  end  of 
the  \ear. 


Pan  American  s  aim  in  the  Out- 
side Sales  Seminars  is  not  so  much 
to  set  forth  a  definite  method  of 
selling  in  the  traditional  genre  but 
to  spotlight  problems  and  suggest 
methods  of  solution  that  can  be 
thoroughlv  thought  out  by  each 
sales  Tnan. 

Problems  Same  the  World  Over 

\^"hile  there  are  differences  in 
sales  approaches  that  might  be 
adaptable  to  different  countries, 
still,  the  frozen -faced  Pakistani 
prospect  is  just  as  much  the  "ice- 
berg" U\>e  as  the  hard-to-approach 
Philadelphian. 

B\'  encouraging  each  man  to  find 
his  best  route  to  a  successful  "close 
with  training  in  the  sales  seminar. 
PAA  expects  to  realize  a  keener 
competitive  edge  on  other  airlines 
which  have  not  adopted  these 
methods. 

The  Nine  Lives  oj  a  Salesman 
shows  some  of  the  problems  P.W 
sales  representative  Harry  Fuller 
runs  into  during  a  typical  day.  -\s 
used  in  the  program,  this  film  is 
first  shown  in  complete  form,  and 
later,   in   discussion   periods,   eleven 


specially  written  sequences,  running 
about  two  minutes  each,  are  shown 
so  that  some  of  the  basic  problems 
Harry  Fuller  encounters  in  The 
.\ine  Lives  .  ,  .  ma\  be  understood 
and  resolved  individually. 

As  an  example  of  what  he  runs 
into,  the  sequences  are  titled: 

Sequences  Show  Key  Situations 

Knowing  Y  our  Prospect 

Researching  the  Prospect 

Impulsive  Prospect 

Tough  Prospect 

Iceberg  Prospect 

Cautious  Prospect 

Dangers  in  Mechanical  Selling 

Creative  Selling  Means  Solving 

Problems 
Completing  the  Sale 
Handling  a  Complaint 
Servicing  the  Travel  .Agent 

"Nine  Lives"  Wins  Award  Kudos 

Besides  winning  the  more  satis- 
factory awards  in  new  sales  records. 
PAA's  Sine  Lives  .  .  .  has  won 
awards  from  impartial  juries  at  the 
Cleveland  Film  Festival.  National 
\  isual  Presentation  Association  and 
the  Golden  Reel  Film  Assembly.  ^ 


Meeting  the  sales  prospect  in  his  oflRce  is  Horry  Fuller's  job;  how  he  performs 
is  shown  in  "Nine  Lives  of  a  Salesman,"  a  new  PAA  training  film. 
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Taylor  Wine  Brings 
Story  of  Good  Living 

♦  Good  AniiTicaii  wines  and  how 
they  tontrihute  lo  the  enjoyment  of 
every-day  living  is  the  thirst  arous- 
ing theme  of  The  Shelbys  Go  to 
Hammoudsport.  a  new  color  sound 
slidefilm  sponsored  by  the  Taylor 
Vi  ine  Company. 

The  film,  recently  previewed  at  a 
distributor  meeting  held  at  the  Tay- 
lor winery.  Hanmiondsport,  N.Y.. 
was  designed  for  two  types  of  audi- 
ence. It  is  to  be  shown  to  Taylor 
wholesalers  and  sales  staffs  across 
the  nation  and  it  will  be  made  avail- 
able to  business,  club  and  other  con- 
sumer groups. 

The  product  story  is  told  through 
the  eves  of  Suzan  and  Rick  Shelby. 
a  young  couple,  who  spend  part  of 
their  vacation  visiting  the  Taylor 
winery.  \^'ith  them,  the  audience 
discovers  the  vineyard  where  fra- 
grant grapes  ripen  in  the  sun;  the 
winery  where  the  grapes  are 
crushed,  fermented  and  changed 
into  wine:  the  Taylor  Test  kitchen 
—  where  the  Shelby  sample  choice 
recipes  made  with  wine.  Other 
scenes  take  the  viewers  to  various 
homes  where  people  are  serving 
Taylor  wines. 

Producing  the  slidefilm.  Sarra. 
Inc.  sent  camera  crews  to  Ham- 
mondsport  for  several  weeks  of  lo- 
cation shooting.  Additional  footage 
was  shot  at  Sarra's  Chicago  studio. 

Development  of  the  film  was 
supervised  by  Grayton  H.  Taylor, 
in  charge  of  advertising  and  mer- 
chandising at  Taylor.  The  Shelbys 
Go  to  Hammondsport  was  produced 
through  D  Arcy  Advertising  Com- 
pany, N.Y.  Joseph  A.  Goodin  of 
D'Arcy  and  J.  h.  Mays  of  the  Tay- 
lor Wine  Company  supervised  dur- 
ing the  shooting  phase. 

The  new  film  was  written  by 
Helen  K.  Krupka  of  Sarras  creative 
staff.  Photography  and  direction 
were  by  Ray  Mueller  with  general 
supervision  by  Harry  W.  Lange. 
Sarra  manager.  ^ 

Below;  visitors  to  the  Toylor  Wine  Compony 
(Hammondsport,  N.  Y.)  stop  to  rest  in  Hos- 
pitality  Room   at  winery. 


Brilliant  Eastman  color  of  Arizona's  rogged   terrain   highlights  this  new  Chevrolet  wide-screen  motion  picture. 


"Arizona  Story"  on  the  Wide-ScreBo 


Chevrolet  Film  Shows  Heavy 

•¥■  W  ide-screen  showings  of  Arizona 
Story,  a  16mm  motion  picture  pro- 
duced by  The  Jam  Handy  Organiza- 
tion, were  featured  at  the  National 
Audio-Visual  .Association  Conven- 
tion in  Chicago. 

Arizona  Story  was  produced  for 
Chevrolet.  The  Radio  Corporation  of 
America,  learning  of  the  new  ap- 
plication of  dramatic  staging  tech- 
niques by  Jam  Handy,  asked  per- 
mission to  show  the  Chevrolet- 
sponsored  film  at  the  RCA  exhibit 
during  the  NAV.\  Trade  Show. 

The  film  originally  was  photogra- 
phed in  35mm  for  wide-screen  show- 
ings up  to  50  feet  in  width  at  large 
meetings  of  Chevrolet  sales  person- 
nel. This  width  exceeds  that  of  most 
conventional  motion  picture  theatre 


Duty  Trucks  in   Rugged  Setting 

screens.  Made  with  the  nev\  Eastman 
Color  process.  Arizona  Story  shows 
Chevrolet  heavy  duty  trucks  in  oper- 
ation in  rugged  desert  and  mountain 
terrain  in  Arizona. 

16mm  Version  for  Canado 
General  Motors  of  Canada  re- 
quested the  picture  in  16mm  prints 
for  wide-screen  projection  instead 
of  35mm.  Sixteen  millimeter  prints 
were  made  b\  a  reduction  process. 
The  wide-screen  projection  of  the 
smaller  size  film  is  possible  through 
the  use  of  an  adapter  in  the  16mm 
standard  projectors  which  gives  the 
wide-screen  ratio  of  two  to  one,  the 
image  on  the  screen  being  twice  as 
wide  as  it  is  high.  A  16mm  picture 
thus  can  be  projected  lo  cover  a 
screen  w  ider  than  20  feet.  ^ 


Behind  the  Scenes  With 

0.\t  OF  THK  .Most  exciting  pro- 
jection devices  to  be  developed 
since  the  motion  picture  is  Cello- 
matic.  Perfected  after  four  years 
research  by  Howell-Rogin  Studio. 
Inc..  the  Cellomatic  projector  is  the 
only  "still  projection  device  de- 
signed to  provide  limited  animation, 
motion  and  instantaneous  optical 
effects. 

Its  use  is  threefold:  for  direct 
projection  in  sales  presentation,  ex- 
hibitions or  training:  as  an  aid  in 
motion  picture  production:  and  as 
an  auxiliary  device  for  television 
production. 

Best  Techniques  Are  Cited 

In  direct  projection,  Cellomatic 
can  enliven  a  message  by  instan- 
taneously wiping  across  screen  from 
one  picture  to  another,  dissolving 


Cellomatic:  How  It  Works 

froiii  one  setting  to  anothi-r.  pro- 
viding limited  animation  and  utili- 
zing a  split  screen  to  project  vivid 
before  and  after  comparisons. 

The  round  and  square  iris  is  also 
available  to  enliven  a  presentation 
and  add  fluidity  of  movement  on 
the  screen.  Limited  animation  by 
Cellomatic  heightens  the  interest  of 
the  storv.  One  by  one.  as  if  by 
magic,  the  bars  of  a  graph  can 
easilv  be  made  to  appear  and  climb 
to  their  relative  sales  position.  Rear 
or  front  projection  may  be  utilized 
with  a  screen  size  up  to  12  b\  16 
feet. 

When  Cellomatic  is  used  on  tele- 
vision, the  second  camera  hereto- 
fore necessary  to  produce  certain 
optical  effects  is  automatically  freed, 
and    the    resulting    picture    suffers 


from  no  loss  of  quality  in  either 
foreground  or  backgroud  of  the  T\ 
super. 

Advantages  for  the  Producer 
As  in  television  use.  Cellomatii 
offers  great  opportunities  to  motion 
picture  producers,  enabling  them  to 
achieve  with  great  simplicity  effects 
heretofore  difficult  with  existing 
methods.  Sequences  which  woulil 
formerly  have  demanded  the  serv- 
ices of  a  squad  of  animators,  a 
stand,  optical  bench,  and  hours  oi 
skilled  labor,  may  be  accomplished 
by  Cellomatic  s  motion  picturi 
service    organization    quickly    and 

easily.  5J 

*        ♦        « 

U.S.    Plans    World-Wide    Use 
of  Japanese   Documentary 

♦  World-wide  distribution  of  The 
Yukaiia  Story,  a  documentary  of 
Japan's  1949  Nobel  Prize  winner,  is 
planned  by  the  United  States  Infor- 
mation Agency.  The  film  recently 
had  its  premiere  in  Kyoto. 

More  than  2.000  people  jammed 
Kvoto's  Shimbun  Hall  to  see  the 
I  .S.  Information  .\gency  sponsored 
film  honoring  Dr.  Hideki  Yukawa. 
Japan's  nuclear  physicist.  The  38- 
minule  documentary  w  as  made  while 
Dr.  Yukaw  a  w as  in  the  I  nited  .States 
working  with  a  group  of  nuclear 
phvsicists.  including  the  late  Dr. 
Albert  Einstein,  at  the  Institute  for 
Advanced  Studies.  Princeton,  and 
while  Dr.  Yukawa  taught  physics  at 
Columbia  University. 

Narrated  in  Japanese  by  the 
scientist  s  son.  Taka-aki  \  ukawa,  the 
film  describes  Dr.  ^  ukawas  research 
work,  his  family  life  and  shows 
scenes  of  Kyoto  where  the  physicist 
spent  his  early  childhood. 

The  Information  Agency  has  dis- 
tributed 4S  prints  to  American  and 
Japanese  Cultural  Centers  in  Japan. 
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Slidefilms  a  la  Carte 

by  J.  LeRoy  Gibson,  Writer,  Producer,  Sound  Masters,  Inc. 


^-,HERE  ARE  many  competent  pro- 
I  ducers  making  wonderfully  ef- 
fective sound  slidefilms  for  clients 
who  establish  their  value  by  use. 
But  to  take  inventory  of  persisting 
problems  is  always  interesting, 
sometimes  amusing  and  forever 
necessary  for  the  advancement  of 
the  art. 

The  day  has  long  passed  since 
the  sound  slidefilm  was  generallv 
looked  upon  as  a  sort  of  paralvzed 
motion  picture  or  a  cheap  substi- 
tute for  one.  However,  the  attitude 
still  persists  in  some  quarters. 

Because  there  are  slidefilms  pro- 
duced every  year  which  reflect  such 
thinking,  it  is  well  for  interested 
producers,  individually  and  in 
groups,  to  review  the  overall  situ- 
ation with  the  idea  of  contributing 
to  the  progress  of  a  medium  which 
when  properly  handled  is  a  real 
power  in  the  business,  educational 
and  religious  fields. 

There  is  no  exact  formula  —  and 
it  is  natural  that  there  will  always 
be  sincere  conflict  of  opinions,  as  to 
techniques,  for  the  established  stand- 
ards are  very  broad.  But  certain 
elements  of  subject  matter  and  pro- 
duction deserve  special  attention  for 
the  good  of  the  medium,  the  pro- 
ducer, the  sponsor — and  incidental- 
ly the  audience. 

The  production  of  an  effective 
sound  slidefilm  is  not  an  easy  job. 
The  talents  that  go  into  its  con- 
ception are  worthv  of  their  hire  and 
the  artistic  and  mechanical  skills 
employed  in  its  production,  when  of 
high  quality,  require  substantial  in- 
vestment. 

A  poor  book.  play,  or  motion  pic- 
ture casts  no  reflection  on  the  good 
ones,  and  that  is  also  true  of  slide- 
films.  But,  as  in  all  arts  and  crafts, 
those  interested  in  the  medium  and 
its  place  and  function,  should  make 
a  sincere  effort  to  decrease  the  num- 
ber of  "turkeys'  that  somehow  or 
other  seem  to  creep  into  circulation 
from  year  to  year  and  sometimes, 
limp  through  long  but  ignoble  lives. 

Some  of  the  sins  committed  in 
the  production  of  a  slidefilm  are  in 
a  measure  due  to  the  fact  that  any- 
one, amateur  or  professional,  with 
but  little  knowledge,  small  invest- 
ment and  access  to  simple  equip- 
ment can  "go  into  the  slidefilm 
business". 

On  a  sheet  of  white  paper  there 
may  be  printed  a  page  of  the  Bible 
or  a  comic  book  story  and  so  it  is 
with   the  screen.   It   is  there  to   re- 


ceive whatever  is  projected  on  it 
and  that  can  never  be  better  for  its 
purpose  than  the  thinking  and  ef- 
fort put  into  it. 

There  has  been  much  said  and 
written  about  the  manv  virtues  and 
advantages  of  the  medium  so  it  may 
not  be  amiss  to  consider  some  of 
the  things  which  can  detract  from 
its  available  advantages. 

There  are  certain  types  of  treat- 
ment which  should  be  avoided.  The 
most  common  of  these  seem  to  be: 
The  Paralyzed  Motion  Picture: 

Here  static  people  with  frozen  fea- 
tures insist  on  speaking  from  the 
screen,  often  entering  into  dialogue. 
We  call  them  talking  cadavers.  They 
betray  their  own  medium  by  trying 
to  make  it  what  it  is  not.  This  is 
quite  a  trick,  but  it  really  never 
works,  and  is  a  confession  of  cre- 
ative weakness. 

The  Lopsided  Film:  In  this  film 
the  audio  and  visual  are  not  equallv 
balanced  in  either  context  or  im- 
pact. The  narration  may  be  strong 
but  weakly  illustrated,  or  the  op- 
posite situation  may  exist,  where 
the  visual  has  a  punch  not  supported 
by  the  text. 

The  Tandem  Film:  This  is  where 
the  audio  says  to  the  ear  identically 
what  the  visual  says  to  the  eye,  so 
that  one  contributes  in  no  way  to 
the  development  of  the  other.  A  re- 
cent picture  showed  a  man  obvious- 
ly shovelling  coal  and  the  voice  said. 
"This  man  is  shovelling  coal"  in- 
stead of  telling  whv  or  how  he  was 
doing  the  work.  This  is.  of  course, 
an  extreme  example,  but  there  are 
many  degrees  of  the  evil  where  the 
script  betrays  little  if  any  appreci- 
ation of  the  power  of  the  properly 
used  audio-visual  combination.  Such 
a  fault  may  be  due  to  the  fact  that 
the  script  has  been  written  by  a 
"copywriter"  rather  than  one 
trained  in  writing  for  the  screen. 
The  "Get  Your  Money's  Worth" 
Films:  These  films  are  sometimes 
due  to  the  clients  wish  for  "big 
value"  in  number  of  frames,  run- 
ning time  or  both,  or  can  be  due 
to  a  producers  wi;'  to  convjince  a 
client  that  he  is  g-tting  a  lot  for  his 
mone\.  Such  a  film  can  have  too 
many  frames  which  "rabbit-hop ' 
along  at  a  faster  pace  than  is  justi- 
fied or  required  by  the  narration. 
Confusion  and  lack  of  favorable 
impression  o.ften  result.  Then  there 
is    the    drawn    out    and    sometimes 

I  CO.NTLNUED  ON  NEXT  PAGE.  COL.  2  I 
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FIELDS  FOR  SLIDEFILMS  -  5 

Key  to  More  Sales  — 
Selling  the  Salesman 


■♦t  riic  firsi  person  who  must  be  sokl 
on  a  protiuLt  or  Ncrvice  is  the  sales- 
man. Sound  slickfilms  are  very  active 
prime-sellers  in  competitive  com- 
merce. These  films  are  used  to  excite 
dealers,  distributors  and  other  sales 
persons— to  sell  them  on  the  quality 
leatures  and  market  :ul\antages.  the 
sell-ability  of  manidactured  items. 

Anions  the  dealer-enlistment  films 
are  a  number  of  subjetts  which  tirtu- 
late  on  free  loan  and  sale  basis  to 
reach  the  widest  possible  sales  audi- 
ence: 

»  e  » 

A   Machine   Tool   Maker 
Emphasizes  Product  Know-How 

♦  Tray-Top  Topper.  18  minutes, 
color,  was  sponsored  by  the  Cincin- 
nati Lathe  and  Tool  Co.  to  arouse 
dealer  enthusiasm  for  the  manufac- 
turer's machine  tools  and  to  brief 
them  on  the  product's  features.  The 
film  also  is  used  to  recruit  new 
dealers. 

In  Tray-Top  Topper  a  machine 
tool  salesman  encounters  an  ap- 
parently insurmoinitable  obstacle  in 
a  sales  situation.  By  applying  his 
protluct  knowledge,  he  not  only 
jumps  the  banier  and  makes  the  sale 
but  con\erts  the  customer  into  a 
product  booster.  The  film  thus 
prompts  salesmen  to  devote  more 
lime  to  mastering  their  product  in- 
formation, to  fortify  themsehes  with 
the  data  that  tinns  inquiries  iino 
sales. 

Fundamentals   of   Hearing 
Help  Sell  Zenith  Aids 

^  Sound  ii/ut  Hull-  The  Eur  func- 
tions. 12  minutes,  black  and  white,  is 
a  slidefilm  sponsored  by  the  Hearing 
.\id  Diyision  of  the  Zenith  Radio 
Corp.  to  instill  a  sympathetic  atti- 
tude in  the  minds  of  Zenith's  hear- 
ing aid  dealers.  To  make  dealers 
iniderstand  the  possible  aid  which 
hearing  de\ices  can  give  persons  w'ith 
inqiaired  hearing,  the  film  effects  a 
quick  and  simple  digest  of:  the  im- 
portance of  hearing,  contributions  it 
makes  in  our  daily  lives,  physiologi- 
cal aspects  of  hearing,  what  impairs 
hearing,  the  help  afforded  by  hearing 
aids. 

Realizing  that  the  dealer  had  little 
knowledge  of  this  subject  and  that 
the  full  information  fills  volumes,  the 
sponsor  chose  the  slidefilm  medium 
to  interest  dealers  in  the  collateral 
prep  tools  —  manuals,  monographs, 
charts,  books  which  are  integrated  in 
the  Zenith  training  program. 

Besi<lcs  dealer  instruction,  the  film 
is  being  used  by  the  X'cterans  .\d- 
ministration.  clinics  and  iiniycrsity 
training  departments.  The  film  is  dis- 
tributed on  free  loan  from  the  George 
Renter  Organisation,  Inc.,  450  E. 
Ohio  Street,  Chicago,  III. 


ICONTIMKI)  llillM   IMlKl  |:|IIN(,  [' \C.V.  \ 

"padded"  filni  for  ihal  client  uim 
wants  a  "long  show     for  his  money. 

I  sually  the  same  story  rould  be 
belter  and  more  impre.ssivelv  told 
in  a  third  less  lime,  with  more  care- 
full\  composed  frames  and  a  narra- 
tion \()id  of  sterile  \\ords  and 
rhetoric. 

The  "Westminster  Chimes'" 
Film:  Ibis  is  a  film  where  the 
"liell  ".  the  sole  purpose  of  which  is 
to  alert  the  operator  for  a  frame 
change,  is  so  loud  or  of  such  strange 
sound  that  it  becomes  distracting 
and  interrupts  continuity.  With  the 
great  improvements  in  projection 
equipment,  there  is  no  excuse  for 
this   error   today. 

Seldom  does  a  slidefilm  fall  ex- 
actly into  any  one  of  these  tanta- 
lizing eatagories.  but  rather  it  may 
include  some  of  the  elements  of 
more  than  one.  This  is  naturally  so 


because  if  skill  and  exoerience  in 
writing  and  production  are  missing, 
it  is  easy  to  compound  mistakes  and 
get  into  a  lot  of  trouble. 

Manufacturers,  through  research 
and  capital  in\estment  now  siq>plv 
a  wide  \ariet\  of  equipment  with 
unique  features  in  lioth  projection 
and  sound.  These  improvements, 
generally  appreciated  and  fully 
adapted  by  writers  and  producers, 
have  and  will  contribute  nmch  to  a 
grow  ing  respect  for  a  \\  ifler  use  of 
the  medium.  1^' 


FIELDS  FOR   SLIDEFILMS  -  6 

Promoting  Your  Line 
Via    Dealer   Education 


Sound  SUdefilm?  What  Is  That? 

by  J.  E.  Webster,  President,  Continental  Productions  Corp. 


Y-ES.  This  Is  the  Reply  I  got 
from  a  sales  manager  of  a  very 
large  manufacturing  concern  a  few 
months  ago.  when  I  first  called  on 
him  to  discuss  sales  presentations 
using  the  sound  slide  medium. 
When  I  had  explained  the  medium 
and  its  possibilities,  then  showed 
him  the  compactness  and  simplicity 
of  the  Projector,  he  gave  me  a  eon- 
tract  to  produce  a  low  budget  black 
and  white  film  for  his  national  dis- 
tributors' sales  meeting  which  yvas 
only  10  days  off. 

He  supplied  us  with  black  and 
white  glossy  photos  and  art  work 
of  his  plant,  and  products  which  he 
had  on  hand.  Then  our  artists  re- 
touched, made  descriptive  and  ani- 
mated overlays,  statistical  charts, 
and  main  titles.  The  film  was  de- 
livered on  time  and  the  sales  man- 
ager said  it  was  so  effective  that  he 
carries  a  print  yvith  him  now  on  all 
trips  to  show  to  retail  consumers. 

Series  Planned  for  Employees 

1  he  Personnel  Director  of  this 
same  firm  found  the  film  to  be  a 
very  useful  tool  for  new  employee 
indoctrination.  In  fact,  a  series  of 
departmental  job  training  films  is 
being  planned  to  give  the  employee 
a  more  thorough  and  simplified  un- 
derstanding of  his  duties,  thus 
further  minimizing  the  loss  of  time 
and  confusion  which  results  from 
trying  to  instruct  over  the  general 
din  of  the  factory.  Moreover,  many 
foremen  are  not  practiced  instruc- 
tors. By  seating  the  employee  in  a 
darkened    room    with    his   eyes    fo- 


cused on  the  screen,  his  attention 
yvill  be  undivided  and  he  is  easily 
reached  through  his  two  most  im- 
portant learning  senses — sight  and 
sound. 

Retailer  Holds  Home  Shows 

An  aggressive  minded  retail  ap- 
pliance dealer  recently  had  sound 
slidefilms  made  of  his  stores,  service 
departments,  and  products,  for  his 
salesmen  to  carry  into  the  custom- 
er s  homes  for  showing  on  the 
kitchen  table  in  the  quiet  of  the 
evening.  Effective? — just  ask  his 
salesmen  or  look  at  their  sales  re- 
ports—  they  have  more  than 
doubled. 

A  large  seed  and  feed  dealer,  who 
supplies  baby  chicks  to  broiler 
raisers,  shows  sound  slidefilms  on 
broiler -raising  methods  to  farm 
clubs  and  other  groups  to  stimulate 
new  interest  and  increase  efficiency 
among  the  experienced  broiler 
raisers. 

Ideal  for   Heavy   Industry 

Of  course,  one  of  the  largest 
groups  of  users  of  the  sound  slide- 
film  media  are  those  manufacturers 
or  distributors  who  sell  items  that 
are  made  to  order  only,  or  are  too 
large  to  carry  to  the  consumer  for 
a  demonstration. 

.Above  all.  no  matter  what  the 
use  may  be  for  sound  slidefilms.  vou 
can  always  be  assured  that  your 
sales  or  training  message  is  being 
delivered  exactly  as  you  planned  it. 
regardless  of  who  your  representa- 
tive is  that  is  making  the  call  or 
operating  the  projector.  3" 


•+C  Many  of  the  product  promotion 
slidefilms  arc  restricted  for  use  by  .i 
particular  tompany's  dealers  and 
salesmen  only.  These  trade-hyj>os  jm 
not  a\ailable  beyontl  the  confines  ol 
the  sponsor's  immediate  task  force, 
but  a  sampling  of  the  conteiu  of  such 
imernal  product-orientation  fare  su'.; 
gcsts  the  variety  of  sales  problems  to 
which  slidefilms  currently  are  as 
signed. 

Increasing    Accessory    Sales 

♦  Your  Magic  Carpet  to  the  Masiive 
.MufPer  Market,  22  minutes,  color, 
recently  began  doing  sales  missionary 
work  among  the  d<jubtful  dealers  of 
-Maremont  Automotiye  Products.  Inc., 
(Chicago. 

Maremont's  jobber  salesmen  are 
very  busy  men  and  they  had  little 
time  for  pushing  motor  muffleis 
toward  automotive  parts  dealers  wlii  > 
regarded  mufflers  as  bulky  storage 
headaches  and   hard   to  install. 

\Vith  Your  Magic  Carpet  .  .  .  .Marc 
mom  shows  in  jobber-dealer  stor\ 
lorm  that  mufflers  mean  volume  anii 
profit,  that  the  market  for  them  i- 
big  and  expanding,  that  the  com 
pany  makes  a\ailable  special  tooN 
which  facilitates  muffler  removal  and 
installation  —  that  the  company  prO' 
\  ides  helpful  selling  aids. 
»         ft        » 

Caterpillar    Tells    Development 
of   Tractor   Lubricants 

♦  The  Story  of  Series  II  Oils.  27  min- 
utes, color,  tells  the  story  of  the  de- 
velopment of  detergent  oils  and  out- 
lines the  advantages  of  Series  II  Oils 
—  symbolized  by  a  second  cousin  to 
Superman.  Super  Oil.  This  history 
and  performance  story  explains  to 
salesmen  of  the  Caterpilhar  Tractor 
Co..  Peoria,  111.,  the  reasons  why  the 
company  recommends  that  these  oils. 
Caterpillar-pioneered  products,  be 
used  on  Caterpillar  equipment.  The 
dealer  is  further  strengthened  by  a 
copy  of  the  script  and  information 
booklets  to  be  used  as  sales  refer- 
ences. 

Background  on  Bronze  Alloys 

♦  The  Stoiy  of  Bunting  Bronze  Bars 
anil  Hearing,  20  minutes,  color,  spins 
out  the  story  of  bronze  from  ancient 
to  modern  times,  it  metalurgical 
make-up,  its  difference  from  brass, 
and  why  the  alloy  is  the  most  yvidcly 
used  in  the  bearing  industry.  Travel- 
ing from  general  background  to 
product  particular,  this  slidefilm 
underscores  the  superiority  of  the 
bars  and  bearings  of  the  Bunting 
Brass  li:  Bronze  Co.  of  Toledo.  From 
the  film  and  a  review  booklet.  Bunt- 
ing dealers  actpiire  profitable  knowl- 
edge of  their  merchandise  as  trans- 
lated into  customer  benefits. 
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FIELDS   FOR   SLIDEFILMS  -  7 

Utility    Dealers   Get 
Pointers  on  Products 


^  It's  a  Sutin\(in\\  24  minutes,  color, 
u'as  conceived  to  \italize  the  sales  o[ 
a  new  boiler  which,  six  months  after 
its  introduction,  was  not  selling. 
Crane  Co..  Chicago,  the  manufac- 
turer, saw  that  this  was  a  case  of 
dealer  doldrums:  the  outlet  men  were 
not  interested  enough  to  order 
samples. 

To  get  them  to  do  just  that.  Crane 
circulated  It's  n  Sunnydav  starring 
Jack  Paar  who  describes  contempor- 
ary trends  in  the  design  and  con- 
struction ol  American  homes  and 
furnishings.  Paar  shows  that  the  new 
Sunnyda\  boiler  is  designed  to  meet 
[he  latest  consumer  requirements  in 
healing  systems. 

During  slidefilm  intermission,  the 
local  Crane  representative  explained 
the  ])rop()sed  local  advertising  cam- 
paign and  distributed  sales  kits.  The 
vlidefdm  returns  with  a  salesman  talk- 
ing to  salesmen  urging  them  to  try  a 
sample  Sunnvdav  boiler  for  120  pro- 
motionai-sunnv  davs. 


Stressing  a  Key  Advantage 

^  M uldijoii  M'lisiDfi  l'i>.  .in  8-min- 
uie  color  slidefilm,  was  used  bv  the 
Mitchell  Manufacturing  Company  to 
dramatize  tor  their  dealers  the  new 
(1934)  Flush  Mount  feature  of  their 
room  air  conditioner.  Each  year  the 
manufacturer  stresses  a  new  fea- 
ture as  an  added  sales  highlight  and 
the  fiim  called  dealer  attention  to  the 
Flush  Mouiu  and  als(»  re-emphasized 
other   outstanding    product    features. 


Spark  for   a   Sales   Campaign 

♦  The  Jacques  Pott  Story,  7  minutes, 
color,    indicated    the    power    of    the 

slidefilm  to  get  sales  going  full  speed 
—  according  to  results  cited  by  Gen- 
eral Electric  Company.  G.E.  used  this 
film  to  ignite  the  '"Jackpot  Sales  Con- 
test." This  contest  program  was  plan- 
ned to  increase  sales  on  budget  lines 
by  15  percent  over  the  sales  budget 
for  the  second  quarter  of  1954.  In- 
stead of  the  Goal  of  1 15  percent 
of  sales  budget,  1 33  percent  was 
achieved.  Of  2700  eligible  salesmen, 
more  than  2500  joined  the  competi- 
tion. 

The  slidefilm's  tunction  was  to  an- 
nounce the  contest,  spark  interest, 
state  the  rules  and  accent  the  im- 
portance of  selling  continuous  profit 
lines  instead  of  hoping  for  a  single 
windfall.  .At  some  250  meetings, 
salesmen  saw  the  glib  "one  big  sale" 
exponent.  Jacques  Pott,  bested  by 
Dan  D.  Pendable  who  doesn't  gamble 
with  tremendous  odds  but  plugs 
away  on  high  volume  products. 
Jacques'  decision  to  enter  the  contest 
—to  play  the  sales  game  according  to 
Dan  D.  Pendable's  rules  —  evidently 
struck  G.E.  salesmen  as  the  right  one. 


FIELDS  FOR  SLIDEFILMS  -  8 

Towie,  Buick,  Pure-Pak 
Use  Varied  Techniques 


Setting   up   scene   for  a   National   Consumer   Finance   Assn.   slidefilm. 

DUH  PrDblems  and  YOUHS 

by  G.  Duncan  Taylor,  Mgr.,  Slidefilm  Div.,  Wilding  Picture  Prods. 


THE  (iREAT  Gkou  TH  ill  recent 
years  of  the  slidefilm  as  a  medi- 
um of  visual  presentation  is  due  in 
large  measure  to  the  much  publi- 
cized successful  use  of  this  medium 
during  World  Vi'ar  II.  The  immedi- 
ate post-war  era  saw  a  great  demand 
for  sHdefilms  by  business,  industry, 
and  educational  institutions  of  all 
kinds. 

There  followed  a  great  rush  to 
put  <>n  film  an\ thing  and  ever\ thing 
that  could  be  interpreted  into  a 
\  isual  message  ...  without  proper 
planning,  careful  analysis,  or  ex- 
perienced  guidance. 

This  resulted  in  a  lot  of  unhappy 
slidefilm  users,  who  had  to  be  edu- 
cated out  of  haphazard  attempts  at 
visual  techniques  into  the  standard 
tailor-made  siidefilms  of  toda\  — 
films  designed  ft)r  specific  purposes 
and  produced  by  people  with  pro- 
fessional  "know-how." 

It's  a  Specific  Medium 

Siidefilms.  like  charts,  radio,  tele- 
vision, motion  pictures,  etc..  have 
specific  applications.  It  is  up  to  the 
user  to  carefully  weigh  what  he  is 
trying  to  portray  to  the  viewer,  and 
to  determine  by  this  analysis 
whether  siidefilms  will  satisfac- 
torily convey  his  message  or 
whether  one  of  the  other  visual 
techniques  available  would  be  more 
suitable.  If  motion,  for  example,  is 
an  essential  to  telling  the  story,  he 
w  ould  y  e  off  base  to  consider  the 
use  of  still  photography.  On  the 
other  hand.  howe\er.  a  slep-by-step 
procedure  of  a  technical  subject 
might  best  be  illustrated  bv  a  well- 
conceived    and    produced    slidefilm. 

A  good  slidefilm  can  return  in 
benefits,  its  cost,  many  times  over. 
For  example:  a  company  recently 
produced  a  slidefilm  to  be  used  bv 
instructors  in  a  specialized  depart- 
ment of  schools.  The  film  was  ac- 
companied by  a  booklet  describing 
methods  of  class  room  presentation. 


question  and  answer  suggestions, 
and  ideas  for  student  participation. 
This  film  was  advertised  in  onlv  one 
trade  journal  and  brought  over 
2-500  requests.  They  had  originally 
planned  for  only  1.500  prints. 

Showing  Aids  $60,000  Sale 

Another  co!npan\.  nianufaLturing 
large  machining  equipment,  sold 
S60.000  worth  of  equipment  after 
one  showing  of  a  black  and  white 
■"step-by-step      procedure    slidefilm. 

Both  of  these  illustrations  prove 
that  siidefilms.  carefulU  planned 
and  properly  produced,  have  an  un- 
limited field  if  the  subject  matter  is 
adaptable  to  the  medium. 

There  are  several  effective  slide- 
film  techniques:  the  discussion  t\pe. 
the  dialogue  type,  or  the  strict 
narrative:  all  art  work,  all  pho- 
tography, or  a  combination  of  the 
two. 

Then,  there  is  the  question  of 
color.  Here  again,  a  careful  analysis 
as  to  the  purpose  and  the  objectives 
to  be  obtained  will  be  the  deter- 
mining factor  in  the  selection  of  the 
proper  technique,  and  whether  color 
w  ill  return  the  maximum  benefit  per 
dollar  invested. 

Trend  Toward  Package  Series 

The  present  trend  in  siidefilms  is 
the  "package  or  kit  type  programs. 
This  consists  of  several  —  and  some- 
times as  many  as  a  dozen  —  short 
films  covering  one  or  more  subjects 
per  meeting. 

Producers  can  cite  many  success- 
ful programs  of  this  type.  There  are 
wide  screen  applications  such  as 
Pan  Screen  —  which  uses  three  pro- 
jectors simultaneously  and  allows 
rapid  change  and  unusual  effects  to 
be  achieved. 

\^  ide-screen  projection  —  using  a 
single  projector  —  is  a  new  method 
that  permits  the  use  of  large  screens 
of  Cinemascope  proportions.  Each 
(CONTINUED  ON  NEXT  PAGE.  COL.  2  I 


♦  Deiign  for  Toda\,  29  minutes, 
black  and  white,  is  another  example 
of  a  slidefilm  crediteti  with  sales  re- 
sults exceeding  sponsor  expectation. 
Towle  Silversmiths.  Xewburvport, 
Mass..  showed  the  film  to  salesgirls 
in  department  and  specialty  stores  to 
impress  upon  them  that  TowTe's  new 
design  in  table  silverware  was  paced 
to  current  styles  in  cliina.  furniture 
and  iiousing. 

Tracing  the  line  of  design  in  silver 
from  early  times,  the  film  illustrates 
why  design  must  always  be  con- 
temporary to  sell  widely.  Through  a 
salesgirl  demonstration,  salesgirl  audi- 
ences learned  how  to  attract  the 
customer  to  the  TowIe  "Contour" 
silverware  pattern.  With  supplemen- 
tary booklets,  the  film  inspired  prod- 
uct enthusiasm  and  sales  loyalty 
among  store  personnel. 

*  *        * 

Show  Dealers  and  Prospects 

^  Till'  TInill  of  the  Yt'iir.  27  min- 
utes, color,  is  a  dual-utilization  slide- 
film.  The  Buick  Motor  Division  of 
General  Motors  Corp.  sponsored  the 
film  primarily  to  familiarize  dealer- 
ship men  with  the  195.")  Buick  car. 
The  dealers,  in  turn,  can  use  the  film 
to  show  the  new  model  to  prosj^ects 
in  group  meetings  or  in  the  home. 

.Accompanied  by  a  meeting  guide 
and  a  salesman's  reminder  folder,  the 
film  is  part  of  the  dealer  organiza- 
tion training  program. 

*  *        * 

Use  "News  Report"  Technique 

♦  A  Business  Xews  Report,  7  min- 
utes, black  and  white,  shone  as  a 
sales  beacon  when  Pure-Pak  Division 
of  Ex-Cell-O  Corporation  advanced 
from  its  success  in  the  over-the- 
counter  market  to  the  home  delivery 
field.  Pure-Pak  established  a  healthy 
position  in  the  store  sale  of  dis- 
posable paper  containers  for  milk 
and  the  home  deli\'ery  market  was  a 
new  world  to  conquer.  1"o  enlist 
dairymen  in  its  cause,  Ex-Cell-O  had 
its  salesmen  tour  tiie  milk  merchan- 
dising front  with  a  slidefilm  which 
brought  dairymen  up  to  date  on 
paper  containers. 

In  the  film,  John  Cameron  Swayze 
re\'iews  the  rapid  growth  of  paper 
container  in  grocery  milk  sales,  scores 
the  high  cost  of  a  dual-distribution 
operation  with  bottles— precluded  by 
use  of  disposable  cartons.  He  says 
that  due  to  grocer  demands  for  paper 
containers,  it  is  not  possible  to 
standardize  on  glass,  Swayze  then  sug- 
gests that  the  dairymen  survey  cus- 
tomers on  the  acceptability  of  paper 
cartons  for  home  deliverv  and  men- 
tions free  promotional  help  for  those 
who  want  to  switch  to  the  paper 
package,  A  review  book  was  dis- 
tributed at  the  showings  for  dairy- 
man reference.  ©* 
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Visualize  Your  Story 
for   Users   Audiences 


-It  The  slidefilm's  sales  job  does  not 
stop  with  dealer-salesman  indoctrina- 
tion but  acts  as  a  direct  sales  aid, 
supporting  the  salesman  in  prospect 
interviews  and  catching  the  customer 
eye  at  point-of-sale. 

•        #        » 

Selling  Business  Insurance 

♦  Which  11  HV,  ir>  minutes,  black  and 
white,  sits  smack  on  the  business 
man's  desk  and  sells  him  insurance. 
It  is  the  point-of-sale  segment  of 
Pacific  Mutual  Life  Insurance  Com- 
pany's customer  recruiting,  induction 
and  training  program.  The  sponsor 
is  pleased  with  its  success  in  telling 
the  prosjjcct  wh\  he  need  business 
insurance. 

The  film  analyzes  what  can  hap- 
pen to  a  company  not  protected  by  I 
business  insurance.  Contrasting  this 
warning  is  a  positive  pictiu-e  of  a 
company  freed  from  worry  by  ade- 
quate coverage.  The  prospect  is  set 
for  a  sponsor-informed  decision. 

Varigam   Photo   Products 
Theme  of   DuPont  Slidefilm 

♦  The  Slory  of  Vaiigam.  23  minutes. 
color,  is  a  special  sales  audience  slide- 
film.  The  Photo  Products  Depart- 
ment of  E.  I.  duPont  de  Nemours  & 
Company,  Inc.,  circulates  this  product 
story  to  commercial  and  amateur 
photographers,  camera  clubs. 

Prefaced  with  a  review  of  photogra- 
phy's role  in  betterment  of  mankind 
the  film  explores  the  use  of  photo- 
graphic papers  of  varying  contrast, 
once  essential  to  production  of 
quality  prints.  Noting  limitations  of 
the  multi-paper  technique,  the  story 
introduces  the  invention,  develop- 
ment and  abilities  of  Varigam.  De- 
picted are  the  new  duPont  filters  and 
results  obtained  by  the  Varigam  sys- 
tem. Viewing  the  film,  photographers 
learn  more  about  photo  history  and 
practice  and  discover  what  \'arigam 
can  do  for  them  in  their  search  for 
quality. 

Humor   Helps   Break   the    Ice 

*  Metamorphosis  of  .\UUie,  b'/i  min- 
utes, color,  is  a  humorous  ice-breaker 
prelude  to  another  slidefilm.  The 
Frigidaire  Automatic  Clothes  Dryer. 
Together,  the  films  are  peptalks  for 
salesmen  and  illustrative  aids  in  sell- 
ing situations. 

Metamorphosis  ...  is  a  short 
comedy  about  a  housewife  who  leads 
a  caterpillar  existence  toting  bundles 
and  fighting  the  elements  in  the  old- 
fashioned  way  of  drying  clothes. 
Millie  gets  a  Frigidaire  dryer.  This 
work  and  time  saving  machine  allows 
Millie  to  emerge  from  her  drudgery— 
a  "butterfly."  The  light  domestic 
vignette  presents  the  Frigidaire  .Auto- 
matic Clothes  Drver. 


(  CONTI.NL'ED  FROM  PRECEDI.NC  PACE  I 

of  these  recent  developments  can 
convey  messages  satisfactorily,  de- 
pending upon  the  needs  of  the  user 
and  the  effects  desired. 

To  dale,  the  use  of  slidefilms  in 
training  and  in  the  presentation  of 
new  products  or  ideas,  reflects  only 
a  small  portion  of  the  actual  po- 
tential. This  is  due  mainly  to  the 
fact  that  so  many  users  fail  to  make 
the  best  use  of  them. 

Some  companies  show   their  first 


slidefilms  with  the  exuberance  of  a 
proud  father.  Too  often  this  en- 
thusiasm wanes,  as  successive  films 
are  produced,  because  responsibility 
for  the  presentation  is  passed  down 
the  line  to  less  careful  hands. 
Represents  Company  in  Field 
Since  a  slidefilm  is  the  personal 
representative  of  a  company  in  the 
field,  as  much  care  and  thought 
should  be  devoted  to  its  presenta- 
tion as  was  given  to  its  develop- 
ment, s- 
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Professional  Products 
Demonstrated  to  Users 


YDU  Are  StiU  the  Star 

by  Helen  Krupka,  Scenario  Supervisor,  Sarra,  Inc. 


SLIDEFILMS  are  elbowing  their 
wav  into  the  limelight .  .  . 

Thev're  modestly  priced,  easy  to 
produce.  Theyve  proved  they  ve 
"got  the  stuff"  to  do  the  job — to 
get  a  message  across  and  make  it 
stick. 

\XTien  talk  swings  to  slidefilms 
these  days,  there's  a  lot  being  said 
about  "new  trends  or  new  tech- 
niques." 

Todavs  modern  slidefilms  are 
flourishing  on  new  ideas.  There's 
more  action  in  slidefilms.  More  big 
stars  and  personalities  are  being 
used.  New  and  exciting  types  of 
artwork  are  being  devised.  Music 
is  playing  an  important  part  in  the 
interpretation.  Audiences  are  being 
asked  to  take  part  in  discussions 
about  what  theyve  seen.  But  alone, 
all  these  elements  combined  are  not 
enough  . . . 

Needs  an  "Invisible  Sparkplug" 
Something  else  is  needed.  Neces- 
sary. Every  successful  slidefilm 
needs  an  "invisible  sparkplug. 
What  is  this  "invisible  sparkplug?" 
It's  the  ability  to  get  through  to 
the  audience  —  and  to  make  people 
act!  It's  the  thing  that  makes  a 
film  sell:  a  piece  of  merchandise  — 
a  concept  of  safety  —  or  a  new- 
idea. 

It's  something  that  speaks  direct- 
ly to  everyone  who  sees  the  film. 
Although  the  audience  may  number 
in  the  tens  of  thousands,  it  speaks 
to  you  alone. 

"Look."  it  says,  "here's  some- 
thing that  YOL'LL  be  interested 
in''  .  .  .  "here's  something  that'll 
put  more  money  in  \  OL  R  pocket 
.  .  .  "Something  that  will  make 
YOUR  work  easier  —  YOUR  life 
better"'  .  .  .  "This  is  something 
YOU  should  buy  —  or  do  —  or 
think." 

In  other  words,  this  "invisible 
sparkplug"  is  built  arovmd  the 
simple  .'^-letter  word,  "you."  Or 
rather,  it  should  be  spelled  in  caps 


—  YOU.   It   is  nothing  more  than     I 
"YOU-appeal." 

A  new  idea?  Of  course  not!  Long 
ago  someone  discovered  that  the 
word  "You"  is  music  to  the  ears  of 
all  of  us.  And  folks  have  been  trad- 
ing in  on  it  ever  since.  But  big  and 
basic  as  this  idea  is,  we  can  lose 
sight  of  it  at  times. 

However,  in  these  days  of  com- 
petitive selling  and  selective  buy- 
ing, the  idea  emerges  more  strongly 
than  ever  before.  The  demand  is  for 
an  accurate  measurement  of  the 
sales  effectiveness  of  a  film. 

An  Example  of  This  Type 
Let's  take  a  case  of  one  recent 
film  to  which  just  such  a  gauge  was 
applied.  Color  In  Action  —  a  121 2- 
minute  color  sound  slidefilm.  pro- 
duced for  the  Martin-Senour  Com- 
pany. 

The  proposed  audience  for  the 
film?  "The  present  Martin-Senour 
dealer  organization  and  prospective 
dealers  throughout  the  country.  Its 
purpose?  To  acquaint  present  deal- 
ers with  the  new  Customized  Color 
Center  paint  merchandising  aid  — 
and  to  open  up  new  dealerships. 

The  Totals  Tell  the  Story 
Sixty  days  after  the  release  of  the 
film,  a  questionnaire  w  as  distributed 
to  the  salesmen.  On  the  basis  of  re- 
plies   from    2.5    salesmen,    it    was 
learned  that  the  film  had  been  shown 
147  limes.  \^  as  it  successful?  Well, 
the  figures  speak  for  themselves  . . . 
The  147  shoicin^s — during  the 
first  60  days  —  resulted  in   the 
direct  sale  of  35  Color  Island 
(or  Customized  Color  Center  J 
assortments.    Retail   price  — 
$1,000  each.  Total  sales  in  just 
60  days,  $35,000.  And  there  is 
still  more  .  . . 

Six  months  later,  333  units  —  at 
the  SI. 000  price  —  had  been  sold. 
Current  sales  are  averaging  -1  to  5 

(CONTINUED    ox    P.\GE    47,    COL.    ll 


♦  The  Purpose  and  Techniques  of 
Oxygen  Therapy,  3-4  minutes,  color, 
circulates  on  free  loan  to  professional 
and  medical  management  audiences 
concerned  with  the  use,  purchase,  in- 
stallation and  maintenance  of  oxy 
gen  supply. 

Fostering  a  better  comprehension 
of  oxygen  therapy  techniques,  this 
film  places  the  sponsor  and  products 
in  a  kind  light.  The  sponsor,  The 
Ohio  Chemical  k  Surgical  Equipment 
Co..  manufactures  oxygen  therapy 
equipment.  With  its  parent.  Air  Re 
duction  Co.,  Inc.,  the  firm  also  sup 
plies  compressed  oxygen  to  hospitals. 
The  film  shows  the  discovery  and 
importance  of  oxygen,  its  develop- 
ment for  therapeutic  purposes,  its 
availability.  The  transfer  and  use  of 
oxygen  and  conditions  causing  in- 
sufficient amount  of  oxygen  in  the 
tissues  and  blood  are  compared  to 
the  operation  of  a  transportation 
system.  Five  basic  techniques  of  oxy- 
gen administration  are  depicted  in 
hospital  settings.  Channels  of  co- 
operation between  the  medical  pro 
fession  and  manufacturers  are  out 
lined.  In  certain  uses,  products  other 
than  the  sponsor's  are  depicted  to 
provide  complete  coverage. 
»        *        » 

"Person   to   Person"   Shows 
Flexifone    Intercom    Benefits 

♦  Person  to  Person,  15  minutes,  color, 
meets  prospects  with  a  story  of  the 
Flexifone  intercommunications  sys- 
tem, manufactured  by  DuKane  Cor- 
poration. St.  Charles.  111.  .\  dealer's 
companion,  this  slidefilm  sells  the 
business  communications  system  as 
an  idea,  clearly  exemplified,  pre- 
paring the  prospect  for  the  dealer's 
"we  -  hav  e  -  one  -  for  -  your  -  needs"  mes- 
sage. 

In  the  film,  a  company  is  ham- 
strung by  lack  of  adequate  communi- 
cations. Telephone  and  personal  of- 
fice visits  do  not  suffice,  business 
suffers.  Fellow  in  the  service  depart- 
ment has  the  answer:  install  an  inter- 
com system.  Flexifone  proves  its  worth 
—greater  office  efficiency.  The  product 
is  described  in  details  of  various 
models  and  functions.  DuKane's 
representative  is  here  to  solve  your 
problem.  DuKane  makes  the  film 
available   for  sale  and  on   free  loan. 

Person  to  Person" 
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Visualscope   wide-screen   scenes   above   and    below    .    .    .    show    how    progressive  visual  disclosure  reveals  .  .  .  the  full  panoramic  story  tor  the  business  sponsor 

Visualscope  Wide-Screen  Presentation 


SINGLE  PROJECTION,  utilizing  one  LOOO-watt  projector  equipped  with 
the  special  anamorphic  lens  and  utilizing  a  single  widescreen  is  the 
key  to  the  Visualscope  approach  to  wide-screen  slidefilm  presentation,  cur- 
rently developed  by  Visualscope.  Inc.  of  New  York  City.  The  simplicity  of 


this  operation  does  not  minimize  its  visual  effectiveness  as  a  recent  sponsored 
program  from  which  scenes  on  this  page  will  attest.  In  this  subject,  the 
build-up  or  pop-on  method  was  used  to  tell  the  story;  semi-animation  was 
used  to  move  art  work  off  the  screen  to  the  left.  With  this  method,  Visual- 
scope  was  able  to  project  a  picture  30  feet  wide  and  claims  considerably 
lower  cost.  Programs  may  be  either  photographic  or  art  and  may  be  sound 
or  silent:  with  either  manual  or  fully  automatic  picture  change.  B" 


Adding  effectively  to  the  visualized   screen   story 


subsequent  scenes  reveal    growth    of   facilities 


in    this    typical    Visualscope    presentation    scene. 


YOU  Are  Still  the  Star: 

(CONTINUED  FROM  THE  FACING  P.4GE) 
a  week.  In  addition.  161  new  ac- 
counts have  been  signed. 

If  we  were  to  analyze  that  Martin- 
Senour  film  —  break  it  down  — 
we  d  see  that  physically  it  is  made 
up  of  pretty  much  the  same  elements 
as  most  other  films. 

Mechanically,  it  breaks  down 
into  about  20"^  cartoon  for  motiva- 
tion —  80"^  live-action  photos  for 
demonstration.  It  has  a  single  nar- 
rator and  a  pretty  straightforward 
story.  But  this  film  has  sold.  It  has 
accomplished  what  it  set  out  to  do. 
It  got  results. 

"YOU  Appeal"  Is  the  Spark 
These  results  are  the  clue.  Proof 
that  this  Martin-Senour  film  had 
something  that  less  successful  films 
do  not  have.  That  "invisible  spark- 
plug"— "YOU-appeal."  That's  what 
makes  the  big  difference  .  .  . 

The  Martin-Senour  film  starts  out 
with  "YOL  -appeal  during  the  very 
first  seconds  of  the  film  —  and  never 
loses  sight  of  it  afterwards.  It  says 
to  the  dealer.  "We  know  1  OL  have 
problems  .  .  ."  (large  inventories. 
obsolete  stock,  meager  selections  of 
paint  colors)  .  . . 

By  the  time  the  film  is  ready  to 
give  the  above  advice,  the  audience 
is  ready  to  receive  it.  They  are  fol- 
lowing this  bit  of  advice  —  to  the 
tune  of  thousands  of  dollars  spent 
for  Color  Islands.  That  "invisible 
sparkplug.'  "YOU-appeal".  can 
chalk  up  another  job  well  done.     ^ 


Slidefilms  an  the  Visual  Team 

by  Henry  Strauss,  President,  Henry  Strauss  and  Company 


THE  Sound  Slidefilm  has  re- 
cently come  of  age  as  a  full- 
fledged  member  of  the  family  of 
audiovisual  media.  \^Tiile  by  no 
means  seated  at  the  head  of  the 
table,  it  has  at  least  outgrown  the 
status  of  a  stepchild  and  is  being 
increasingly  recognized  as  worthy 
of  filling  important  positions  of  its 
own. 

Some  of  the  reasons  for  this  grow- 
ing prestige  are  technical — such  as 
the  introduction  of  new  automatic 
or  wide-screen  projection  devices. 
More  important  still  is  the  improved 
quality  of  creative  effort  being  ex- 
pended on  slidefilms.  Imaginative, 
colorful  artwork  is  replacing  stereo- 
tvped.  and  frequently  rather  lifeless, 
photography.  Scripting  that  com- 
bines warmth,  humor,  and  story  in- 
terest is  removing  the  stigma  of  the 
"illustrated  lecture"  under  which 
the  medium,  to  a  certain  extent,  suf- 
fered. 

Growing   Recognition  of  Value 

Most  significant  of  all.  1  believe, 
is  a  growing  recognition  that  the 
slidefilm  has  qualities  that  make  it 
uniquely  well  fitted  for  certain  types 
of  training  functions.  Sponsors  and 
producers  alike  no  longer  regard  it 
simply  as  a  "bargain  basement  tool" 
...  to  be  used  mainly  when  the 
budget  won't  accommodate  a  "live" 


or  animated  film.  Though  economy 
is  undoubtedly  still  a  determining 
factor  in  many  cases,  more  and 
more  frequently  sound  slidefilms  are 
being  chosen  because,  in  a  particular 
situation,  thev  will  do  the  job  best. 

Teamed  With  Motion  Picture 
From  our  own  experience.  I  would 
sav  one  of  the  most  important  of 
these  situations  is  the  kind  where 
"programmed  communications 
seems  called  for  .  .  .  that  is-  the  use 
of  several  different  types  of  media 
to  overcome  different  facets  of  a 
problem.  Here  the  sound  slidefilm 
can  be  teamed  up  with  the  motion 
picture  and  other  media  to  do  a  job 
no  one  of  them  could  do  alone.  The 
motion  picture  acts  as  a  "blocking 
back  "  .  .  .  breaking  down  resistance 
with  its  powerful  emotional  punch 
.  .  .  creating  new  attitudes  and  the 
desire  to  learn.  Through  the  open- 
ing thus  created,  the  sound  slidefilm 
carries  the  factual  or  informational 
ball. 

The  program  we  developed  for 
improving  the  performance  of  Pan 
American  World  Airways  Flight 
Service  Personnel  provides  a  good 
example.  Part  One  of  this  program 
consisted  of  a  motion  picture  .  .  . 
Flight  Happy  .  .  .  designed  to  cre- 
ate enthusiasm  for  the  job  by  giv- 
ing Pursers  and  Stewardesses  a  new 


point  of  view  on  it  .  .  .  by  casting 
them  as  hosts  and  hostesses  rather 
than  as  servants.  The  second  part 
employed  two  slidefilms  .  .  .  Flight 
Zero  Thousand  and  It's  Your  Baby 
which  showed,  with  warmth  and 
humor,  the  "wrong  way-right  way" 
techniques  for  filling  this  role  suc- 
cessfully. In  this  one-two  combina- 
tion the  motion  picture  raised  a 
head  of  inspirational  steam,  while 
the  slidefilm  set  up  the  channels  for 
putting  it  to  effective  use. 

Can  Stand  On  Its  Own 
This  is  not  to  say  that  the  slide- 
film  won't  stand  on  its  own  feet.  We 
have  found  it  to  be  particularly  val- 
uable as  a  training  device  when  the 
]jroblem  is  to  explain  a  complicated 
new  idea  w  ith  enough  clarity  so  that 
it  will  be  readily  understood,  and 
enough  forcefulness  to  get  it  ac- 
cepted. The  slidefilm  here  has 
marked  advantages.  It  permits  you 
to  give  information  in  an  orderly, 
(CONTINUED    ON    THE    NEXT    PAGE  I 

Scene  from  PAA  slidefilm  titled 
"Flight  Zero  Thousand." 


NUMBER 


VOLUME       16 


1955 
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ICONTIMtU  FROM  I'KKCKUING  1>ACE  I 
slep-by-slep  manner  .  .  .  with  fre- 
quent pauses  for  summing  up  .  .  . 
while  still  retaining  enough  enter- 
tainment value  to  hold  audience  at- 
tention. If  the  idea  you  want  to  get 
across  runs  counter  to  estahlished 
practices  in  addition  to  tiling  difli 
cult  to  grasp,  more  than  one  fihii 
ma\  he  necessary  ...  as  in  the  series 
on  team  nursing  we  produced  foi 
Johnson  &  Johnson. 

One  entire  film — The  Team  Con- 
cept  in  \ursing  Care — was  required 
to  explain  the  idea  and  give  a  con- 


Scene  in  "Team  Nursing"  Slidefilm 
vincing  picture  of  its  advantages.  A 
second — 5(.r  Steps  to  Team  Nursing 
— was  then  used  to  show  how  to  ac- 
tuallv  huild  and  activate  a  nursing 
team  and  integrate  it  into  existing 
hospital  set  ups. 

There  are.  we  feel,  many  other 
times  when  the  slidefilm  may  be  the 
"prescription  of  choice."  That 
choice,  independent  of  budget,  is  ad- 


\is3ble   when   a  situation   calls   for: 

1.  Kase  and  versatility  of  use  for 
the  medium. 

2.  The  visual  presentation  of  a 
factual,  technical  story. 

.).  The  step-by-step  presentation 
of  information  or  of  training  meth- 
ods where  movement  and  emotional 
qualilv  is  not  a  requirement  for  ef- 
fectiveness. 

4.  Multiple  language  media  I  a  re- 
(juirement  in  an  increasing  number 
of  situations! . 

r>.  The  use  of  short  case  history 
studies  to  motivate  conference  dis- 
cussion in  specific  on-the-job  train- 
ing sessions. 

6.   Portabilitv  of  presentation. 

The  list  could  be  and  is  being  e.v 
tended  almost  indefinitely.  To  my 
iiind,  the  most  important  advance 
Ml  the  development  of  the  medium 
has  been  the  use  of  the  same  degree 
of  creative  imagination,  writing,  and 
production  skills  found  in  the  de- 
velopment of  motion  pictures  to  cre- 
ate slidefilms  that  are  capable  of 
entertaining  and.  to  a  degree,  in- 
volving the  audience  emotionally. 
The  most  positive  aspect  in  the 
growth  of  the  medium  and  the  one 
in  which  the  threshold  has  just  been 
crossed  is  in  its  use  for  extra 
strength  and  versatility  in  integrated 
connnunications  and  training  pro- 
grams for  business.  ^' 


Multi-PurposG  TdqI  for  Business 

by  James  E.  Holmes,   Film   Division,  Vogue-Wright  Studios 


/^NE  OF  Our  Clients  recently 
^-^  stated.  "A  few  years  ago  I 
thought  slidefilms  were  on  their  way 
out.  but  now  we  are  using  them  in 
more  wavs  than  ever  before. 

I  [)on  analvzing  this  remark,  it  is 
found  that  the  wider  utilization  of 
slidefilms  results  from  a  better  un- 
derstanding of  the  media  and  the 
application  of  proper  techniques  to 
reach  specific  objectives.  I  p  to  date 
techniques  and  treatments  which 
will  include  such  things  as  original 
music,  drawings,  modern  art.  sound 
effects,  wide  screen,  etc..  contribute 
greatly  to  acceptability  and  proper 
impression   on   the  part   of  viewers. 

More  for  Your  Program  Dollar 
Even  more  important,  however,  is 
to  devise  ways  of  assuring  broader 
applications  so  that  a  greater  return 
for  every  dollar  invested  is  realized. 
The  fact  that  slidefilms  can  be  eas- 
ilv  and  economically  converted  and 
adapted  is  an  inherent  value  of  this 
medium.  One  way  of  doing  this  is 
to  develop  different  versions  for  dif- 


ferent   audiences    for    the    sponsor. 

For  instance,  one  of  our  clients 
produced  a  slidefilm  on  Mounting. 
Demounting  and  Servicing  Tubeless 
Tires.  The  first  version  was  designed 
for  their  own  store  and  dealer  em- 
ployees. Another  version  was  made 
which  w as  given  to  automobile  man- 
ufacturers for  use  in  their  service 
training  schools.  Eleven  manufac- 
turers took  advantage  of  this  offer 
and  made  it  a  part  of  their  program 
in  their  district  and  regional  train- 
ing schools. 

Another  example  is  that  we  are 
producing  sound  slidefilms  in  color 
which  are  being  used  to  train  deal- 
ers and  emplovees  in  the  home  fur- 
nishings field.  Another  version  is 
made  for  use  by  consumers,  such  as 
local  womens  groups.  Another  ver- 
sion, without  a  record,  is  made  from 
the  same  material  and  is  used  in 
high  school  home  economics  classes. 

An  insurance  company  is  backing 
up  its  motion  pictures  with  a  sound 
slidefilm  containing  the  same  mate. 
rial  which  is  used  where  motion  pic- 


ture proje:.tors  an*  not  available. 

In  these  examples  the  sponsor  is 
realizing  a  greater  return  on  his  in- 
vestment because  of  the  increase  in 
audience  coverage. 

In  most  cases  the  original  script 
and  visual  treatment  can  be  used 
with  a  minimum  of  rewriting  or 
new  artwork.  The  greatest  element 
of  cost  will  be  that  of  a  new  re- 
cording. 

As  far  as  trends  are  concerned. 
we  are  finding  that  slidefilms  arc 
being  supplemented  with  other  ma- 
terials such  as  meeting  guides,  bro- 
chures, and  reminder  pieces.  These 
materials  assure  higher  retention 
values,  in  addition  to  giving  the 
meeting  leader  more  confidence  in 
his  ability  to  put  on  a  good  meeting. 


Som.e  of  our  clients  are  keeping 
re?ords  of  the  number  of  showings, 
the  nundjer  of  viewers,  reactions  to 
the  presentations,  and  suggestions 
for  future  productions.  This  infor- 
mation helps  to  confirm  expendi- 
tures and  also  serves  to  make  sub- 
sequent programs  more  effective. 

The  use  of  up-to-date  treatments 
contribute  greatlv  to  acceptabilitv 
both  audio  and  visually  —  for  thi 
benefit  of  the  viewer,  but  effectivi 
treatments  should  be  expected  from 
professional  producers.  The  big  job 
is  to  find  ways  whereby  the  orig- 
inal concept  of  a  slidefilm  can  be 
adapted  so  that  a  story  can  be  told 
to  different  audiences  and  leave  the 
desired  message  and  impact  with 
each  one  of  them.  !^' 


Making  Slidefilms  to  Train 

by  Charles  Elms,   President,  Charles   Elms  Productions 


L 


NTH.  THE  television  commercial 
toiik  it  s  place,  the  sound  slide- 
film  held  the  distinction  of  being 
the  most  misused  of  all  audio- 
visual presentations,  -^n  audio-visual 
presentation  is  such  a  powerful  tool 
that  even  a  bad  one  has  some  ef- 
fectiveness, but  why  some  clients, 
advertising  agents  and  producers 
throw  all  the  tried  and  proven  tech- 
niques of  good  visual  presentations 
awav  when  they  come  to  making  T\ 
commercials  and  sound  slidefilms  is 
a  mysterv. 

The  sound  slidefilm  is  an  ideal 
medium  when  used  in  the  right 
place  —  to  do  the  job  for  a hich  it 
is  best  suited  —  "Training".  Too 
often  the  sound  slidefilm  is  looked 
upon  as  the  "poor  relation"  of  the 
motion  picture.  It  is  often  bought 
by  clients  who  feel  they  can  t  afford 
a  motion  picture,  and  the  producer 
hasn  t  enough  backbone  to  con- 
vince him  that  if  he  really  needs  a 
motion  picture,  a  slidefilm  won  t 
lake  it's  place. 

A  Combination   for   Results 

The  sound  slidefilm  comes  into 
its  own  and  does  a  good  job  when 
produced  for  and  used  by  com- 
panies that  have  a  good  sales  train- 
ing and  sales  promotion  department, 
who  know  the  virtues  of  the  sound 
slidefilm  and  see  to  it  that  it  is 
properlv  planned,  produced  and 
used. 

It  takes  as  nmch  ability  and  care 
to  turn  out  a  script  for  a  successful 
sound  slidefilm  as  it  does  to  plan 
and  write  a  good  motion  picture. 
There  is  all  the  difference  in  the 
world  between  a  sound  slidefihn 
written  and  produced  by  a  producer 
that  know^s  the  medium  and  makes 
the  best  use  of  it  s  advantages  and 


one  that  is  produced  by  one  not 
familiar  with  the  medium.  Too  often 
the  planning  and  producing  of  a 
sound  slidefilm  is  put  in  the  hands 
of  pei>ple  who  do  not  know  the 
medium  and  Imw  to  get  the  most 
out  of  it. 

Not  a  Job  for  Amateurs 

Some  companies  think  the  pro- 
duction of  a  sound  slidefilm  is  so 
simple  that  they  have  a  member  of 
their  staff  write  a  thesis  on  the  sub- 
ject to  be  covered  and  then  gather 
together  some  photography  and  art 
—  try  to  put  them  together  and  ex- 
pect to  have  a  sound  slidefilm.  Often 
the  results  are  so  bad  they  would 
have  been  better  off  if  the\  had  just 
recorded  the  narration  and  not  at- 
tempted  the  visual. 

Since  we  gather  o5''7  of  our  in 
formation  by  sight  and  only  1-5' 
bv  sound,  a  sound  slidefilm.  to  h'- 
successful,  must  have  a  script  writ- 
ten so  that  it  can  be  so  visualized 
that  the  visual  carries  the  big  per- 
centage of  the  load  and  does  not 
lean  too  heavily  on  the  audio  for 
support. 

New  trends  and  techniques  havi- 
been  added  to  the  conventional 
sound  slidefilm  to  expand  its  field 
of  use  and  to  make  it  more  dra- 
matic. Some  of  these  presentation^ 
when  well  done,  because  of  th' 
novelty  and  unusual  pictorial  01 
audio  techniques,  have  done  a  good 
job.  I  do  not  consider  these  spec- 
tacular or  novelty  treatment  souml 
slidefilms.  but  put  them  in  an  exhi 
bition  class  b\   themselves. 

I  feel  that  day-in  and  day -out.  tin- 
sound  slidefilm  belongs  in  the  train- 
ing field  and  the  producer  s  efforts 
ought  to  be  aimed  at  basic  improve- 
ments in  plamiing  and  priKluctitm.^ 
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The  above  list  of 
clients  perioins 
to  motion  pictures  of 
twenty  to  thirty  minutes 
in  length,  in  produc- 
tion now  ...  it  does  not 
include  television 
commercial  clients. 


1 


IS    CURRENTLY    PRODUCING 


MOTION    PICTURES 


for 


American  Heart  Association 

American  Society  of  Agricultural  Engineers 

American  Telephone  &  Telegraph  Co. 

Campbell  Soup  Company 

Ford  Motor  Company 

General  Motors  Corporation 

Johnson  and  Johnson 

Monsanto  Chemical  Co. 

Outboard,  Marine  and  Manufacturing  Co. 

Charles  Pfizer  and  Co. 

Scovill  Manufacturing  Co. 

Standard  Oil  Company  (New  Jersey) 

Union  Carbide  and  Carbon  Corp. 

United  States  Air  Force 

United  States  Navy 


I 


MPO 


PRODUCTIONS,     INC. 

15  East  53  rd  Street.  New  York  22,  N.  Y. 
MUrray  Hill   8-7830 


the  mark  of 

excellence  in 

commercial  films 


GATE  &  MCGLONE 

films  for  iiiduslry 
1521  cross  roads  of  the  world 
hollywood  28,  California 


CREATIVE 

SKILL  AND 

TECHNICAL 
PERFECTION 


•  MOTION   PICTURES 

•  FILMAGRAPHS 

•  SLIDE  FILMS 

•  SLIDES 

•  TRAINING  COURSES 

•  TRAINING  GUIDES 

•  FLANNEL  BOARDS 

•  TV  COMMERCIALS 

•  PAN   SCREEN   PROD. 

•  VU-GRAPHS 


254  WEST  54th  ST.,  N.Y.C. 
COIumbus  5-7620 


TRENDS  IIV  THE  NEWS 

OF    BUSINESS   AND    SPONSORED    PICTURES 

(CONTINUED  FROM  PACE  SIXTEEN! 
years  ago  had  to  be  a  string-saver  dependent 
upon  inadequate  and  obsolete  equipnicnt  and 
supplies,  the  modern  industrial  photographer  is 
a  very  competent  technician  having,  and  fullv 
capable  of  using,  the  best  possible  equipment  and 
materials." 

Cannon  remarked  that  ""modern  industry  has 
come  to  recognize  that  if  the  sphere  of  opinion 
is  left  unattended,  it  can  adversely  affect  any 
company's  operations.  The  growing  reality  of 
this  particular  problem  has  prompted  many  busi- 
nesses to  expend  part  of  their  operating  capital 
for  photography  as  a  medium  with  which  to  keep 
their  stockholders  better  oriented,  their  em- 
ployeers  belter  informed,  and  the  public  more 
enlightened  about  the  company  s  contributions 
to  the  community."  ^' 

Consolidated  Film  Industries  Adds  a  Two- 
Story  Annex  Building  to  Facilities 

■¥  A  new  two-story  annex  will  be  added  to 
Consolidated  Film  Industries'  present  35mm 
building  as  part  of  the  laboratorv's  expansion 
program,  according  to  Sidney  P.  Solow.  CFl 
vice-president  and  general  manager. 

The  additional  facilities  have  been  designed  to 
improve  service  and  utilize  techniques  developed 
as  a  result  of  Consolidated's  research  in  the  field 
of  quality  improvement.  The  new  structure  marks 
an  important  extension  of  CFIs  35mm  proces- 
sing facilities.  When  completed,  production  po- 
tential will  be  almost  double  that  of  the  present 
B  &  W  negative  and  positive  output,  the  company 
notes.  All  new  high-speed  equipment  has  been 
flexibly   designed   to   permit  total  conversion   to 

color  processing. 

*        *        * 

An  Editor's-Eye-View  of  the  Exhibits  at  the 
National  Audio-Visual  Convention 

■¥  Business  audio-visual  users  who  attended  the 
lavish  Trade  Show  of  the  10th  Annual  National 
Audio-Visual  Convention  in  Chicago  last  month 
picked  up  a  lot  of  good  ideas  for  fall  program 
use. 

Among  the  120  exhibitors  were  every  leading 
maker  of  16mm  sound  motion  picture  equip- 
ment, leading  slide  and  slidefilm  projector 
makers,  opaque  and  overhead  manufacturers  as 


well  as  a  number  of  special  devices  such  as  the 
new  Perceptascope  projector. 

In  magnetic  tape  reproduction,  the  outstand- 
ing new  idea  seemed  to  be  Bernard  Cfiusino's 
development  of  a  tape  cartridge,  featured  at  the 
show  on  the  new  Keystone  tape  recorder.  This 
tape  ludder  cartridge  enables  the  user  to  simply 
put  the  program  into  the  reproducer  without 
manual  threading. 

The  TelePrompTer  people  were  there  in  full 
force,  with  Irving  Kahn  and  Bill  Marsh  as  execu- 
tives in  charge.  TelePrompTer  showed  its  new 
portable  prompter  unit  as  well  as  a  complete 
""automation  "  meeting  setup  which  provided  for 
screen  material,  tape  and  the  familiar  prompter. 
New  transparent  glass  outriders  were  shown, 
putting  the  speaker's  material  directly  before  his 
eyes  at  each  side  of  the  rostrum  but  with  no 
interference  to  the  audience. 

Bell  &  Howell  showed  a  new  professional-type 
16mm  magnetic  sound  projector,  based  on  the 
JAN-quality  specifications.  Anipro  showed  its 
complete  line  of  16mm  sound  projectors,  to- 
gether with  new  Hi-Fi  models  of  its  tape  re- 
corders. 

The  trend  toward  wide-screen  projection  was 
further  emphasized  by  exhibits  of  Vistascope  and 
Radiant  anamorphic  lenses,  which  Bell  &  Howell 
also  featured.  Lower  costs  for  projector  lenses 
are  indicated  this  fall  from  several  sources. 

Wide-screens  for  projection  are  offered  by 
DaLite  Screen.  Radiant  Manufacturing  Corp. 
and  Commercial  Picture  Equipment  Co.  ^' 

2300  at  Tenth  NAVA  Convention: 

I  C  O  N  T  I  N  U  E  D  FROM  P  .4  G  E  T  H  I  R  T  Y  -  S  I  X  ) 
optical-magnetic  sound  projector."  based  on  JAN 
specifications. 

Realizing  that  the  extensive  displavs  of  the 
latest  equipment,  materials  and  services  are  of 
untold  benefit  to  professional  users,  greater  lati- 
tude in  permitting  the  attendance  of  these  con- 
sumers has  been  urged  in  recent  vears.  This 
years  Workshop  programs  followed  that  trend 
and  Advisory  Committee  recomniendations  dur- 
ing the  Convention  were  in  favor  of  even  greater 
participation  during  special  consumer  days  while 
the  Trade  Show  is  in  progress. 

*        *        # 
Allen   Adams   Neu/   President  of  3-Dimen- 
sion.  Bell  &  Howell  Chicago  Subsidiary 
■¥  Allen  M.  Adams  has  been  named  president  of 
the  TDC  I  Three  Dimension  Companvl   Division 
ICONTINUED    ON     P.\GE     FIFTY -TWOI 


Louisville    Board    of    Educatio^ 
Delmonico    Foods,    Inc. 
Tube   Turns,    Inc.    •    Ameri 
The  Mengel  Co.   •   Royal  C 
Grand   Lodge   of   Kentucky 
Oertel  Brewing  Co.    • 
WCBS-TV  •  Morton  P 
Stewart  Dry  Goods  Co. 


Sears,   Roebuck  &   Co. 

rst    National    Bank 

oney-Krust    Bread 

State  of   Kentucky 

reen    Pastures   Com. 

eneral   Electric  Company 

Ajax   Manufacturing   Co. 

to.    •    American   Air  Filter  Co.,   Inc. 


National    Sanitary    Supply    Association     •     Citizens    Fidelity    Bank    and    Trust    Co 


50 


BUSINESS      SCREEN      MAGAZINE 


Now. . .  new,  economica 

Kodaslide  Signet  300  Projector,  Filmstrip  Model 


Do  you  want  the  smoothest  possible  filmstrip  projection? 
...  At  a  moderate  price? 

Then  take  a  good  look  at  this  new  Signet  300  Filmstrip 
Projector.  Amply  bright  for  most  locations,  its  300-watt 
rating  makes  it  an  able  little  brother  to  the  super-brilliant 
Kodaslide  Signet  500  Filmstrip  Projector. 

Frames  advance  fast  as  a  flick,  thanks  to  the  unique. 


nylon-geared  Geneva  mechanism.  Sprocket  teeth  are  clearly 
visible  to  help  you  thread  it  easily  and  quickly.  Even  when 
it's  necessary  to  load  with  cut  or  damaged  film,  the  new 
enclosed  mechanism  will  deliver  top  performance. 

Yet  for  all  this,  the  new  Kodaslide  Signet  300  Filmstrip 
Projector  is  priced  at  only  $85.50.  A  strong,  handsome, 
lightweight  carrying  case  is  also  available. 


7  MORE  REASONS 

why  you'll  like  the  new  Signets 

1.  //3.5,  5-inch  Lumenized  Kodak  Projection  Ektanon 
Lens  (//2.8  also  available  on  Signet  500). 

2.  Two  Lumenized  c\osQ-coup\td  condenser  lenses  and 
aluminized  glass  reflector  help  collect  and  deliver  bril- 
liant, sparkling  pictures  to  your  screen. 

3.  Positive  cam  action  assures  safe  plate  separation 
before  film  can  be  advanced. 

4.  Rapid  rewind  device. 

5.  Supplied  with  automatic  take-up  sHde  changer, 
automatic  slide  sequence  stacking.  Accepts  Kodaslide 
Box  for  group  slide  filing  and  storage ;  takes  Airequipl 
Slide  Changer;  single-frame  stereo  adapter  available. 

6.  Quiet  impeller-type  blower  gives  full-pressure  cool- 
ing; aluminum  heat-dissipating  panels  channel  cool 
air  over  all  internal  surfaces;  extra-thick  heat-absorb- 
ing protective  glass. 

7.  Sturdy,  die-cast  aluminum  housing  with  controls 
located  for  greatest  convenience. 


WANT  MORE  INFOttMATtON?  See  your  Kodak  Audio-Visual  Dealer  for  full  information 
obout  Hie  new  Signet  300  or  500  Filmstrip  Proiectors.  He  will  be  glad  to  arrange  a  demon- 
stration at  your  convenience.  Or  just  mail  us  the  coupon  for  o  completely  detailed  pamphlet. 


Price  subject  to  change  without  notice. 

EASTMAN  KODAK  COMPANY 

Dept.  8-V,  Rochester  4,  N.  Y.  j^. 

Please  send  more  information  about: 

n  Kodoslide  Signet  300  Projector,  Filmstrip  Model 

D  Kodaslide  Signet  500  Projector,  Filmstrip  Model 

NAME 

TITLE 

ORGANIZATION 

STREET. 
CITY_ 
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tMPIRE  PilOSOUND 

INCORPORATED 

Films     for     industry     and     television 

1920     LYNDALE     AVENUE    SOUTH 
MINNEAPOLIS     5,    MINN. 


Synchronous    Motor    Drive    for 

16mm  Projectors 

Bspeciaily  designed  to  drive  all  Bell  &  Howell,  Ampro 
and  Victor  16mm  projectors  at  synchronous  speed. 
The  synchronous  motor  drive  con  be  instantly  ottachecJ 
to  projector  and  taken  off  at  any  time.  No  special 
technical  knowledge  required  lor  instollotion  and 
mounting. 

The  synchronous  motor  drive  is  complete  with  bose- 
plote.  Cannon  plug  for  coble  and  power  switch,  and 
a  set  of  reduction   gears. 

IT  rile  for  more  tletails  and  prices 

Also  available  on  special  order.  Synch.  Motor 
Drive    for    all     Simplex     35mm     portable     projectors. 

ONE  YEAR  GUARANTEE!  Immediate  Delivery 
Available  at  leading  dealers,  or  direct. 

CINEK  AD 

ENGINEERING   COMPANY 

500  West  52nd  St.,  New  York   19,  N.  Y. 

PLaza  7-3511 

DESIGNERS   AND   MANUFACTURERS   OF 
MOTION    PICTURE-TV    EQUIPMENT 

Send  for   free    folder   of   illustrofed   Mo'ion    Pitfure    and 
Audio-Visual  equipment  manufactuted  by  Cinetad 


TRENDS  m  THE  IVEWS 

OF  BUSINESS  AND  SPONSORED  PICTURES 
(continued     from     page     fiftyi 

of  the  Bell  6>  Hiiwcll  (loni|Kin\.  He  succeeds 
Henry   A.   Buhrii   «li(i   is  reliriii;;. 

Mr.  Adams  joined  Bell  \  Howell  in  Si'jili'Milicr 
1950  as  directtir  of  purchases.  He  was  a[)|Mtinted 
director  of  purchasing  and  material  control  in 
195.1  He  will  continue  to  be  responsihle  for  the 
company  s     purchasing     and     material     control 

functions. 

«        #        # 

Wallace  Gordon  Named  duPont  Ad  Chief 

"K  \\  allace  K.  (iordon  has  lieen  named  as  director* 
of  the  advertising  department  of  E.  I.  duPont 
de  Nemours  and  Company.  Inc.  He  moved  to  the 
new  directorship  from  his  position  as  assistant 
director  of  sales  of  duPonts  Grasselli  Chemicals 
Department. 

Gordon,  who  joined  duPont  Company  in  1938 
as  a  research  chemist,  replaced  William  A.  Hart 
who  has  retired.  Nationally  known  in  advertising. 
Mr.  Hart  rounded  out  a  31-year  career  with 
duPont  in  August. 

Jack  Frost  Opens  Canadian  Branch  at 
Toronto;  Jim  Fuller  Named  as  Manager 

■¥  Opening  of  a  Canadian  branch  office  has  been 
announced  by  the  Jack  A.  Frost  Organization  of 
Detroit.  Michigan,  national  suppliers  of  mobile 
lighting  equipment  for  special  motion  picture 
and  television  production  and  theatre  illumina- 
tion. Jim  Fuller  is  named  manager  of  the  Ca- 
nadian branch,  which  is  located  at  42.5  Burnam- 
thorpe  Road,  Toronto.  Ontario. 

The  Canadian  office  is  being  established  to 
meet  an  expanding  demand  over  the  border  for 
Frost  lighting  equipment  installations  and  serv- 
ice for  special  events.  IB' 

-;:■  «  » 

George  Tobin  to  Head  Up  Production 
for  Don  Wilson  Productions,  Hollywood 

■¥  George  Tobin  will  head  up  non-theatrical  film 
production  activities  for  Don  Wilson  Produc- 
tions. Inc..  Ht)llywood.  The  new  companv  opened 
headquarters  at  KTTV  Studios  early  in  May. 

The  Wilson  studios  will  produce  industrial, 
documentary,  and  sales  pictures,  as  well  as  tele- 
vision spot  commercials.  Principals,  in  addition 
to  Wilson  and  Tobin  are:  Benjamin  H.  Kline. 
A.S.C..  director  of  photographv;  Don  Schwab, 
associate  producer:  and  Ted  Byron,  creative 
director. 

Dynamic  Issues  Booklet  on  Pictures 

■¥  Dynamic  Films,  Inc.  has  issued  a  new  booklet 
called  Case  History  File  of  Films  at  W  ork.  Taking 
typical  industrial  problems,  the  booklet  shows 
how  motion  pictures  were  used  to  solve  them. 

One  of  the  case  histories  tells  how  a  film  was 
used  to  influence  management  to  buy  a  special 
raw  material;  others  describe  the  use  of  a  film 
in  distributor-retailer  relations:  the  use  of  a  film 
as  an  engineering  tool;  in  influencing  customers; 
in  public  relations  and  institutional  applications; 
and  as  a  training  aid. 

Free  copies  of  the  case  history  booklet  can  be 
obtained  by  writing  to  Dynamic  Films,  Inc., 
112  West  89th  Street.  New  Y,.rk.  » 


SERVING  THE  ART 

AND 
ANIMATION  NEEDS 

OF 

MOTION   PICTURE 

PRODUCERS 

EXCLUSIVELY 

• 

159 

EAST  CHICAGO  AVE. 
CHICAGO   11,  ILL. 

• 
superior  7-8985 


FREis   FILMS 

The  Free  Films  vou  need  to  keep 
in  tunc  with  audiovisual  trends 
are  listed,  classified,  and  indexed 
bv  title,  subject  and  source  in  the 
New.  1955 

Educators  Guide  to  Free  Films 

AlllhtMlliillVf      •      (.(imjmlirii^ivr      •      t.nw    In    C 
Axail.ihIc    l..r    ^(l.llll    iiiL    :■.(!    (I.i\    .ippi  ci\  .ll 

Educators  Progress  Service 

Hepl.    liSM  Raiitlolph.   Wis. 


for  those  who  want 


'films 


of  distinction 


SAM  ORLEANS  PRODUCTIONS 

— EXPERIENCI    since' 1914— 
/ 
311  w.  Cumberland 

/       Icnoxvllle,  tcnn. 

/'  116  B.w.  and  ttreer 

'^'        oklohomo  cltjr,  oklo. 
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Assets  for  Overseas: 

!  CONTIMKI)  f-RDM  PAGE  THIRTY  I 
national  basis.  The  Soviets  have 
|i,irtic'ipated  in  numerous  European 
fihii  festivals.  They  recently  sent  a 
large  delegation  to  the  festival  at 
Cannes. 

Reports  indicate  that  Russia  cur- 
rentlv  leads  both  the  U.S.  and  Euro- 
pean nations  in  the  size  and  scope 
of  its  training  facilities  for  future 
film  creators  and  technicians.  The 
Moscow  film  institute,  to  which 
numerous  scholarships  are  provided 
for  students  outside  the  Iron  Cur- 
tain, is  reputed  to  number  800  stu- 
dents studying  all  phases  of  film- 
making on  a  four-)  ear  postgraduate 
basis  with  the  equivalent  of  a  B.A. 
degree  necessary  for  admission. 
While  several  L  .S.  universities  offer 
courses  in  film  production,  none  of 
them  offers  a  doctorate  in  cinema- 
tograph) and  few  masters  degrees 
are  awarded  annually.  I  .S.  scholar- 
ships for  foreign  students  of  film 
production  are  virtually  non- 
existent. S* 

*  ir  « 

Consolidated  Film  Adds  3Smm 
Closed-Circuit  TV   Equipment 

♦  Closed-<ircuit  television  facilities 
at  Consolidated  Film  Industries, 
Hollvwood.  will  now  project  3.5inm 
film  in  addition  to  the  16nnn  width. 
Ed  Reichard.  CFI  chief  engineer, 
announced  recently  that  existing 
16mm  closed-circuit  vidicon  units 
have  been  augmented  b\  the  instal- 
lation of  additional  equipment  for 
a  ne\s   3.5mm  film  chain. 

This  means  that  television  pro- 
ducers, film  editors  and  cameramen 
will  be  able  to  view  release  prints 
on  closed-circuit  prior  to  actual 
transmission  to  pre-determine  re- 
ception qualit)  of  their  film  on  the 
home  set. 

Plaque  for  Disabled  Veteran 
Aid   Awarded   to   Alan   Gordon 

♦  Alan  Cordon,  head  of  Gordon 
Enterprises.  North  Hollywood.  Cal.. 
recently  was  awarded  a  plaque  for 
service  to  disabled  veterans. 

Gordon  was  cited  bv  the  Veterans 
Employment  Committee  of  San  Fer- 
nando Valley  and  presented  a  plaque 
by  Veterans  of  Foreign  Wars. 


Pthfets  of  Pisfincfii/e  Hol-ptess 

TYPE  TITLES 

Siici  |g]  1938 
U>ii,  l,t  FREE  iHf  t"'^ 

Knight  Title  Service 

Ulifim:  UAlkin  4-6688 


The  Screen  you  asked  for... 
the  new  radiant  ^C^l^^milOtCt 


Here  is  the  Projection  Screen  that  incorporates  all  the  features  requested  by 
leading  business,  sales  and  industrial  users  of  motion  pictures  and  slides.  The 
Screenmaster  offers  a  brilliant  reflective  surface,  amazing  ease  of  setting-up  and 


dismantling,  rugged  trouble-free  const 
that  enhances  every  shov%ing. 

New  "FRICTION   CLUTCH" 
CARRYING   HANDLE 


uction,  plus  colorful  streamlined  design 

New  "ATOM-ACTION"  LEG  OPENING 


New  grip  fit  handle  for  easier  carrying  .  .  .  in- 
corporates friction  clutch  with  gliding  action 
for  instant  adjustment  of  screen  to  any  height. 
Illustration  also  shows,  just  below  the  handle 
the  Screen  Leveller  for  horizontal  levelling  of 
screen  when  floor  is  uneven. 


The  World's  Most  Complete 
Line    of    Projection    Screens 

There  is  a  Radiant  screen  for  every  need  —  Por- 
table tripod  models,  Wall  Screens,  Ceiling  Screens, 
Table  Models,  Lace  and  Grommel  Screens  —  and 
the  new  wide  screens  in  sizes  from 

30  inches  to  30  feet!  .  .  . 


The  Screenmaster  offers  a  new  scnsiti\c  trigger- 
t>pe  leg  opening  device.  One  louch  of  >our  loe — 
and  PO^'I — all  three  legs  spring  into  proper 
position.  No  stooping,  no  lifting,  no  slicking. 


IMPROVED '  Vyna-Flect* 

SCREEN   FABRIC 


The  Screenmaster  utilizes 
the  newest  development  in 
beaded  screen  fabric.  It's 
washable  and  mildew- 
proof — and  gives  you  bril- 
liant, contrasty  pictures. 


. .  Plus 


MANY    OTHER    FEATURES 


including  added  ruggedness,  new  leg  lift-up 
fob,  stronger  cases,  new  finish  and  colors. 
Write  for  illustrated  catalog  and  complete  prices. 


.S.  ID  I J5.  ISC  T 

RADIANT  MANUFACTURING  CORP. 


1225  SOUTH  TAIMAN  AVENUE 


CHICAGO  8.  ILLINOIS 
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Dog's  Life  on  TV  Next  Fall 
OS  Armour  "Stars"  Canines 

■¥■  In  the  heat  of  July  a  series  of  TV 
shorts  were  produced  by  Sound 
Masters,  through  N.  W.  Ayer  &  Son 
for  its  client.  Armour  2uid  Companir . 

This  series  is  unusual  because  all 
the  actors  are  dogs,  with  no  humans 
seen,  except  for  hands  and  legs,  al- 
though many  people  well-known  in 
the  dog  world  suggested  and  helped 
with  the  production. 

"Location"  was  the  lovely  big 
home  of  Miss  Dorothy  Bach  in 
Flushing.  New  York,  where  there 
was  ample  room  for  lights  and  cam- 
era movement,  and  the  dogs  soon 
found  themselves  very  much  at  home 
in  surroundings  such  as  dogs  na- 
turally like. 

There  was  make-up  attention  and 
stand-ins  for  the  "stars '.  also  re- 
hearsals and  "action  before  the 
cameras"  according  to  script.  Miss 
Blanche  Saunder.  a  well-known  dog 
traiii' r.  ^sa-  "(  :i-tin!i  dirortur     and 


Sound  Masters'  director  Lawrence  and  Blanche 
Saunders  check  oction  as  filming  begins  on 
Armour   commercials. 

also  handled  the  dogs  "on  set ".  Bert 
Lawrence,  the  director,  seemed  to 
speak  dog  language  fluently  and  the 
protagonists  responded  very  well  — 
except  at  times. 

The  situations  were  built  around 
family  pets  of  different  age  and 
size,  rather  than  pedigreed  dogs  and 
kennel  life.  There  were  no  "trick" 
dogs,  just  dogs  —  some  of  them 
lovable,  mixed-breeds  such  as  are 
often  found  in  the  average  home. 

The  love  of  a  dog  for  its  master 
and  its  willing  obedience  and  wish 
to  serve  are  dramatically  played  up 
as  is  also  the  responsibility  of  the 
master  to  see  that  his  dog  is  given 
care  and  affection  —  a  good  home 
—  and  good  food. 

Tom  Dunphy  was  production 
supervisor  for  Sound  Masters,  Inc. 
Miss  Betty  Williams  represented 
N.  W.  Avers  &  Son,  Inc.,  and  Bill 
Steiner  was  on  camera.  W.  French 
Githens.  Sound  Masters'  Chairman 
of  the  Board,  a  well-known  dog 
breeder  and  judge  for  the  past 
twenty  years,  also  helped  with  the 
casting  and  other  arrangements.  5} 


VISUAL   TRAINING    TO    HELP    GUARD    THE    WESTERN    WORLD 


The  800  carrying  cases  pictured  above  at  Wilding's  Chicago  stage  "B"  are 
enroute  to  eleven  NATO  countries  and  seven  U.S.  areas  where  visual  training 
will  help  keep  Republic  F84F  Jets  In  the  air. 
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PEERLESS  offers 
complete  One-Stop  Servicing 

for 

FILM  RECONDITIONING 
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And  dont  forget  PEERLESS  TREATMENT  for  new, 
■green"  prints  to  make  them  ready  for  hard  usage. 

3eerless 

FILM  PROCESSING  CORPORATION 
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Major  Jet  Plane  Training 
Program  for  Republic-USAF 

-Hit  took  all  of  stage  "B"  (T.CKX) 
square  feet  I  at  Wilding  Picture  Pro- 
ductions. Inc..  on  Chicago's  north 
side  to  lay  out  and  photograph  the 
recently  completed  transparency 
project  made  for  Republic  Aviation 
and  their  client  the  U.S.  Air  Force. 

Here  are  some  interesting  produc- 
tion statistics  on  the  program  which 
is  the  first  of  its  kind  in  the  industry. 
More  than  1.50.000  words  involving 
40  weeks  of  research  and  writing 
went  into  the  preparation  of  the 
printed  materials  in  the  project. 

Three  thousand  sheets  of  film 
were  used  during  14  weeks  of  pho- 
tography during  which  time  l.iOO 
different  pictures  were  shot  to  make 
up  40.000  transparencies.  3.000 
pounds  of  cardboard  and  2.5  miles  of 
Scotch  Ta|)e  went  into  the  prepar- 
ation of  the  mounts  for  the  trans- 
parencies. 

The  printed  materials  include  some 
9.000  manuals,  illustrated,  and  re- 
quired about  40.000  pounds  of 
paper  to  make.  There  are  26  dif- 
ferent subjects  in  .SO  complete  sets 
which  required  800  specially  de- 
signed and  constructed  carrying 
cases. 

The  completed  project  has  been 
shipped  to  eleven  NATO  countries 
and  seven  domestic  areas  for  train- 
ing in  the  care  and  maintenance  of 
the  Republic  F84F  jet  plane.  W 

*        #        * 
Demonstrates  a  Wide-Screen 
Technique  for  Slidefilms 
*  Depicto     Films.     Inc..     in     New- 
York,  is  now  demonstrating  the  re- 
sults of  its  several  months  research 
in  wide-screen  slidefilms.  President 
John  Hans  and  staff  have  felt  that 
with  the  permanent  switch  of  movies 
to  the  wider  ratio,  audiences  have 
become   accustomed  to   it   and   will 
come  more   and   more  to   expect  it 
in  all  film  presentations. 

Depicto  uses  the  Vistarama  ana- 
morphic  process  in  its  current  pre- 
sentation, and  has  delivered  one 
film  recently  to  \^'estinghouse. 

.As  demonstrated  at  New  York's 
National  Sales  Executives  Convent- 
tion  earlier  this  year,  Depicto  had 
two  different  systems  on  display. 
One  employing  a  double  frame 
image,  requires  some  modification 
to  a  standard  slidefilm  projector. 
.\tiother  development,  a  film  using 
a  standard  single  frame  image,  was 
projected  on  a  standard  SVE  In- 
structor projector,  and  proved 
equallv  as  effective  as  the  double 
frame  s\slem. 

In  the  \  istarama  process,  special 
auxilliary  lenses  are  required  for 
both  the  camera  lens  and  the  projec- 
tion lens.  Taking  lenses  were  leased 
from     the     \'istarama     distributor, 
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S.O.S.  Cinema  Supply  Corp.,  while 
Vistaraina  projection  lenses  may  be 
purchased  outright.  The  price, 
which  will  be  announced  shortly, 
will  be  little  more  than  that  asked 
for  amateur  "home  movie"  type 
anamorphics. 

As  seen  on  the  screen,  Depicto's 
Vistarama  presentations  are  billiant 
and  sharp  throughout  the  whole 
picture.  Size  limitations  of  the  pro- 
jected image  are  only  limited  by 
the  power  of  the  projection  lamp, 
but  with  standard  projection  equip- 
ment a  theatre  wide  screen  may 
easily  be  filled  with  a  bright  pic- 
ture. 

Depicto.  with  an  early  start  in 
this  field,  is  keeping  technical  pro- 
duction details  close  to  the  vest,  but 
will  say  that  while  good  projection 
results  may  be  obtained  with  ordi- 
nary projection  lenses,  the  quality 
of  the  camera  lens  must  be  ultra- 
critical.  The  company  also  reveals 
that  the  process  is  most  conducive 
to  the  use  of  very  bright  colors. 

In  addition  to  its  development 
work  on  wide-screen  slidefilms  De- 
picto has  completed  a  series  of 
sample  anamorphic  slides,  in  several 

sizes.  5S' 

*       »       « 

Williamsburg  Completes  First 
in  School  Slidefilm  Series 

♦  Cooking  in  colonial  Virginia  is 
the  subject  of  a  slidefilm  being  pro- 
duced for  Colonial  Williamsburg. 
Williamsburg,  West  Va.  The  first  of 
several  slidefilms  designed  for  school 
use,  the  film  on  cooking  will  be 
available  for  distribution  in  earlv 
fall. 

Cooking  In  Colonial  Days:  A 
Williamsburg  Kitchen  contains  46 
captioned  color  frames.  It  is  ac- 
companied by  an  eight-page  teacher's 
guide.  Another  slidefilm  is  in  prepar- 
ation and  more  are  in  the  planning 
stage.  Nearing  completion  is  Inde- 
pendence in  the  Making,  the  story 
of    the    events    leading    up    to    the 


I  18  SLIDES 

1  U  Fl  IX  VIEW 

\      .  .  with  >tAV 

•..NOTEBOOK"   St>ly 


^Instant    Selection    fro: 
^  Wide  Choice  of  12  SUdi 

In    Full    View —  (Finger 

allta). 

^Safely  Holds  &  Dlaplaj-s  I 

12.  2x2"  <card  mounted)   | 
Slides  on   1   page! 
^/FitB  Standard   S-rin^  Binder  or   in   f^y^xW" 
FUe    Cablnert- Sturdy  mounting  board  constr. 
Great   for   INDUSTRY.    INSTITUTIONS,    etc. 
Only    S8.:6    for    Pack   of    25!    GrAR.4N  TEED! 
Order   Direct   or   Thru   Your   Dealer 


BURKE&JAMES.Inc. 


Revolution  and  the  victory  at  York- 
town  as  seen  through  the  eyes  of  a 
Williamsburg  wigmaker. 

Later  slidefilms  will  feature  the 
Virginia  Declaration  of  Rights:  a 
story  of  plantation  life  in  the  18th 
century,  and  (in  a  series!  the 
colonial  livelihood  of  a  farmer,  a 
professional  man.  and  a  craftsman. 
Prints  of  all  these  films  will  be 
available  for  purchase. 

Two  other  slidefilms  being  plan- 
ned will  be  distributed  on  a  loan 
basis  and  will  feature  the  major 
exhibits  seen  by  the  school  visitor 
to  Williamsburg.  These  films  will 
be  shown  to  elementary  and  high 
school  students  before  they  make 
their  Williamsburg  trip. 
*        *        * 

IBM  Translates  "Direct  Line" 
for  Overseas  Sales  Showing 

♦  An  exposition  of  how  "electronic 
brains  "  help  make  American  busi- 
ness more  efficient  will  be  told  to 
overseas  audiences  in  three  foreign- 
language  versions  of  International 
Business  Machine  Corporation "s  new 
22-niinute  sponsored  color  film.  Di- 
rect Line  to  Decision. 

Produced  by  Raphael  G.  Wolff 
Studios.  Inc..  Direct  Line  to  Decision 
has  been  translated  into  French. 
German  and  Spanish.  IBMs  World 
Trade  Corporation  will  distribute 
the  film  overseas  concurrently  with 
the  pictures  general  release  in  the 
Lnited  States. 

The  international  versions  were 
prepared  in  foreign  tongues  immedi- 
ately upon  IBMs  receipt  of  the 
first  domestic  answer  print  so  that 
there  would  be  no  time  lag  in 
\\(irld-wide  distribution. 
»        *        « 

Pennsylvania's   Health   Dept. 
Sponsors  Film  on  Services 

♦  Completion  of  Prescription  for 
Health,  a  color  film  sponsored  by 
the  Department  of  Health  of  the 
Conuiionwealth  of  Pennsylvania, 
has  been  announced  by  Louis  W. 
Kellman  Motion  Picture  Produc- 
tions. 

Produced  by  Bob  Post  Produc- 
tions, the  4.5-minute  film  contrasts 
present  health  techniques  with  those 
of  the  past  through  the  dramatic  life 
story  of  a  small  town  doctor. 

As  the  death  of  his  mother  from 
a  dread  disease  and  his  difficulties 
with  an  epidemic  direct  the  doctor  s 
dedication  of  his  life  to  the  princi- 
ples of  public  health,  the  film  shows 
how  fear  and  ignorance  of  medicine 
and  medical  practices,  prevalent 
earlier  in  the  centur)',  cost  many 
lives. 

Prescription  jor  Health  depicts 
present  operations  of  a  public  health 
center-  including  the  scientific 
method  of  tracking  down  an  epi- 
demic. 
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16MM  COLOR  PRINTS 

Come  to  Hollywood  Film... 

>—     The  Itailiiig  film  lab  siiKt  1907! 


The  OLDEST  16mni  Film  Laboratory 
is  now  first  with  the  NEWEST.^ 

Hollywood  Film  offers  the  newest  facilities 
in  the   16mm  field,  with  advanced  methods  ond 
special  equipment  thot  enable  us  to  offer 
quality  and  service  unequolled  anywhere. 
Included  among  our  new  editing  services  are 
zero  cuts  and  varioble  length  dissolves  from 
12  to  96  frames  to  provide  perfect  fades  and 
dissolves,  without  cutting  the  original  scene. 


COMPLETE  IGmm 
Laboratory  Service . . . 

•  Reduction  and  Contact  Printing 

•  Negative  Developing  and 

Reversal  Processing 

•  Release  Prints  in  Color  or 

Black-and-white 

•  Kodachrome  Duplicating 

•  Shipping  &  Receiving  Service 

•  free  Projection  Service 

•  Free  Editing  Rooms  and 

Storage  Vaults 


The  Oldest 
atid  Most 
Experienced 
16 mm  Film 
Laboratory 


HOLLYWOOD  FILM 
ENTERPRISES,  INC. 

6060    SUNSET    BOULEVARD 
HOLLYWOOD  28,  CALIFORNIA 


NUMBER      5      •       VOLUME      16      •      1955 


55 


STUPID  "TAKES" 

News  of  Easfern  Studios: 

♦  IvoIhtI  l.auiiMur  Pnnliuliniis. 
Inc..  lias  oslahlislied  a  (Canadian 
sul)sidiarv  in  'I'oronto  —  ISdIuiI 
LaMTcnci-  I'lcxliiilidiis  (C.aiKiilai. 
Ltd. 

John  Ki>?s.  forinerly  of  (linkfield. 
Brown  &  Co..  has  joined  the  roni- 
panv  as  (Jeneral  Manager  of  tlie 
Canadian  oRiie. 

♦  Projeilion  Art  Studios.  Inc..  pro- 
ducer of  educational  slide  films,  has 
appointed  Robert  L.  Greenwell.  a 
design  and  film  consultant,  as  vice 
president.  Mr.  Greenwell  will  head 
up  the     company's    industrial    film 

and  television  activities, 
ij         «        * 

♦  C.  Austin  Love  has  been  ap- 
pointed New  York  Sales  Manager 
for  Lallev  and  Love,  Inc..  motion 
picture  producers.  Mr.  Love  was 
lormerlv  in  charge  of  sales  in  the 
Pittsburgh  area. 

The  company  has  just  moved  to 
new   quarters  at  r)C>r>  Fifth  Avenue. 

New  York. 

*        *        » 

♦  Al  Dillinger  has  joined  Reeves 
Sound  Studios  as  a  sound  mixer 
after  an  absence  of  nearly  eight 
years. 

During  Dillinger 's  absence  from 
the  Reeves  Studios  he  was  with  the 
U.S.  Army  Signal  Corps  as  Colonel, 
in  charge  of  the  Studio  Division  in 

Astoria.  N.Y. 

ft        *        » 

♦  George  Blake  Enterprises,  Inc. 
has  received  delivery  from  the 
Chrysler  Corporation  of  a  custom- 
built  camera  car.  Equipped  with 
shooting  platform  on  the  roof  and 
at  running  board  level,  the  car  has 
speciallv  constructed  lockers  for 
film  stock,  lighting  and  sound  equip- 
ment. 

«        «        « 

♦  Tom  P.  Haw  ley  has  joined  the 
Princeton  Film  Center.  Inc..  N.J..  as 
sales  manager.  He  formerly  was 
with  CBS  network  sales  and  the 
Bremmer  Broadcasting  Corporation. 
Hawley  will  be  located  in  the  firm's 
New  York  office. 

*        *        * 

♦  W  alter  Lowendahl.  executive  vice- 
president  of  Transfihn  Incorporated, 
has  been  in  Munich  to  establish  a 
Transfihn  unit  for  the  production 
of  stop-motion  TV  commercials.  Ar- 
rangements for  space  and  produc- 
tion facilities  were  made  at  the 
Bavaria  Film  Studios.  The  company 
will  also  continue  its  arrangements 
with  Joop  Geesinks  studio  in  Hol- 
land, which  now  does  stop-motion 
beer  commercials  (Goebel's  —  De- 
troit I   for  Transfilni. 


NEW   FACILITIES    IN    HOLLYWOOD    FOR   JERRY    FAIRBANKS 
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This  new  Hollywood  structure  with  a  120  by  70-foot  sound  stage  will   house 
Jerry  Fairbanks  Productions  studio  operations  early  this  fall. 


+  Jerry  Fairbanks  has  recently 
signed  lease-purchase  papers  ac- 
quiring the  large  tract  of  property 
and  building  at  1330  Vine  St.  in 
the  heart  of  Hollywood  for  immedi- 
ate conversion  into  a  motion  picture 


studio    and    ollices    for    Jerry    Fair- 
banks Productions. 

Fairbanks  will  expand  his  Holly- 
wood operations  by  putting  the 
Vine  St.  building  into  operation 
late  in  August  for  use  bv  other  T\ 


Films  Jre  under 
stood    better   and   re- 
metnbered    longer  —  with 
Victor's  superb  sound  and  pic- 
ture   quality. 

The  new  VICTOR   l6mm 
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trol panel,  softly  illuminated).  Sta.-t 
motor,  turn  on  lamp,  adjust  sound 
volume. 

Easiest  on  your  films  —  3-spot  safety 
film  trips  protect  films  by  stopping 
projector  immediately  in  case  of 
emergency. 


VOU  CAN  TAKE  IT  WITH  VOU 

The  new  Victor  is  lightweight! 
Carn'  it  with  you  from  department 
to  department,  from  plant  to  plant, 
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fine  luggage  and  isn't  any  larger. 
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companies  as  well  as  his  own  !\ 
anil  commercial  units,  and  will  al^u 
tiiiitinue  at  his  present  studios  on 
Sunset  lilvd.  where  he  has  been  lo- 
cated for  20  of  his  26  years  as  a 
HolKwooil  producer  of  theatrical. 
tele\  ision  and  commercial  films. 

Remodeling  work  begins  immedi- 
ately on  the  building,  which  was 
formerly  the  Radio  Centre  Market. 
Fairbanks  plans  to  construct  a 
sound  stage  12(1  x  7(1  feet  with  of- 
fices, projection,  cutting,  makeup 
and  dressing  rooms  in  the  main 
two-story  building.  On  the  rear 
area,  which  runs  from  Afton  St.  to 
De  Longpre  .St.  he  will  construct  a 
separate  building  for  the  other  of- 
fices and  a  carpenter  shtjp.  mill, 
scene  dock  and  garage. 

In  addition  to  the  .S250.()()0  for 
acquisition  of  the  property  Fair- 
banks plans  to  spend  another 
■SlOtl.dOO  on  alterations  and  new 
construction.  9 


Account  executive  at  Vogue- 
Wright  Studios  in  Chicago  is 
Joseph  Betzer,  recently  noined 
to     that     Films     Division     post. 

Staff  Changes  at  Kling  — 

♦  Robert  Koenig.  writer  and  pro- 
ducer, has  joined  Kling  Film  Pro- 
ductions as  a  writer  in  the  syndi- 
cated division,  Fred  A.  Niles.  Kling's 
\  ice-president   has   announced. 

Before  coming  to  Kling.  Koenig 
was  with  Hal  Nieman  Associates 
and  Brown  and  Bigelow  of  Denver. 
Earlier,  he  was  associated  with 
K\^  WL-TV.  \^'aterloo.  Iowa.  In  Los 
Angeles.  Koening  was  with  the 
Anderson-McConnell  advertising 
agencv   and  TeeVee   Productions. 

♦  Frank  Toler  of  Nashville.  Tennes- 
see, has  been  appointed  as  southern 
representative  of  Kling  Film  Pro- 
ductions. Chicago.  Toler  will  repre- 
sent Kling  Studios  —  art  photogra- 
phv.  publications  and  sales  training. 
as  well  as  in  the  company's  film 
transactions,  in  Tennessee.  Georgia. 
Alabama   and   Kentucky 

Toler  was  executive  vice-president 
of  Tompkins  Motor  Lines  of  Nash- 
ville for  12  years.  Prior  to  that  he 
was  a  sales  representative  in  the 
major  appliance  field. 
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Capital  Film  Laboratories' 
87%  Sales  Gain;  President 

■♦t  Capital  Film  Lalioratiiries.  in  its 
Annual  Statement  released  by  James 
A.  Barker,  president,  in  the  past  feiv 
weeks,  showed  a  thumping  increase 
in  sales  of  87  percent  over  the  previ- 
ous year.  Employees,  too.  have  in- 
creased, and  more  of  the  latest 
equipment  has  been  added  to  prop- 
erly care  for  this  fast  grow  ing 
volume. 

Every  month  in  the  period  of  the 
report.  March  31.  1<X54  to  March 
31.  19.55.  showed  an  increase  over 
the  same  month  in  the  previous 
year.  Services  to  filni  producers  of 
all  sizes  and  locations  has  expanded 
too.  so  that  Capital  Film  Labora- 
tories serves  a  sizable  coast-to-coast 
portion  of  the  nation's  demands. 

Barker  attributes  the  growth  in 
the  company's  business  during  the 
past  yearly  mainly  to  a  lot  of  hard 
work  —  hard  work  in  vigorously 
selling  the  company's  services,  spark- 
plugged  by  the  company  s  Sales 
Manager.  Jack  Safford.  and  hard 
work  by  General  Manager.  Bill 
Brooks,  in  streamlining  the  plant 
operations  for  greater  efficienc\  and 
greater  service  to  Capitals  customer 
group. 

One  of  Capitals  services  that 
came  into  real  prominence  this  past 
year  is  the  "Scotchtrack"  Mag- 
netic Laminate  Process  perfected  by 
the  Minnesota  Mining  and  Manu- 
facturing Company,  and  for  which 
Capital  is  one  of  the  three  com- 
mercial licensees.  Mr.  Barker  noted 
that  the  field  of  magnetic  coating 
for  motion  picture  films  should  have 
a   great    future   indeed,   because   of 
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the  higher  sound  ipialit)  attainable 
with  a  magnetic  track.  He  added 
that  in  his  opinion.  Mitmesota 
Mining  and  Manufacturing's 
"Scotchtrack"  was  far  and  away 
the  best  of  the  bunch  and  the  re- 
sponse to  it  from  the  industrs  dur- 
ing the  past  \ear  has  been  remark- 
able. 

Although  Capital  Film  Labora- 
tories percentage  of  increase  ex- 
ceeded that  of  the  industry  as  a 
whole.  Mr.  Barker  felt  that  industrj 
growth  was  naturally  a  big  factor 
in  the  past  year's  operations  and 
continued  growth  of  the  industry  in 
the  future  would  aid  Capital,  and 
the  lab  industry  in  general. 

"There  seems  to  be  every  indica- 
tion of  continued  growth  and  de- 
\elopment  of  the  10mm  motion  pic- 
ture industry' .  he  said.  "There 
seems  to  be  a  general  awakening 
nationwide  among  industrial  and 
educational  institutions  of  the  uses 
of  16nnn  film  to  sell  ideas,  to  edu- 
cate, and  to  promote  the  operations 
or  products  of  a  compain.  In  tele- 
vision, the  growth  in  the  use  of  film 
has  been  very  rapid  but  here  again, 
the  real  growth  seems  to  be  ahead 
of  us  \vith  an  ever  increasing  num- 
ber of  programs,  most  of  which  are 
on  film." 

"Furthermore,  technological 
changes  just  around  the  corner  in 
16mm  negative  positive  color  and 
other  improvements,  should  aid  in 
further  broading  the  uses  of  the 
medium  and  thereby  contribute  to 
even  greater  growth."  1^' 

Raceway  Sponsors  TV  Spots 

♦  Animated  Productions.  Inc..  New 
\ ork  City,  has  completed  two  filmed 
television  commercials  for  \onkers 
Raceway.  A  one-minute  spot  consists 
of  live  action  plus  animation,  a  20- 
second  spot  consists  entirely  of  ani- 
mation. The  agency  is  Franklin 
Bruck. 


A  REVOLUTIONARY  NEW 
MEANS  OF  ANIMATED 
PROJECTION  FOR 
SALES  MEETINGS 
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Now,  for  the  first  time,  your  live 
presentations  will  achieve  the 
impact,  movement  and  flexibility 
of  motion  pictures  ...  all  this  on  a 
slide  presentation  budget. 

Write  for  information  today. 

Better  yetj  See  Cellomatic  in  action  at 


p   NATIONAL  CASH  REGISTER   0 
0  SCHLITZ  ^ 


CELLOMATIC    756  seventh  ave.,  new  yohk  19,  n.y. 

•PATENTED    BY    HOWELL-ROGIN    STUDIO,     INC. 


PLaza   7-7895 


HERE    IT   IS 


PATENT 
PENDING 


THE 


DUAL  READER 


Price:   $195.00 
ess  viewer) 


•  NOW  YOU   CAN   HEAR  SOUND 
with  any  silent  picture  viewer! 

•  SINGLE  and   DOUBLE  SYSTEM! 

•  HI-FI   LIP-SYNC  SOUND! 

•  SEND   FOR  DESCRIPTIVE  LITERATURE! 

THE  CAMERA  •  MART,    inc. 


1845   Broadway  at  60th  St 
NEW  YORK  23,  NEW  YORK 


Phone:    Circle    6-0930 
CABLE:  CAMERAMART 
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Alonq  the  Production  Lines        Icanadian  newsreel  j 


Mr.  Engel    seotedi  in  new  studio 

Walter  Engel,  Inc.  Occupies 
New  Facilities  in  Manhattan 

♦  W  alter  ttigel.  Incorporated  has 
moved  to  new  and  larger  studios  at 
20  \^est  47th  Street,  New  York. 
Mr.  Engel.  a  former  staff  photogra- 
pher for  Life  and  a  commercial 
photographer  of  note,  has  in  recent 
years  established  a  production  firm 
specializing  in  industrial  films  and 
TV  commercials. 

The  Engel  studios  are  remarkably 
self-contained,  with  full  photo- 
graphic, sound,  lighting  and  anima- 
tion equipment.  A  "house  specialty", 
demonstrated  recently,  is  photo- 
graphic (as  opposed  to  art  I  anima- 
tion, utilizing  photographic  still 
prints  for  effects  that  are  most  un- 
usual. 

*        *        * 

K  &  W  Film  Service  Corp, 
Established  in  New  York  City 

♦  Norman  W  itlen.  former  super- 
visor of  the  animation,  camera  and 
special  effects  department  of  Trans- 
film.  Inc..  and  Ralph  Koch,  former- 
ly with  Technical  Films,  have  estab- 
lished K  6i  W  Film  Service  Corp. 

Located  at  1657  Broadway.  New 
\ork,  the  company  is  equipped 
with  two  of  the  most  modern 
animation  stands  especially  de- 
signed by  Caesar-Saltzman.  Optical 
benches  and  art  facilities  round  out 
the  equipment  with  which  opticals. 
animation  photography,  special  ef- 
fects, slidefilms.  titles,  negative  cut- 
ting and  matching  and  bi-pack  work 
is  produced. 

J.  G.  McAlister,  Inc.  Takes 
on  All-Angle  Camera   Dolly 

♦  As  part  of  an  expansion  program, 
J.  G.  McAlister,  Inc.,  Hollywood, 
has  acquired  manufacturing,  sales 
and  rental  right  to  the  original  Dual 
Steering,  All-Angle  Camera  Dolly, 
formerly  made  by  Stevens  Rentals, 
Hollywood. 

J.  G.  McAlister  will  begin  manu- 
facturing additional  dollies  immedi 
ately  so  that  sufiBcient  quantity  will 
soon  be  available  to  meet  the  rental 
demand  of  motion  picture  and  tv 
studios  throughout  the  countrv,  the 
company  reports. 


New  Remote  Lighting  Control 

♦  dMitur)  Lighting.  Inc.  is  now 
demonstrating  a  new  svstem  of  re- 
mote control  presetting  of  lighting 
arrangements. 

Called  the  C-lector,  the  system 
consists  of  three  units  —  a  master 
controller,  console  and  relay  and 
breaker  cabinets.  It  permits  the 
operator  to  select  any  one  of  ten  or 
more  pre-selected  lighting  setups  for 
one  to  a  hundred  or  more  lights. 

The  C-lector  is  designed  to  be 
useful  for  rapid  handling  of  lighting 
arrangements  for  TV  and  motion 
picture  studios,  theatres,  churches, 
lecture  halls,  etc. 

Price  and  technical  information 
are  available  from  Centurv  Light- 
ing. Inc..  521  West  43rd  Street, 
New  York;  and  1820-40  Berkeley 
Street,  Santa  Monica.  Calif. 


Canada  Cuts  Tax  on  Films 

♦  Hi'ductiiju  of  the  sales  tax  on  mo- 
tion pictures  produced  in  Canada 
recently  was  put  into  effect  by 
Canada's  Department  of  National 
Revenue. 

Where  sponsors  formerly  paid 
10'~r  tax  on  production  budgets,  as 
of  July  1  they  are  paying  a  value  of 
only  91  -2  cents  per  foot  of  the  fin- 
ished film.  This  rate  applies  to  both 
16  35mm.  b   w  or  color  film. 

A  1000-foot  motion  picture  cost- 
ing .S30.000.  for  example,  has  been 
subject  to  S3.000  tax.  Now  the  sales 
tax  will  amount  to  only  -89.50.  The 
10"^  sales  tax  still  applies  on  the 
cost  of  release  prints. 

The  Association  of  Motion  Pic- 
ture Producers  and  Laboratories  of 
Canada  have  been  negotiating  for 
reductions  for  several  years. 


If  you're  in  the 
MOVIE  business 
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...and   realize   the 
advantages  of  a  single 
source   for   ALL   your 

requiremenfs . . . 


\K.C. 


Complete  Services  .  .  .  Color  Processing  &  Printing, 
B  W  Processing  &  Printing,  Recording,  Editing, 
Optical  Effects,  Animation,  Titles  and  Magnetic 
Sound    Striping 
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Feature  Production  in  Western 
Canada  by  Parry  Films,  Ltd. 

*  I  he  first  produition  of  feature 
films  in  \\  estern  Canada  will  gel 
underway  this  fall  in  new  studio- 
being  built  by  Parry  Films  Ltd..  in 
Vancouver.  B.C.  Lew  M.  Parry's 
new  8.50.000  building  will  enable 
him  to  expand  from  his  present 
schedule  of  industrial  and  com- 
mercial films  which  has  been  grow- 
ing for  the  past  10  years. 

Plans  call  for  a  move  to  the  new 
premises  in  September.  Financing 
of  the  Parry  Films  expansion  was 
done  through  a  group  of  Vancouver 
business  men. 

Parry  has  been  in  the  film  busi- 
ness on  the  west  coast  for  more  than 
a  decade.  He  has  built  his  reputa- 
tion with  a  long  series  of  films  deal- 
ing principally  with  subjects  related 
to  the  province's  major  industries  — 
the  forest,  hydro  power  production, 
and  aluminum  industries.  A  series 
on  safety  in  lumber  mills  is  now  in 
production. 

Parry  is  enthusiastic  about  this 
region  of  Canada  as  a  location  for 
feature  production.  British  Colum- 
bia has  every  type  of  country  which 
might  be  called  for,  he  points  out. 
1  here  is  mountain  terrain,  range 
country:  laes,  islands  and  fjords, 
settings  with  ocean  backgrounds, 
forest  areas,  and  alpin  and  glacial 
ranges  form  other  scenerv. 

Associated  Screen  News,  Ltd. 
Names  Quebec  Sales  Chief 

♦Associated  Screen  News  Ltd.,  To- 
ronto. Ontario,  has  appointed  Nor- 
man Hull  as  Quebec  sales  manager 
and  A.  D.  Nicholson  as  laboratory 
sales  manager. 

Both  men  are  .'\.S.N.  employees  of 
long  standing.  Hull,  for  over  20 
years  a  cinematographer,  has 
traveled  six  times  around  the  globe 
for  Associated  Screen  Studios.  In 
Canada,  his  work  ranged  from  taking 
the  first  aerial  movie  "shots"  of 
what  became  the  main  air  route 
across  the  Dominion  to  work  on  the 
Kitimat  development  for  Man  With 
a  Thousand  Hands. 

Nicholson  has  worked  on  everv 
phase  of  film  processing  and  print- 
ing. One  of  the  first  men  in  the 
country  to  work  on  color  film 
processing.  Nicholson's  accumulated 
experience  will  aid  clients  when  the 
studio  puts  Canada's  first  35nmi 
Eastman  Color  machine  into  oper- 
ation in  the  near  future. 
ff        •        » 

Martin  to  Audio  Pictures,  Ltd. 

♦(Sharks  l\.  Martin  has  joined 
Audio  Pictures  Limited.  Toronto. 
Ontario,  as  a  producer-director.  He 
will  specialize  in  commercial  film 
^\  ork. 
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EXECUTIVE  NOTES 

Bell  &  Howell  Names  Kreiman 
Head  of  Audio-Visual  Sales 

♦  Appointment  of  Robert  T.  Krei- 
man as  manager  of  audio-visual 
sales  of  Bell  &  Howell  Company  re- 
cently was  announced  by  Carl 
Schreyer,  vice  president  of  mer- 
chandising. 

With  headquarters  in  Chicago, 
Kreiman  will  direct  the  merchandis- 
ing of  sound  motion  picture  equip- 


Robert   T.    Kreiman 

ment,  tape  recorders  and  slide  pro- 
jectors to  the  industrial,  educational 
and  religious  fields. 

He  joined  Bell  &  Howell  in  1949 
as  a  design  coordinator  in  the  pro- 
duction planning  department.  In 
1950  he  was  appointed  manager  of 
the  personal  equipment  department 
and  in  19.51  was  transferred  to 
Seattle  as  district  sales  manager  for 
Washington.  Oregon.  Idaho.  Utah, 
Montana  and  Wyoming.  In  1952  he 
served  as  sales  training  director  in 
Chicago,  in  1954  as  district  sales 
manager  for  the  southwest.  More 
recently  he  has  been  district  sales 
manager  in  Buffalo.  N.Y. 
»        *        » 

Don  Zabel  Becomes  Director 
at  Kling  Film  Productions 

♦  Don  Zabel  has  been  promoted  to 
the  position  of  director  at  Kling 
Film   Productions.   Chicago. 


Name  Three  Executives  for 
Radiant  Merchandising   Oiv. 

♦  Appointment  of  three  executives 
to  head  the  re-aligned  merchandis- 
ing division  has  been  announced  by 
Radiant  Manufacturing  Corpora- 
tion. Chicago.  Named  to  new  posts 
are:  Wallace  Bucher.  sales  promo- 
tion manager;  George  Bauraann. 
advertising  manager  and  Merrill 
Natker.  assistant  advertising  man- 
ager. 

Bucher  comes  to  Radiant  from  the 
direct  m;iil  promotion  department  of 
Standard  Oil  Company's  Chicago 
office  and  is  a  former  partner  of  the 
Sales  Progress  Company,  direct  mail 
and  promotion  engineers,  absorbed 
by  Standard  Oil  in  1953. 

Baumann  formerly  was  adver- 
tising manager  of  Autopoint  Com- 
pany, a  division  of  Cory  Corpora- 
tion. Chicago.  Natker  has  had  ex- 
perience as  account  representative 
of  ADS  Advertising  Agency  and  as 
an  associate  of  Impulse  Surveys. 
Chicago. 

Fourth  Expansion  Announced 
by  Florman  &  Babb,  New  York 

♦  Florman  i  Babb.  motion  picture 
equipment  manufacturers  and  deal- 
ers, have  announced  their  fourth 
expansion  in  four  years. 

Acquisition  of  the  building  at  68 
West  45th  St..  New  York  City,  pro- 
\  ides  the  company  with  a  showroom 
measuring  100  feet  by  20  feet  and 
a  large  mezzanine  floor.  Other  new 
business  advantages  include: 

1.  Expanded  rental  facilities  for 
cameras.  Moviola  editing  equipment, 
lighting,  sound  recording,  projec- 
tion, grip  and  other  equipment. 

2.  New,  fully  equipped  machine 
shop  for  repair,  maintenance  of 
rental  equipment,  development  of 
new  products,  custom-building  of 
equipment,  and  for  the  production 
of  F  &  B  Cine  Products. 

3.  New  credit  facilities  for  new 
or  used  equipment  —  payments  can 
range  over  a  three-year  period. 

4.  Enlarged,  fully  qualified  tech- 
nical staff,  prepared  to  aid  film 
makers  with  production  problems. 


COLOR  SUDEFILMS 

FOR  INDUSTRY 

COLOR  FILMSTRIPS 

FOR  EDUCATION 

Specialized  equipment  and  the  know-how  of  a  group  of  specialists  who 
have  worked  together  in  producing  over  550  color  films.  If  you  want 
a  complete  production  or  require  specialized  assistance  on  any  production 
problem,  contact  Henry  Clay  Gipson,  President  .  .  . 

FILMFAX  PRODUCTIONS,  10  E.  43,  N.Y.  17,  N.Y. 


scratch  removal 

keeps  films  working  -  longer ! 


Fihiis  can  have  a  longer  life  than  you  think.  We  know, 
because  weve  specialized  in  restoring  damaged  films 
for  over  16  years.  People  call  us  the  "film  doctors," 
because  our  prescription  always  works.  Our  treatment 
saves  you  money  —  and  makes  good  movies  out  of  old 
movies  for  new   audiences  to  enjov. 

Our  exclusive  RAPIDWELD  process  removes  scratches  (black 
lines)  from  both  sides  of  the  iilm.  and  reconditions  it  so  that 
imperfections  like  "rain."  oil-stains  and  brittieness  disappear. 
Your  film  is  fresh  and  clear  and  clean  as  new — at  an  unbelievably 
small  cost! 

Why  not  join  the  scores  of  Business  Screen  readers*  who  regu- 
larly send  us  their  precious  originals,  negatives  and  prints  se- 
cure in  the  knowledge  that  they  will  receive  our  prompt,  meticu- 
lous treatment  and  expert  care — for  only  pennies  per  foot. 

*  To  list  only  a  few:  Aetna  Life,  Bell  Telephone.  Am.  Medical 
Assn.,  Nat.  Audubon  Soc.  RCA-TV.  CBS-TV,  ABC-TV,  Ziv  TV, 
Alcoa,  Am.  Can,  Am.  Cyanamid,  Ford  Motor,  Gen.  Electric, 
IBM,  Pan  Am.  Airways,  United  Airlines,  E.  I.  duPoni,  U.  S. 
Steel,  Penn.  Water  &  Power,  Swift,  Ansco,  Eastman  Kodak, 
George  W.  Colbum  Lab.,  Ace  Film  Lab.,  Caravel  Films,  Color 
Service.  Jam  Handy  Org.,  Mecca  Film  Lab.,  Precision  Film  Lab., 
Sarra,  Transfilm,  Warner  Bros.,  United  Artists,  Paramount. 

16  and  35  mm 
NEGATIVES  •  KODACHROMES  •  PRINTS 

For  details  write  Dept.  B 
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CONTKNT  Vakiety  ill  films  Useful 
to  several  kinds  of  audiences 
may  be  found  in  recent  16inni  mo- 
tion pictures  released  for  sale  and 
rental  by  syndicated  and  institu- 
tional scources.  A  short  roundup  of 
new  titles  announced  by  these  or- 
ganizations indicates  the  many  cate- 
gories of  suliject  matter  available  a? 
program  selections  and  permanent 
film  library  additions. 

for  the   Construction   Man 

♦  Concrete  (Juiility  Coiilrol  I  esls.  lo 
minutes,  color,  is  an  on-the-job 
process  storv.  In  construction  loca- 
tions and  laboratory  demonstrations, 
it  shows  how  carefully  the  batch 
mi.\es  of  large  quantities  of  concrete 
are  controlled.  Tests  depicted  in- 
clude the  slump,  Kelly  Ball.  Air 
Volume,  compressive  and  impact 
hannner.  One  sequence  shows  the 
pouring  of  tremendous  quantities  of 
ready-mix  concrete  with  power 
equipment  and  rigs — photographed 
during  tlie  construction  of  the  new 
Beverly  Hilton  Hotel.  Beverly  Hills. 
Cal.  The  film  notes  that  concrete  is 
popular  because  it  meets  construc- 
tion demands  for  quality.  The 
demonstration  short  is  available  for 
purchase  at  .$150.00  and  rental  at 
S5.00  from  Iniversity  of  California 
Extension.  Los  Angeles  24.  Cal. 

Motion   Study  for   Foremen 

♦  The  Foreman  Discovers  Motion 
Study,  15  minutes,  color  or  black 
white,  is  designed  to  introduce  fac- 
tory foremen,  supervisors  and  stu- 
dents to  the  field  of  motion  study 
and  simplification  of  work.  In  a 
story  situation,  it  shows  the  experi- 
ence of  a  foreman  as  he  encounters 
motion  study  for  the  first  time.  The 
movie  aims  at  creating  an  affirma- 
tive attitude  toward  the  whole  field 
of  motion  study  rather  than  the 
teaching  of  principles.  The  sales 
price  of  this  film  in  color  is  .Sl.50.00. 
in  black  white.  $67.50;  color  rental 
price  is  .S5.00.  black  white  rental  — 
83.00.  Contact  I .  of  Cal.  Extension 
—  address  above. 

Fundamentals  of   Production 

♦  The  Basic  Elements  oj  Production, 
13  minutes,  black  and  white,  is  a 
high  school  level  subject  designed 
for  social,  economic  and  political 
studies:  it  could  serve  as  a  general 
indoctrination  film  for  industry.  The 
film  explains  that  men  hav e  to  work 
for  the  goods  and  services  they  de- 
sire. While  our  standard  of  living  is 
comparatively  high,  we  need  to  pro- 
duce more.  This  can  be  accom- 
plished if  we  make  full  use  of  the 
four  elements  of  production:  raw 
materials,  labor,  capital  and  man- 
agement. This  picture  is  available 
for  ))urchase  from  Encyclopaedia 
Britannica  Films.  W  ilmetle.  HI. 


Preview  IVntes  dii  Useful  Films 


Time  Planning  for  Salesmen 

♦  0/  Time  and  Salesmen,  32  min- 
utes, black  white,  is  described  as  a 
tested  sales-training  film.  It  drama- 
tizes the  effect  of  a  poorly  organized 
schedule  on  a  salesman's  quota  and 
outlines  a  simple  system  of  pre-call 
planning  that  can  be  adapted  by 
almost  anv  salesman.  Shown  more 
than  1500  times  before  sales  or- 
ganizations, the  film  is  available  for 
purchase  at  .SIOO.OO  from  Dun  & 
Bradstreet.  Inc..  Dept.  11, 90  Church 
St..  New  York  o,  N.Y.  It  is  also  dis- 


tributed nationally  by  Movies. 
I  .S.  \.  nfficcs  in  the  U.S. 

Coal   &  Cooperation   in   Britain 

*  i  nder  the  Sin jfirc.  20  niiiiuti'-.  is 
directed  to  adult  and  school  groU|)S 
studying  world  affairs  and  socio- 
economic problems.  The  documen- 
tary describes  the  partnership  be- 
tween the  British  coal  miner  and  the 
scientist  and  how  this  partnership 
developed  from  explosion  prevention 
to  research  into  safetv.  welfare  and 
production  problems  and  better 
methods  of  coal  utilization.  The  film 
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maintains  that  the  planned  cam- 
paign of  scientific  service,  mad. 
possible  by  uniting  hundreds  of  col 
lieries  under  the  National  Coal 
Board,  has  resulted  in  solution  of 
age-old  problems,  in  improvements 
In  the  safety  and  health  of  the 
miner,  and  increased  outjiut.  I  nder 
the  Surface  is  available  for  pur- 
chase at  .S55.00  and  rental  at  S2.5li 
from  British  lnf()rmation  Ser\icc-. 
M)  Rockefeller  Flaza.  New  York  21 1. 
New  York. 

Preventing  Industrial  Accidents 

♦ //  Pidti  I  Have  to  Hapjien.  \'i 
minutes.  «as  produced  for  the  On- 
tario Accident  Prevention  Associ- 
ation and  is  being  distributed  com- 
mercially in  the  I  nited  States.  It 
shows  employees  in  industry  \\h\ 
guards  are  put  on  machines  and 
how  guards  should  be  used.  An 
accident-in-point  teaches  its  lesson 
when  a  plank  jams  as  it  is  being 
cut  on  a  circular  saw.  The  plank 
kicks  back  like  a  bullet,  apt  to  kill 
anyone  in  its  path.  In  the  U.S.,  this 
film  is  a\ailable  for  purchase  at 
S75.00  and  rental  at  S5.00  from 
International  Film  Bureau.  Inc..  57 
E.  Jackson  Blvd..  Chicago  4.  III. 

Understanding   Youth's 
Problems:  a  Discussion  Kit 

^  Prejace  to  a  Life,  a  S^^-minute 
sequence  featured  in  a  Panel  Dis- 
cussion Kit  compiled  for  mental 
health,  child  study,  parent-teacher, 
civic,  club  and  church  audiences. 
The  National  Institute  of  Mental 
Health  of  the  Public  Health  Ser\  ice. 
U.S.  Department  of  Health.  Educa- 
tion and  Welfare,  in  cooperation 
with  I  nited  W  orld  Films.  Inc..  pre- 
pared this  kit  which  contains  a 
16mm  film  clip  and  six  copies  of 
an  outline  guide  for  panel  discus- 
sion. The  film  sequence  shows  a  boy 
in  situations  involving  two  types  of 
neighbors:  a  scene  depicts  the  bov's 
unsuccessful  attempt  to  share  with 
his  father  a  happy  incident.  The  kit 
is  available  at  ST. .50  from  I  nited 
World  Films.  Inc..  1445  Park  .^ve.. 
New  York  29,  N.  Y. 

Facts  on   Children   Walking 

♦  }  onr  i.hildren  II  iil/iiri^.  IM  min- 
utes, carries  a  health  message  for 
parents.  In  a  good-humored  man- 
ner, the  film  stresses  the  value  to 
the  growing  child  of  suitable  exer- 
cise, regulated  rest  periods  and  con- 
stant attention  to  the  size,  shape, 
and  llexibility  of  footwear.  It  treats 
of  remedial  exercise  and  medically 
prescribed  shoes  to  check  deformi- 
ties earl\.  A  B.I.S.  release,  this  film 
is  available  for  sale  I  price  not 
listed  I  and  rental  at  .52. .50  from 
McGrau-Ilill  Book  Co..  Inc..  Text- 
Fdm  Depl..  .i.iO  \^est  42nd  St..  New 

\ork.  ^.^. 
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SPONSOR  RE-CREATES  EARLY  STEAM  ENGINE  FOR  FILM    ' 


This  Newcomen  engine  of   1700  was  created  for  a   new  Melatron  film. 


■^  A  niuti(»n  picture  sponsor  who 
likes  to  build  sets  and  props  for  his 
films  is  George  A.  Starbird.  presi- 
dent of  Los  Angeles'  Meletron  Cor- 


16mm.   Film— 400'   to   2000'    Reels 
Protect  your  films 
Ship  in  FIBERBILT  CASES 

Sold   ai  leading   dealeri 


SOUND  RECORDING 

at  a  reasonable  cost 

High    fidelity     16    or    35.     Quality 

guaranteed.    Complete  studio   and 

laboratory  services.    Color  printing 

and  lacquer  coating. 

ESCAR 

MOTION  PICTURE  SERVICE, 

7315  Carnegie  Ave., 
Cleveland   3,   Ohio 


puratiun.  manufacturer  of  pressure 
switches. 

For  his  latest  picture.  The  Pulse 
of  Automation,  currently  being  pro- 
duced by  Raphael  G.  Wolff  Studios. 
Inc..  of  Hollywood.  Mr.  Starbird  has 
had  his  company  engineers  con- 
struct giant  mockups  of  a  micro- 
switch,  a  knife  switch  and  a  full- 
scale  working  model  of  a  Newcomen 
steam  engine  of  1700. 

The  latter,  standing  14  feet  high 
and  24  feet  across,  probably  is  the 
onl\  Newcomen  engine  seen  in  the 
I  nited  States.  Properly  called  a 
■■fire  engine."  it  obtained  power 
from  a  steam-induced  vacuum.  It 
Mas  introduced  in  England  at  the 
start  of  the  18th  century,  many 
years  before  James  Watts  more 
famous  engine.  \^  idely  used  to 
pump  water  from  collieries,  the 
Newcomen  stayed  in  vogue  for  about 
60  years. 

Painstakingly  constructed  and 
""aged."  the  model's  huge  cylinder  is 
of  wood  bound  with  brass  straps:  its 
wooden  piston,  sealed  with  a  leather 
gasket,  operates  a  massi\e  "walking 
beam."  Chains,  lead  pipe,  brick  and 
crude  valves  constitute  its  other  com- 
ponents. The  engine  is  used  in  the 
new  film  to  dramatically  demonstrate 
the  lack  of  elementary  automatic 
controls  at  the  birth  of  the  machine 
age. 

The  Pulse  of  Automation  is  the 
second  motion  picture  \^  olfl  Studios 
has  produced  for  Meletron.  The  first. 
The  Meletron  Story,  was  filmed  two 
years  ago.  ^ 

Association  Films'  to  La  Grange 

♦  To  serve  its  midwestern  motion 
picture  customers  more  efficiently. 
Association  Films.  Inc..  has  opened 
a  new.  enlarged  film  exchange  in 
La  Grange.  III.,  located  at  .561  Hill- 
grove  Ave.  The  former  librarv.  at 
79  E.  Adams  St..  Chicago,  has  been 
discontinued. 


COMPLETE  MOTION    PICTURE   EQUIPMENT 

RENTALS 

FROM    ONE   SOURCE 


CAMERAS 

MITCHELL 

16mm 

35mm  Standard 

35mm  Hi-Speed 

35mm   NC    •    35mm   BNC 

BELL&  HOWELL 

Stondord    •    Eyemo    •    Filmo 

ARRIFLEX 

16mfn    •   35mm 

WALL 

35mm  single  system 

ECLAIR  CAMERETTE 

35mm    •    16/35mm 
Comblnolion 

AURICONS 

all  models  single  system 
Cine  Kodak  Special 
Maurer    •    Bolex 
Blimps    •    Tripods 


LIGHTING 

Mole  Richardson 

Bordwell  McAlister 

Colorlran 

Century 

Cable 

Spider  Boxes 

Bull  Switches 

Strong  ARC-Trouper 

10  Amps  llOV  AC5000W- 

2000W.750W 

CECO  Cone  lites 

(shadowless  lite) 

Gator  Clip  lites 

Born  Doors 

DifTusers 

Dimmers 

Reflectors 

WE   SHIP   VIA   AIR, 
RAIL  OR  TRUCK 


EDITING 

Moviolas    •    Rewinders 
Tobies    •   Splicers 
Viewers  (CECO) 

GRIP  EQUIPMENT 

Parallels    •    Ladders 

2  Steps   •   Apple  Boxes 

Scrims    •    Flogs 

Gobo  Stands 

Complete  grip  equipment 

SOUND  EQUIPMENT 

Mognasync-mognetic  film 

Reeves  Magicorder 

Mole  Richardson  Booms  ond 

Perambulators 

Portable  Mike  Booms 

Portable  Power  Supplies  to 
operate  comera  ond  recorder 


DOLLIES 

Fearless  Ponoram 
Clnemobile  (CRAB) 
Plolform    •    Western 
3  Wheel  Portable 


fhamk    c.   zuckcr 

(Jflni€Rfl  Cc^uiPiiienT  (o. 


FOURTH    ANNUAL    PRODUCTION    SERVICES    REVIEW 
A   BUSINESS   SCREEN   "SPECIAL"   FOR   MID-OCTOBER! 


You  Asked  for  it- Here  it  is 


TWIN-SELECTROSLIDE 
WITH  96  SLIDE  CAPACITY 

Here's  on  unbelievably  versotile 
outomatic  slide  changing  projector 
using  2x2"  slicJes.  (These  can  be 
macJe  from  natural  color  or  block- 
oncj-white  35mm  film'.  Here's  projec- 
tion OS  you  want  it — and  need  it,  with 
scientific  precision  and  accuracy. 


either  by  remote  control  or  set  auto- 
matic corvtrols. 

SELECTROSLIDE  helps  you  sell 
ideas,  products,  facilities  ...  we  will 
be  glad  to  send  you  the  name  of  our 
nearest  dealer  to  demonstrote  the 
new  TWIN-SELECTROSLIDE  or  any 
of  our  other  excellent  models.  Write 
for  illustrated   literature. 


#  Greater 
flexibility 
and  efficiency 

#  Can  be  used 
for  Stereo 
Realist  or 
Leica  Stereo 

#  New  control 
unit  mounted 
in  rear 


YSpindler  &  Sauppe 
2201  Beverly  Blvd  ,  Los  Angeles  57,  Calif.,  Phone: 


#  Endless  sound 
adapfion 
is  possible 


ESTABLISHED  1924 


Dunkirk  9-1288 


NUMBER 


VOLUME       16 


1  955 
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EASTERN  STATES 

•  CONNECTICUT  • 
Rockwell   Film   &   Projection 

Service,  182  High  St..  Hartford  5. 

•  MASSACHUSETTS   • 
Cinema,  Inc.,  234  Clarendon  St., 
Boston  16. 

•  NEW  JERSEY  • 

Slidcorafl   Co.,  142  Morris  Ave., 
Mountain  Lakes,  N.  J. 

Association  Films,  Inc.,  Broad  at 

Elm,  Ridgefield,  N.  J. 

•  NEW  YORK   • 

As<:ociation    Films,    Inc.,   347 

Madison,  New  York  17. 

Buchan  Pictures,  122  W.  Chip- 
pewa St.,  Buffalo. 

Comprehensive  Service  Co.,  245 

W.  55th  St.,  New  York  19. 

Crawford,  Immig  and  Landis, 

Inc.,  265  West  14th  Street, 
New  York  11,  New  York 

The  Jam   Handy  Organization. 

1775  Broadway,  New  York. 

Ken  KiUian  Co.  Sd.  &  Vis.  Pdts. 
17    New    York   .^ve..   Westbury, 

N.Y. 

S.  O.  S.  Cinema  Supply  Corp., 

602  W.  52nd  St.,  New  York  19. 

Training  Films,  Inc.,  150    West 

54th  St.,  New  York  19. 
Visual  Sciences,  599BS  Sufiern. 

•  PENNSYLVANIA   • 

The  Jam  Handy  Organization, 

Gateway  Center.  Pittsburgh  22. 

J.  P.  LiUey  &  Son,  928  N.  3rd 

St.,  Harrisburg. 

Lippincolt    Pictures.   Inc..   4729 
Ludlow  St.,  Philadelphia  39. 

•  WEST  VIRGINIA   • 

B.  S.  Simpson,  818  Virginia  St., 
W.,  Charleston  2,  PH  6-6731. 


SOUTHERN   STATES 

•  ALABAMA   • 
Lewis  M.  Stone,  Projector  Serv- 
ice.    "Specialized     in     Service." 
1409  Ford  Ave..  Tarrant  Citv  7. 
Ala. 

•  FLORIDA   • 
Norman  Laboratories  &  Studio. 

Arlington  Suburb,  Jacksonville. 

•  GEORGIA   • 
Colonial  Films,  7 1    Walton    St., 

N.W.,  ATwood  7588,  Atlanta. 
Stevens  Pictures.  Inc..  101  Wahon 
St.,  N.  W.,  Atlanta  3. 


•   LOUISIANA   • 
Stanley     Projection     Company, 

2IIV2  Murray  St.,  Alexandria. 

Stevens  Pictures,  Inc.,  1307  Tu- 
lane  Ave.,  New  Orleans. 

Delta  Visual   Service,   Inc.,   815 

Poydras  St.,  New  Orleans  13. 

•  MISSISSIPPI   • 
Herschel   Smith   Company,    119 

Roach  St.,  Jackson  110. 

•  TENNESSEE   • 
Southern    Visual    Films,    687 

Shrine  Bldg.,  Memphis. 

Tennessee  Visual  Education 
Service,  416  A.  Broad  St.,  Nash- 
ville. 

•  VIRGINIA  • 

Tidewater  Audio-Visual  Center, 

617  W.  3.1th  St.,  Norfolk  8,  Phone 
Ma  5-1371. 


MIDWESTERN   STATES 

•   ILLINOIS   • 

.4merican  Film  Registry,  24  E. 

Eighth  Street,  Chicago  5. 

Association  Films,  Inc.,  79  East 

Adams  St.,  Chicago  3. 

Atlas    Fibn    Corporation,    1111 
South  Boulevard,  Oak  Park. 

The  Jam  Handy  Organization, 

230  N.  Michigan  Ave.,  Chicago  1- 

Midwest  Visual  Equipment  Co., 

3518  Devon  Ave.,  Chicago  45. 

Swank  Motion  Pictures,  614  N. 
Skinker  Blvd.,  St.  Louis  5,  Mo. 

•  IOWA  • 

Pratt  Sound  Films,  Inc.,  720  3rd 

Ave.,  S.E.,  Cedar  Rapids,  Iowa. 

•  KANSAS-mSSOURI  • 

Erker   Bros.    Optical    Co.,   908 

Olive  St.,  St.  Louis  1. 

Swank  Motion  Pictures,  614  N. 
Skinker  Blvd.,  St.  Louis  5. 

•  mCHIGAN  • 
Engleman    Visual    Education 

Service, 4754-56  Woodward  Ave., 
Detroit  1. 

The  Jam  Handy  Organization, 

2821  E.  Grand  Blvd.,  Detroit  11. 

Capital  Film  Service,  224  Abbott 
Road,  East  Lansing,  Michigan. 

•  OHIO   • 

Ualph    V.    Haile    &   Associates. 

215  Walnut  St.,  Cincinnati. 


.  OHIO  . 

Academy    Film    Service    Inc., 

2110  Pavne  Ave.,  Cleveland 
14. 

Fryan  Film  Service,  1810  E.  12th 
St,  Cleveland  14. 

Sunray  Films,  Inc.,  2108  Payne 
Ave..  Cleveland  14. 

The  Jam  Handy  Organization, 

310  Talbott  Building,  Dayton  2. 

Twyman    Films    Inc.,    400   West 

First  Street,  Dayton. 

M.   H.  Martin    Company,   1118 

Lincoln  Way  E.,  Massillon. 

WESTERN    STATES 

•  C4LIFORNIA   • 

LOS  ANGELES  AREA 

Donald  J.  Clausonthue  Co.,  1829 
X.  Craig  Ave.,  Altadena 

Coast  Visual  Education  Co.,  5620 
Hollywood  Blvd.,  Hollywood  28. 

lloUvwood    Camera    Exchange. 

1600  N.  Cahuenga  Blvd.,  HoUy- 
wood  28. 

The  Jam  Handy  Organization, 

1402  Ridgewood  Place,  Hol- 
l.vwood  28. 

Uuike  Company,  829  S.  Flower  St.. 

Los  Angeles  17. 

Spindler  &  Sauppe,  2201  Beverl\ 
Blvd.,  Los  Angeles  4. 

SAN  FRANCISCO  AKEA 

Association  Films,  Inc.,  351  Turk 

St.,  San  Francisco  2. 

Westcoast  Fihns,  350  Battery  St., 
San  Francisco  11. 

•  COLORADO   • 

Dale  Deane's  Home  Movie  Sales 
Agency,  28  E.  Ninth  Ave.,  Den- 
ver 3. 

•  OKLAHOMA   • 

Cory  Motion  Picture  Equip- 
ment, 522  N  .Broadway,  Okla- 
homa City  2. 

•  OREGON  • 
Moore's  Motion  Picture  Service. 

33  N.  W.  9th  Ave.,  Portland 
9,  Oregon. 

•  TEXAS   • 

Association  Films,  Inc.,  1108 
Jackson  Street,  Dallas  2. 

George  H.  Mitchell  Co..  712  N. 

HaskeU,  DaUas  1. 

•  UTAH   • 

Deseret  Book  Company,  44  E.  So. 

Temple  St.,  Salt  Lake  City  10. 


USE  THIS  DIRECTORY  TO  LOCATE  THE  BEST  IN  EQUIPMENT,  FILMS  AND  PROJECTION 


The  Victor  Mognoscope  V200 

Victor's  Magnascope  Projects 
Microscopic  Slides  for  Study 

♦  Magnascope  \  21HI.  designed  to 
enlarge  microscopic  specimens  up 
to  thousands  of  diameters,  is  the 
latest  market  entry  of  Victor  Ani- 
matograph  Corporation.  Davenport, 
Iowa. 

The  new  unit  is  engineered  for 
use  in  schools,  research  laboratories, 
medical  centers,  industry  and  agri- 
culture. \^  ith  the  Magnascope  V200, 
microscopic  slides  and  specimens 
can  be  projected  on  a  screen  for 
large  group  showings  or  on  a  table 
top  for  small  groups  or  for  sketch- 
ing purposes.  When  projecting  on 
the  wall  screen,  image  size  is  limited 
only  by  the  length  of  throw  as  with 
any  projector. 

The  Magnascope  is  said  to  pro- 
vide the  same  resolution  of  detail 
as  found  in  the  finest  microscopes 
regardless  of  the  degree  of  magni- 
fication. The  unit  employs  special 
matched  lenses  for  its  light  con- 
densing system  to  give  light  of  high 
intensity,  matching  the  requirements 
of  high  power  objective  lenses.  A 
variable-focus  light  condensing  sys- 
tem assures  maximum  illumination 
with  standard  microscopic  lenses. 

The  lens  turret  is  indexed  for  fast 
positive  centering  of  lenses  over  the 
specimen  stage.  Focusing  can  be 
done  from  either  side  of  the  unit 
with  a  single  control.  The  unit  has 
a  200-watt  lamp,  is  blower  cooled, 
has  a  heat  filter  for  protection  of 
live  specimens,  and  its  specimen 
stage  is  level  at  all  limes.  It  weighs 
eight  pounds. 

*        •        * 

S.O.S.  16mm  "Action  Viewer" 
Gives  3  X  4-inch  Film  Scene 

♦  A  16nH)i  viewer  which  projects  a 
3  X  4-inch  "aerial"  image  has  been 
placed  on  the  market  by  S.O.S. 
Cinema  Supply  Corp.  The  S.0.>. 
16mm  Action  \  iewer  will  enable 
editors,  laboratory  workers,  anima- 
tors and  tv  technicians  to  run  origi 
nals  as  well  as  prints  without  film 
scratches  or  damage  to  sprockft 
holes,  it  is  claimed. 

Ihe    unit    features   a   coated,    rt- 
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^oIving  optical  prism  with  magni- 
fier viewing  glass.  Self-lubricating 
bearings,  individual  frame  and  fo- 
cus knobs,  a  high-power  projection 
lamp  with  adjustable  brightness 
control,  and  a  built-in  cue  marking 
device  are  featured.  The  \  iewer  can 
be  used  in  a  lighted  room  and  pro- 
jects an  easily  read  image  at  10  to 
14  inch  distance.  Five  second  thread- 
ing, left  to  right,  allows  the  film  to 
be  rewound  without  passing  through 
the  Viewer. 

A   special   base   also   is   available 
on  which  the  Viewer  and  an  S.O.S. 


NEW  AUDIO-VISUAL  EQUIPMENT 


The  S.O.S.  "Action  Viewer" 

Ediola  Sound  Reader,  optical,  mag- 
netic or  combination  optical  mag- 
netic, can  be  placed  in  exact  svn- 
chronization.  The  S.O.S.  .\ction 
Viewer  is  built  of  rugged  aluminum 
alloy,  measures  16  x  20  x  12  inches, 
weighs  9  lbs.,  and  is  priced  at 
S124.95.  With  Sound  Reader,  the 
prices  start  at  .§3.37.4-5. 

*  *       # 

Radiant  Announces  Redesigned 
"Screenmaster"  Model  Ready 

♦Radiant  Manufacturing  Corp.. 
Chicago,  has  announced  that  the 
first  of  their  completely  redesigned 
projection  screen  models,  the 
"Screenmaster.""  is  in  full  production 
and  available  for  immediate  delivery. 

Improved  features  of  the  1956 
model  Screenmaster  include  a  new 
functional  ""teardrop  -design  case 
for  greater  strength  and  stability,  a 
smoother  roller  action.  ""Easy-Glide."' 
Also  incorporated  is  an  automatic 
leg-lock  device  said  to  provide  in- 
stant, effortless  leg  opening  when 
setting  up  the  screen. 

The  Screenmaster  features  flame 
and  mildew -pro  of  "Vyna- Fleet" 
glass-beaded  fabric  and  is  available 
in  eight  sizes  from  30"  x  40"  to  70"  x 
70". 

*  »  * 

♦  New,  revised  wall  charts  listing 
all  current  Radiant  price  informa- 
tion are  now  available  from  the  firm 
at  2627  W.  Roosevelt  Rd..  Chicago. 


Recent    Equipment    Developments    for    Production    and    Projection 


Switch  on  at  *ii« 

The  Super. 40   Shut 
three   ihutler   blodi 

:ond  opero'ing  ipeed 
Pogeanl  de>elopi  48  'ight  interrupt 
lecond     Comfortable,    flicker-free   pi 


48  hghi  inierrupl 


I  leti  you  locli  th«  thutter  for 
ritofion.  And  wlien  you  with  to 
malic  control,  juil  relecne  the 


The  drawings  above  show  principle  of  the  new  Kodak  "Super-40  Shutter" 


Kodak's  16mm  Pageant  Projectors 

•^  ""Super-4()  Shutter."  a  new  shut- 
ter mechanism  on  the  Kodascope 
Pageant  16nnn  sound  projectors 
which  shifts  automaticalK'  between 
two  and  three-bladed  positions,  is 
designed  to  increase  screen  illumi- 
nation while  retaining  freedom  from 
flicker  during  the  showing  of  sound 
and  silent  motion  pictures.  De- 
veloped by  the  Eastman  Kodak 
Company,  the  new  shutter  was  intro- 
duced at  the  National  .Audio-Visual 
Conference  in  July. 

With    the    Super-40   Shutter,    the 
Kodascope  Pageant  becomes  an  all- 


Feature  New  "Super-40  Shutter" 

purpose  machine.  Equipped  for 
sound  and  silent  projection,  it  is 
capable  of  projection  under  ""nor- 
mal '"  conditions  and  for  use  under 
difficult  conditions  of  illumination: 
in  hard-to-darken  rooms,  in  large 
halls  and  wherever  additional  screen 
brilliance,  extra- long  projection 
throws  or  unusually  large  images 
are  required. 

Operated  at  16  frame  silent  speed, 
the  Super-40  has  three  blades  and 
provides  48  light  interruptions  per 
second.  When  the  projector  is  oper- 
ated at  sound  speed,  the  additional 


centrifugal  force  produced  actuates 
a  mechanism  that  changes  the  shut- 
ter to  two  blades.  At  sound  speed, 
the  shutter  transmits  over  40%  ad- 
ditional illumination,  yet  maintains 
its  48-shutter  rate,  the  companv  re- 
ports. 

When  the  extra  brilliance  of  a 
two-bladed  shutter  is  not  required, 
a  special  latch  permits  the  operator 
to  lock  the  shutter  for  standard 
illumination.  The  Super-40  Shutter 
returns  to  automatic  operation  when 
the  latch  is  released. 

Greater  brilliance  is  required  for 
the  larger  screen  sizes  used  in  mod- 
ern 16mm  projection.  Improved 
room-darkening  techniques  and  the 
incorporation  into  16mm  projectors 
of  faster  lenses  and  lamps  of  greater 
capacity  provide  a  partial  solution. 
Eastman  points  out.  The  kev  to 
light  transmission,  however,  alwavs 
has  been  the  projector  shutter,  it 
is  noted,  and  this  is  the  problem 
the  Super-40  is  engineered  to  solve. 

Three  Pageant  audio-visual  mod- 
els now  are  equipped  with  the 
Super-40  Shutter.  These  include  the 
AV-073  (7-watt,  8-inch  speaker. 
single  easel,  priced  at  S425.00:  the 
AV-153  ( 15-watt,  12-inch  speaker. 
2  cases),  at  8530.00;  and  the  A\ - 
1.53-S  1 15-watt.  8-inch,  single  easel 
at  S455.00.  E" 


your  meeting 
with  a  dynamic' 


Pirtt-a-Stoge 


beyond  belief.' 

Standard  Port-a-Stages  and  new  unique  de- 
sign Port-a-Stages  are  engineered  for 
strength  and  are  rock  steady.  Practical  for 
traveling  or  one  time  shows. 


RENT  OR  BUY 


WRITE   FOR   FREE   CIRCULAR 


NUMBER      5 


VOLUME      16 


1  955 
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Recent  Equipment  Developments  for   Reproduction  and   Projection 


The  new  "Dual  Reader" 

Dual  Reader,  16mm  Film  Editor 
Introduced  by  The  Camera  Mart 

•^  Dual  Kradcr  i?  tlii>  trade  name  of 
a  new  addition  to  the  field  of  16mni 
film  editing  equipment  recentK  in- 
trodueed  f)y  The  Camera  Mart.  Inc. 
New  York.  The  device  consists  of 
an  optical  sound  reproduction  unit, 
a  combination  amplifier -speaker, 
and  a  base  plate  on  which  any  16nnn 
motion  picture  viewer  can  be  used 
in  conjunction   with  the  sound. 

The  design  of  the  Dual  Reader 
permits  the  sound  head  to  be  posi- 
tioned for  single  or  double  system 
tracks  and  for  editing  from  right 
to  left  or  left  to  right  viewers,  and 
can  be  adjusted  so  that  the  picture 
and  sound  are  separated  exactly  26 
frames  for  synchronization.  .4n  opti- 
cal slit  with  pre-focused  exciter 
lamp  socket  will  read  either  variable 
area  or  variable  density  tracks. 

The  4-watt  amplifier  is  complete 
with  a  built-in  Alnico  speaker  for 
distortion -free  reproduction  of 
music  and  speech.  A  separate  ex- 
citer lamp  rheostat  control  is  in- 
corporated to  increase  or  decrease 
the  intensity  of  the  lamp  which  is 
essential   for   hi-fidelity   sound. 

All  parts  are  precision-machined 
and  a  highly  polished,  chrome- 
plated  film  track  affords  safe  travel 
for  the  film.  Other  features  of  the 
amplifier  include  volume  control, 
headphone  jack,  amphenol  plug  con- 
nections, and  four  feet  of  shielded 
cable. 

Safety  fused,  the  equipment  oper- 
ates on  110-120  volts.  60  cycles. 
AC.  and  is  priced  at  -§195.00.  For 
descriptive  literature,  write  to  The 
Camera  Mart.  Inc..  at  1845  Broad- 
way. New  York  23,  N.Y.  Iff 
«        »       « 

Houston  Fearless  Shows  New 
"Labmaster"  Film  Processor 

♦  "Labmaster"  is  the  name  of  a  new 
film  processor  introduced  by  Hous- 
ton Fearless  Division.  Color  Corp. 
of  .Vmerica.  Los  Angeles.  The  new 
machine  is  described  as  designed  for 
easy  operation  and  quality  process- 
ing of  16mm  negative  or  positive 
black  and  white  film  —  priced  to  fit 
the  budget  of  small  motion  picture 
labs  or  small  television  stations. 

The  Labmaster  features  an  im- 
proved "in-line"  design  with  all 
parts  accessible  for  easy  operation 


and  maintenance  and  makes  possible 
installation  against  a  wall.  It  is  day- 
light operating. 

The  unit  is  conqjletely  self-con- 
tained. Film  is  transported  by  a 
friction  clutch  drive  and  speed  of 
operation  is  variable  from  10  to  35 
feet  per  minute,  depending  on  type 
of  film,  energy  and  temperature  of 
solutions.  Developer  and  fixer  tanks 
ha\e  temperature  control  and  re- 
circulation is  provided  for  the  de- 
\ eloper.  All  tanks  are  equipped  with 
bottom  drains. 

Other  features  include  an  im- 
proved air  .squeegee,  built-in  air 
compressor,  spray  combined  wash, 
infra  red  strip  heaters  in  dry  box, 
and  filtered  forced  air  dry  box  with 
exhaust  duct  outlet. 


Engraved  "Sound  Book"  Ploys 
Eight  Uninterrupted  Hours 

•¥  .Sound  Book  —  a  new  sound  re- 
cording device  which  can  play  un- 
interruptedly for  eight  hours  —  has 
been  placed  on  the  competitive 
counter  alongside  the  long-playing 
discs  and  the  tape  machines.  Sound 
Book  was  dexeloped  in  Germany  b> 
the  Tefifon  Company.  It  is  being 
distributed  exclusively  in  the  Lnited 
Slates  by  the  Audio-Master  Corpora- 
tion. New  York. 

Audio.Master  sees  as  its  initial 
market  the  long  -  playing  -  nmsic  - 
lovers  at  home,  the  radio  stations 
looking  for  an  automatic  record- 
jockey,  factories,  offices,  restaurants. 
department  stores  which  use  music 
for   background   or  functional   pur- 


THE     EDITORS     OF     BUSINESS     SCREEN 
Announce  Their   Fourth  Annual    1956 

Production  Service  Review 

AN    AUTHORITATIVE    AND    COMPLETE    BUYERS'    GUIDE 
COMING  IN  MID-OCTOBER,   1955,  WITH  FEATURES  ON 

Laboratory  Service 
Gptical  Effects  Stock  Shots 
Animation   Rim  Treatment 
Title  Service  Film  Handling 
Library  Music  Film  Storage 

Sound  Recording 
and  Production  Equipment 


For    official    listing    forms    ond    other    information 
address  inquiries  by  letter,  wire  or  telephone  to 

BUSINESS       SCREEN       MAGAZINE 

7064  Sheridan   Road,   Chicago  26,   Illinois      •      BRiargate   4-8234 


poses   as   part    "f  their   dailv 
ation. 

iiul  Tefifon  also  is  being  aimeil 
ill  ihi'  e<lucalional  and  industrial 
liclds  »hc-ri-  its  longevity  can  vie- 
with  other  sound  systems  in  indoc- 
trination and  training  amplification. 
The  Sound  Book  can  become  .i 
sonic  text  or  copybook,  a  compend- 
ium of  lectures,  an  onmibus  of 
lilerar\  selections,  playing  at  new 
lengths  instruction  courses,  sales 
training  progranis  and  similar  in- 
formational chapters  in  the  indus- 
trial field. 

It  is  conceived  that  music  ami 
courses  can  be  sold  outright  or  ro- 
tated on  a  rental  library  basis.  The 
sound  package  is  small,  can  be 
placed  in  a  container  and  sent 
through  the  mail  uithont  fear  of 
breakage. 

To  introduce  Sound  Book.  Audio- 
Master  is  accenting  its  quality  and 
endurance  as  a  high  fidelity  song 
book.   A   representative  library   has 


been  established  and  the  firm  is 
releasing  approximately  40  Sound 
Books  ranging  in  playing  time  from 
one  to  four  hours.  The  schedule 
calls  for  10  new  Sound  Books  to  be 
made  available  per  month.  The 
library  at  present  features  a  wide 
diversity  of  classical,  semi-classical 
and  other  kinds  of  music. 

The  sound  for  the  Sound  Book 
is  supplied  by  a  needle  "reading'  an 
engraved  process  on  pure  vinylite 
with  an  average  of  82  grooves  on 
a  '  L-inch  band.  The  sound  process 
is  in  a  cartridge  measuring  6  x  5'  -- 
inches.  To  play  the  Sound  Book,  the 
window  face  is  slid  back  and  the 
soundband  extended  in  a  loop.  The 
loop  is  placed  around  the  playing 
wheel  of  a  special  play-back  ma- 
chine in  the  manner  that  a  record 
is  placed  on  a  turntable.  The  needle 
is  set  against  the  soundband  and 
the  tone  starts.  If  a  specific  sound 
section  is  desired,  a  selector  spots  it 
immediateh. 

.As  the  unit  plaxs.  the  soundband 
revolves  in  the  form  of  a  figure 
eight,  winding  and  rewinding  autu- 
maticallv.  The  soundband  is  safe 
from  breakage  by  inexperienced 
hands,  according  to  the  distributor 
who  also  counts  the  engraved  band  s 
nonerasabilitv  an  advantage.  I^" 


DUAL  CONTROL  FOCUSES 
BOTH  FRONT  AND  REAR 

New  dual-focus  control  is  twice  as 
convenient,  twice  as  accurate 
as  unsteady,  old-fashioned  one 
lever  focusing.  Even-Action  focus 
is  always  smooth,  absolutely 
precise  and  accurate  from  spot 
to  flood  positions. 


TODAY.   WRITE    FOR   COLORFUL   NEW 
CATALOG-BROCHURE   "NEW   DIMENSIONS 
CONTROLLED  STUDIO   LIGHTING" 


world  headquarters  for  the  finest  engineered  lighting  &  production  equipment  {sales  and  rentals). 


1117  North  [/cCadden  Place 
Hollywood  38,  California 
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\^  HKN     bal)V     tioes    home. 

:i   complex   IK'W  world   hef;in>   for  hit^ 

proiitl  parent?. 

An  entertaining  motion  picture,  released  by 

Mead  Johnson  and  Company,  explain?  the  new 

haliy'.-  ha^ic  requirements.    It  tells,  with  dramatic 

clarity,  what  new  mothers  should  know  before  they 

leave  the  hospital  ...  to  make  baby  comfortable  .  .  .  tc 

keep  him  happy  ...  to  enjoy  him. 

Produced  by  The  Jam  Handy  Organization.  "Baby 

Goes   Home"  skillfully  combines  entertainment 

with  sound,  practical  information. 

(iet  Mt\n  nu'ssage  across  simply,  effectively^ 
dramatically,  with  the  help  of — 
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THE    BIG    NEW    AUDIENCE    FOR    SPONSORED    FILMS 


Everyone  Profits  when 


you  use 


c»l«r 


THE 

DIRECTOR 

PROFITS 

Rush  delivery  of  color 

rrect  dailies  permits  tighter 
production  schedules. 


Laboratories,  Inc. 


HOLLYWOOD  6823  Santa  Monica  Blvd.     •     Hollywood  9-3961     •     NEW  YORK   105  East  106th  Street     •     TRafalgar  6-1120 

GREAT  MOTION   PICTURES  ARE  PROCESSED  BY 

^^%?/y^(^' Laboratories,  Inc.  is  a  subsidiary  of  CHES.APE.AKE  INDUSTRIES,  INC. 
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THREE  REASONS  WHY  CARAVEL- PRODUCED 
SLIDE-FILMS  YIELD  IMPORTANT  RESULTS . . . 

In  recent  years,  Caravel  has  produced  slide-films  for  over  40  major 
companies  — used  mainly  in  direct  sales  presentations,  promotion,  and 
sales  training.  Again  and  again,  our  clients  tell  us  of  impressive  results 
obtained  from  these  films. 

We  think  we  know  the  reasons: 


1. 

EXPERIENCE      f 
IN   MARKETING  I 


Caravel  executives  are  trained  to  think  in  terms  of  the  real  marketing  problems 
confronting  the  client,  and  Caravel  scripts  are  tailor-made  to  meet  those  problems. 
Resulting  in  comments  like  this  one  from  Towle  Silversmiths: 

"—a  top-quality  joh  —  we  are  proud  to  show  it  to  our  dealers." 


2. 

CREATIVE 
CRAFTSMEN 


Caravel's  creative  production  staff  knows  how  to  emphasize  the  kev  ideas  that 
the  client  wants  to  get  across.  Thus,  Towniotor  Corporation  w  rites  of  a  Caravel- 
produced  slide-film: 

"/  ii«/i/  to  compliment  you  .  .  .  congratulations  are  especially  due  for  the 
photography  and  art-work  .  .  .  enthusiastic  acclaim." 


3. 

DELIVERY 
AS  PROMISED 


Caravel's  technicians  set  and  keep  schedules  that  enable  the  client  to  show  the 
film  at  the  optimum  time  for  his  marketing  needs.  Calvert  Distillers  is  a  case 
in  point: 

"Working  for  you  are  some  fine  people  ivith  a  high  sense  of  re.'iponsihility  .  .  . 

To  each  individual  craftsman  who  helped  us  reach  the  deadline  intact,  my 

admiration  and  warm  thanks." 


If  you  use  slide-films  as  a  sales  tool,  you  will  be  interested  in  seeing  some 
of  Caravel's  productions.  With  the  permission  of  our  clients,  we  will  be  glad 
to  arrange  a  showing  for  you,  without  charge  or  obligation. 


CARAVEL    FILMS 

INCORPORATED 

730     FIFTH     AVENUE  NEW    YORK 

TELEPHONE     CIRCLE     7-6111 


r  K  E  E  •  •  •  write 
for  the  new 
Caravel  brochure, 
THE  MOTION  PICTURE 
AS  A  SALES  TOOL. 


men  of  tomorrow 


How  a  great  school   molds  the  hearts 
and  minds  of  young  Americans— to 
prepare  them  for  richer  lives  as  citizens 
and  individuals— for  leadership  in  the 
pursuits   of   everyday    life— and    in 
emergency,  should  it  arise— has  been 
warmly  and  dynamically  captured  in  the 
New  Mexico  Military   Institute's  new 
sponsored  film  "MEN  OF  TOMORROW." 
We  salute  the  Institute's  Men  of  Today 
whose  imaginative  use  of  motion 
pictures  has  brought  a  timely  and 
vital  story  to  the  screen  for  the  benefit 
of  American  youth. 

STUDIOS,     INC. 

->,    HOLLYWOOD    •    NEW    YORK    •    CHICAGO    •    OETROII 
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Three  lens-matching  viewfinder 
objectives,  turret  mounted, 
show  the  exact  fields  of  the 
camera  lenses.  Parallax  adjust- 
ment dial  is  graduated  from  3' 
to  infinity,  focuses  for  individ- 
ual variations  in  eyesight. 


for 


7  operating  speeds 
Each  is  continu 
ously  governor 
controlled  for  con 
sistently  accurate 
exposure,  with  in 
stantaneous  start- 
ing and  stopping 
Speed  control  is  ad 
justable  while  cam 
era  is  running. 


Turret  accommodates  three  stand- 
ard C-mount  lenses.  Choose  from 
magnificent  Bell  &  Howell  and 
Taylor  Hobson  Cooke  lenses  rang- 
ing in  focal  length  from  10mm  to  6". 


new 

achievements 

in 
business  films 


One  look  at  the  Bell  &  Howell  70-DL  tells  you 
this  16mm  camera  means  business!  Behind  the 
strength  and  authority  of  its  familiar  "face" 
are  accuracy  and  precision  that  give  you 
theater-quality  movies  at  lower  costs.  To  make 
the  most  of  movies,  make  friends  with  the  "70." 
Get  acquainted  .  .  .  right  here  on  this  page! 


Built-in  hand  crank  for  dou- 
ble exposures,  lap  dissolves 
and  special  effects  permits 
exposing  a  full  100-foot  roll 
at  governor  controlled 
speeds.  Calibrated  frame 
counter  resets  instantly. 


experience  leads  to 

Bell  &  Howell 

Write  for  complete  information  on  the  70-DL  cam- 
era and  other  Bell  &  Howell  products  for  business 
use.  Bell  &  Howell,  710S  McConnick  Rd.,  Chicago  45. 
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!  SHOW  MOVIES  IN  LIGHTED  ROOMS 
. . .  Save  Darkening  Costs 


Technical  Service,  Inc.  announces  a 
new  model  sound  projector  de- 
signed exclusively  for  use  in  lighted 
— or  hard  to  darken  —  rooms  .  .  . 
PLUS  all  the  features  of  regular 
projection.  A  TV-size  screen  is 
built  into  the  projector  for  daylight 
viewing  of  16  mm.  films.  For  larger 
audiences  the  same  projector  con 
be  adopted  to  projection  on  any 
standard  screen  by  a  mere  flip 
of  the  wrist. 

This  is  a  complete  new  concept 
in  16  mm.  projection.  The  TSI— 
Duolite  is  the  first  projector  that 
offers  both  the  self-viewing  pro- 
jection feature  and  the  standard 
type  projection  on  a  separate 
screen.  When  utilizing  the  self-pro- 
jection screen,  you  eliminate  all 
need  for  a  separate  screen  and  for 
darkening  of  the  room  with  ex- 
pensive drapes  and  curtains.  The 


brilliant  image  permits  showing  of 
color  or  black  and  white  films  in 
any  lighted  room  without  loss  of 
picture  quality.  Only  with  the  TSI— 
Duolite  do  you  get  these  double 
projection  advantages. 

The  Duolite  projector  combines  all 
the  picture  and  sound  clarity  of  the 
well-known  DeVrylite  projector 
with  the  TSI  Suitcase  type  projector 
that  has  been  so  well  accepted  by 
industry  for  many  years. 

Best  of  all,  you'll  find  that  the  price 
is  right  for  this  remarkable  new 
projector.  Maintenance  and  serv- 
ice costs  are  extremely  low  as  well. 
The  Duolite  is  the  quality  DeVrylite 
projector  throughout,  built  for 
years  of  service.  You'll  find  the  dual 
projection  feature  to  be  econom- 
ical, convenient  and  extremely 
adaptable  for  your  use. 


r®-, 


Technical   Service,  Inc. 

Livonia,  Mich, 


IkMi  DEPT.    C 

L_1__U     30865  Five  Mile  Road 


ConoAan  D..ir,b„i,oo:  S.  V/.  Coldwell,  Ltd.,  447  Jorvis  Street,  Toronto  5,  Ontario 

Foreign  DislribuliQn 

Weitrex  Corp.  (formerly  Western  Electric  Export),  t  1 1   Eightti  Ave.,  New  York  11,  N.  Y. 


TECHNICAL  SERVICE,   INC. 
30865   FIVE  MILE  ROAD 
LIVONIA,   MICHIGAN 

Gentlemen: 

Pleats  lend  me.   without  ohiigalioit,   complete  information 
on  your  new  JSI-Duolile  projector  featuring  dual  pro/ecfion. 

NAME 

AFflllAIION 

ADDRESS 

art ZONE STATE 


'pree 

Complete  information  and 
specifications  on  the  new 
TSI'Duotile  proieclor  can  be 
cbfoined  without  obligation 
by  mailing  in  the  coupon  at 
the  left 
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byron  color-correct*  prints... 


You'll  also 

get  the    highest  standard 

of  16  mm.  productionwhen  you 

use  these  byron  facilities: 

script 
art 
titling 
animation 
editing 
sound  effects 
recording 
location  photography- 
music  library 
sound  stage 
complete  black  and  ichite 
laboratory  facilities 

Reeves  magna-stripe* 


Industry's  highest  standard 
of  color  duplication 

Only  byron  can  make  "Color-Correct*"  prints,  for 
"Color-Correct*"  is  byron's  exclusive  patented  process 
that  assures  top  quality  color  duplicates  every  time. 

"Color-Correct*"  has  often  been  used  incorrectly  — 
to  mean  mere  balancing  of  color  from  scene  to  scene  .  .  . 
but  byron  "Color-Correct*"  goes  far  beyond  that.    From 
every  standpoint,  "Color-Correct*"  is  the  highest  standard 
for  color  duplication;  yet,  surprisingly  enough,  byron 
prices  are  among  the  lowest  in  the  industry.    \ext  time  you 
order  color  duplicates,  specify  byron  "Color-Correct*"  prints. 


byron 


•Reg.  U.S.  Pat.  Office 


Studios  and  Laboratory 

1226  Wisconsin  Ave.,  N.W.,  Washington  7,  D.C. 
DUpont  7-1800 


PRACTICALLY   EVERY    16   MM    FILM   PRODUCER   IN   THE    WESTERN  HEMISPHERE   IS   A   CLIENT   OF   BYRON 
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FILM  AWARD  HDNDRS 

AT    FESTIVALS    IN    U.S.    AND    ABROAD 


SLIDE-FILM 
PRODUCERS 


WE  BEGIN  WITH  YOUR 

•  sound 

IDONE  \H  OUR  STUDIOS  OR  YOURS) 

AND  END  BY  PROVIDING  YOU  WITH  THE 

•  finest 

•  slide -film  pressing 

•  in  the  industry 


ice 

MUSIC 

supply 

SOUND  EFFECTS 

all 

SIGNALING  *  (ESI) 

MASTERING 

PROCESSING 

or 

any 

PRESSING** 

part 

PACKING  &  SHIPPING 

♦ELECTRONIC  SIGNAL  INSERTER  AN 
EXCLUSIVE  DEVICE  DEVELOPED  BY  US 
FOR  PERFECT  SIGNAL  PLACEMENT. 

**PURE   RED   VINYLITE   RECORDS 


DISC  recording  -  masters 
processing  •  pressing 

TAPE  recording  •  editing 
assembly 

FILM  recording  ■  re-recording 
transferring  •  interlocking 


write  or  phone  for 
Special  Producers  Price  List 

UNIVERSAL  RECORDERS 

6757     HOLLYWOOD     BLVD. 
HOLLYWOOD  28,  CALIF.,  HOIIywood  9-8282 


Kentuckiana  Juries  Cite  Eight  Pictures; 
"How  to  Sell  Quality"  Best  of  the  Festival 

■^f  liiylil  iiiiiliim  (iiiliui's.  si'lfiletl  fmiii  ei^lil 
categories  of  industrial  subjects,  were  honored 
at  the  4th  Kentuckiana  Film  Festival,  sponsored 
by  the  American  Society  of  Training  Directors. 
September  21. 

Voted  the  outstanding  film  of  the  entire  festi- 
val was  the  sales  training  category  winner.  How 
to  Sell  Qualily.  Meant  to  bolster  the  salesman's 
confidence  in  meeting  cut-price  compcliliun  with 
quality,  this  film  was  produced  for  the  Dartnell 
Corporation  by  The  Jam  Handy  Organization. 
Winning  in  the  merchandising  category  was 
Totally  New  Tire,  a  picture  with  a  sales  bounce, 
produced  by  Wilding  Picture  Productions.  Inc.. 
for  the  United  States  Rubber  Company.  Wilding 
scored  again  when  its  production,  The  Second 
Hundred  Years,  sponsored  by  the  Crane  Com- 
pany, won  in  the  economics  category.  The  Second 
Hundred  Years  is  a  company  history-future  film 
released  in  connection  with  the  sponsor's  cen- 
tennial. 

Hawaiian  Hospitality,  produced  by  Alfred  T. 
Palmer  Productions  to  turn  eyes  Waikikiward 
for  the  benefit  of  Matson  Lines,  was  chosen  in 
the  travel  film  competition. 

Public  relations  victor  was  The  Story  of  Light, 
produced  in  "DoUywood,"  Holland,  by  Trans- 
film-Geesink  Productions  for  General  Electric 
Company.  In  animated  doll  technique,  this  film 
tells  man's  struggle  and  success  in  conquering 
darkness. 

Capturing  the  industrial  safety  citation  was 
One  to  a  Customer,  sponsored  and  produced  by 
Aetna  Life  Insurance  Company.  Topping  the  in- 
dustrial relations  films  was  The  Grievance,  pro- 
duced for  the  National  Film  Board  of  Canada. 
In  arts  and  crafts.  Pueblo  Indian  Pottery  was 
named  best.  This  syndicated  film  was  entered  by 
its  producer.  Harold  C.  Ambrosch  Film  Produc- 
tions. 

The  winners  were  chosen  from  .SO  films 
screened.  Entrants  were  invited  to  provide  de- 
scriptive literature  on  their  films  for  distribution 
during  the  festival,  held  in  the  Main  Speed  Build- 
ing at  the  University  of  Louisville.  James  W. 
Cottrell  of  the  Reynolds  Metals  Company  was 
general  chairman  of  the  event.  ff 

«        *        tj 

U.S.  Sponsored  Films  Honored  at  Edinburgh, 
Venice  Festivals  Despite  Odds  Against  Them 

-K  Considering  the  preoccupation  with  art-mood, 
social  analysis  and  "experimental"  offerings 
which  characterizes  the  film  festival  front,  any 
penetration  by  relatively  pragmatic  sponsored 
motion  pictures  is  noteworthy.  The  noteworthi- 
ness  increases  when  American  sponsored  films, 
sent  overseas  to  battle  a  larger  number  of  avantc- 
what-have-you  gems  of  American  and  world  ori- 
gin, manage  to  infiltrate  the  bulls-eye  area. 

Winning  double  distinction  against  this  inter- 
national law  of  averages  were  two  native- 
fashioned  sponsored  films  which  scored  at  both 
the  recent  Edinburgh  and  Venice  Film  festivals. 
The  two  sturdy   survivors  were: 

The  Pirogue  Maker,  a  public  relations  human 
interest   feature,   photographed    in   the   Louisiana 


U.S.  representative  to  9th  Edinburgh  Film  Festival 
was  Gale  Griswold,  director  of  motion  picture 
services  of  Foreign  Operations  Administration.  He 
and  Mrs.  Griswold  (left)  were  greeted  by  the  Lord 
and   Lody   Provost  John   G.   Banks,   of   Edinburgh. 

bayou  country  by  Arnold  I^agle  for  the  Esso 
Standard  Oil  Company,  which  received  a  "spe- 
cial mention"  in  the  Films  for  Children  section 
at  Venice  and  an  appearance  citation  at  Edin- 
burgh. 

If  ild  Flowers  oj  the  West,  a  travel  promotion 
film  produced  for  the  Richfield  Oil  Corp.  by 
Frederick  K.  Rockett  Company  which  was  hon- 
ored for  appearing  at  both  festivals. 

In  an  overseas  class  by  itself  was  The  Wis- 
consin Clejt-Palate  Story,  sponsored  by  the 
Wisconsin  State  Dept.  of  Public  Instruction, 
(CONTINUED       ON       PAGE      SEVENTY-SIXI 


New  2 -way 
Proiector 

for  "today  and  tomorrow" 


For  Stereo  and   2"  x  2"  Slides 

The  new  Compco  Triad  Projector  is  truly  the  most  advanced 
ifereo  projection  syrfem.  You  con  now  eosily  show  your 
products  in  life  size  3-dimeniion,  in  full  color  —  to  one  or  a 
hundred  prospects  at  the  same  timet  Prospects  ore  omoied  at 
the  sparkling  brilliance,  clarity,  natural  depth  and  convincing 
reolism  of  a  Triad  Stereo  presentotion.  It's  actually  2  projec- 
tors in  one  —  because  an  instant  changeover  permits  manual 
or  automotic  viewing  of  2"  x  2"  slides,  too.  You'll  morvel  at 
the  many  exclusive  features:  one  knob  lens  control;  illum- 
inoted  preview  panel;  rear  control  focusing;  perfectly  motched 
projection  lenses;  2-500  w.  lomps  on  separote  switches; 
"whisper   silent"    blower    system    plus    many    others. 

Write  For  FREE  Bulletin 

giving  full  details  and  specifications  on  this 
remarkable  2-way  projector.  See  how  you, 
too,   can    use   it   in   your  sales    presentations. 

COMPCO    CORPORATION 

2275  W.  St.  Paul  Ave.,  Chicago  47,  I 
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us 


U.S.  RUBBER 
WILDING 


America  Needs  New  Roads.  Cities 
want  more  express  streets.  All  communities  are  burdened 
by  inadequate  parking  facilities.  Everybody  talks  about 
these  problems,  but  the  United  States  Rubber  Company 
decided  it  was  time  to  do  something  about  them.  Their 
contribution  is  a  motion  picture  entitled  "Memo  to 
Mars,"  written  and  produced  by  Wilding  for  distribu- 
tion by  U.  S.  Rubber  as  a  public  service.  Purely  a  film 
of  motivation,  it  is  designed  to  arouse  audiences  to  action 
without  suggesting  a  definite  program.  The  existing  situ- 
ition  is  dramatized  through  the  eyes  of  a  protagonist,  a 
superior  Martian,  whose  observations  should  be  of  sober- 
ing significance  to  every  thoughtful  American  motorist. 


L  D I  N  e 


Imagination  was  given  free  rein  when  Wilding  artists  created  sets,  furni- 
ture and  costumes  that  theoretically  exist  on  another  planet.  The  three 
scenes  here,  photographed  on  our  stages,  picture  a  concept  of  Mars 
dreamed  up  for  a  picture  that  imparts  on  important  message  despite  — 
or  perhaps  because  of  —  its  frame  of  fantasy. 


CHICAGO  NEW  YORK  CINCINNATI  ST.  LOUIS 


DETROIT 


CLEVELAND  PITTSBURGH  HOLLYWOOD 


NOW!  These  six  laboratories  offer  fast  magnetic 
Magna-Striping^for  all  16mm  films! 


Byron  Labs 

1226  Wisconsin  Ave.,  Washington,  D.C. 

Colburn  Labs 

164  N.  Wocker  Drive,  Chicago  6,  Illinois 

Consolidated  Film  Industries,  Inc. 

959  Seward  Street,  Hollywood  38,  California 

Animex 

Nieuwe  Gracht  7,  Haarlem,  Holland 

Sathaporn  Cinema  Co. 

2196  Tung  Mahamek,  Bangkok,  Thailand 

Reeves  Soundcraft 

671  Hope  St.,  Springdale,  Conn. 


Here's  real  striping.  Striping  that  will  never  soften 
and  come  off  because  of  projection  lamp  heat. 
Magna-Stripe  has  the  original  balancing  stripe. 

.4nd  more:  Magna-Stripe  is  the  only  magnetic 
striping  used  on  Cinemascope  films  produced  by 
major  Hollywood  producers.  Soundcraft  won  an 
"Oscar"  for  this  process  in  1953. 

Three  sizes  of  Magna-Strlpc  are  available: 

25-mil  Magna-Stripe  for  double-perforated 
silent  film 

50-niil  Magna-Stripe  for  both  magnetic  and 
photographic  sound 

100-mil  Magna-Stripe  for  all-magnetic 
sound  track 

FOR   EVERY   SOUND    REASON 


REEVES 


SOUNDCRAFT 


CORP. 


10  East  S2nd  Street,  New  York  22,  N.  Y. 
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TED  HIRSCH 


CONSOLIDATED 

FILM 

INDUSTRIES 

959  Seward  St.,  Hollywood  38,  Calif.   •  HO  9-1441 

in  New  York :     1740  Broadway 
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hand  rewind 


negative  rewind  set 


differential  rewind 


pow'cr  rewind 


HO  2  3284 

956  NO.  SEWARD  ST. 

HOLLYWOOD  38 

CALIFORNIA 


precision  film  editing  equipment 


HOLLYWOOD  FILM  COMPANY 


synchronizer 


split  reels 


film  racks 


editing  table 


vault  cans 


swivel  base 


tightwind  film  storage  cibinet 

at  better  dealers  everywhere 


Marquette  U.  Workshop  to 
Feature   Training   Aid   Usage 

♦  "A  Worksluip  ill  the  Dcvcioiimpiil 
of  More  Efle(li\e  Training  Aids" 
will  be  held  at  the  Management 
Center.  College  of  Busines?  .Admin- 
istration. Marquette  I  niversitv, 
Milwaukee.  Wisconsin,  \ovemlier 
8-9.  The  two-day  workshop  will  be 
(onductcd  by  the  College  of  Busi- 
ness .Administration  in  cooperation 
with  the  Milwaukee  Association  of 
(^omnierrp. 

Described  as  a  '"doing,"  not  a 
'talking  workshop,  the  sessions 
will  be  designed  to  provide  visual 
aid  know-how  for  training  super- 
visors, salesmen,  superiors  and  sub- 
ordinates. Participants  will  practice 
with  the  latest  equipment  and  male- 
rials  —  actually  preparing  visual 
aids. 

During  sessions  running  from 
0:00  a.m.  to  4:30  p.m..  instruction 
will  deal  with  sound  film  strips, 
opaque  materials  for  projection, 
transparencies,  flannel  boards,  turn-  ' 
over  charts,  dioramas,  silk  screen- 
ing, use  of  flat  pictures,  layout  re- 
productions, lettering,  map  and 
chart  making,  spatter  painting. 

Leading  the  workshop  will  be 
The  Rev.  Russell  R.  Hoeltzel.  chair- 
man, Audio-Visual  Committee.  Phil- 
adelphia Council  of  Churches,  and 
Raymond  \^ .  Trimble,  civilian 
training  aids  specialist  for  the  Ninth 
Naval  District. 

For  registration  informaliim. 
write  Dr.  Russell  L.  Moberly.  Dir.  i . 
tor.  Management  Center,  College  of 
Business  Administration.  Marquette 
University,  Milwaukee  3,  ^  is. 

«        •        • 
Denmark  Agrees  to  Free  Entry 
of  Audio-Visual  Materials 

♦  The  clear  path  for  audio-visual 
traffic  reached  one  more  nation  re- 
centlv  when  Denmark  became  the 
12th  country  to  accept  the  inttr- 
national  agreement  exempting  nlu- 
cational  aids  from  customs  dutirs. 
sponsored  by  the  United  Nations 
Educational,  Scientific  and  Cultural 
Organization. 

The  third  session  of  the  General 
Conference  adopted  this  agreement 
as  part  of  UNESCO's  program  for 
the  reduction  of  obstacles  to  a  fi  ' 
flow  of  information.  The  agreeni.  ni 
applies  to  films,  slidefilms.  miii"- 
film,  sound  recordings,  glass  slidi-s. 
wall  charts,  maps  and  posters.  It 
exempts  these  from  custom  duties 
and  quantitative  restrictions  and  dis- 
penses with  import  licenses. 

Entered  into  force  on  August  12. 
1954,  the  agreement  is  now  in  effect 
in  Cambodia,  Canada,  Denmark. 
Greece,  Haiti.  Iraq.  Norway.  Paki- 
stan, The  Philippines.  El  Salvador. 
Syria  and  Yugoslavia.  The  I  nited 
States  has  signed  but  not  ratified ' 
the  agreement. 
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Among  the  recent  successful  films  in  the  field 
Df  fire-prevention  training  which  the  National 
Board  of  Fire  Underwriters  has  given  us  the 
jpportunit}'  to  produce  are  these: 

Before  They  Happen"  14  Mmuies 

How  your  Fire  Department  fights  fires  by  preventing 
rhem  and  how  you  can  do  so,  ttx). 

'Stop  Fires  — Save  Jobs"  is  Minutes 

\  picture  for  woricers  in  all  factories,  giving  them  valu- 
ible  hints  on  how  to  prevent  fires. 

Fire— AND  Your  Hospital"      20  Minutes 

rlow  to  organize  a  fire  safety  program,  handle  fire  emer- 
gencies and  evacuate  patients. 

'When  Fire  Strikes" 


25  Minutes 

\  fire  prevention  training  film  for  employees  in  every 
ndustrial  plant.' 

rTo  arrange  screenings  of  any  of  the  above  films  please 
vrite  us. 


I 


Film  Awards 


are  nice 


to  win, 


but  saving  and 
protecting  lives  and 
property  are  the  best 
attainable  results  for 
well-made  motion  pictures 
designed  for 
fire -prevention  training. 


udio   Productio 


FILM     CENTER     BUILDING 


630     NINTH     AVENUE 
TELEPHONE    PLaza    7-0760 


NEW     YORK     36,     N. 


jHBWtW"'*'' 


Frank  K.  Speidell,  President  •  Herman  Roessle,  Vice  President  •  P.  J.  Mooney,  Secretary  •  L.  W.  Fox,  Treasurer 
Producer-Directors:    L.   S.   Bennetts  Louis  A.  Hanousek  H.  E.  Mandell 

Alexander    Gansell  Harold  R.  LIpman  Earl  Peirce 

Sales  Manager:  Sheldon  Nemeyer  Erwin    Scharf 


"AS  GOOD 


AS  ITS  WORD 


^•> 


THE 


pVR^ 


OH' 


COM 


vf-^^ 


UrT"-"-' 


"In  addition  to  the 
comments  I  will 
make  when  I  reach 
you  by  '  phone  ,  I 
want  to  say  for  the 
record  that  'As  Good 
As  Its  Word'  is  as 
good  as  your  word 
that  it  would  "be  an 
outstanding  pic- 
ture .  It  is  —  the 
hest  we  've  had." 


This  is  but  one  of  the  successful  F\\m- 
merchandising  programs  that  has 
mode  Dynamic  the  most  talked  about 
producer  in  the  country.  Write  For  Our 
Case  History  File  of  Dynamic  Films 
at  Work. 


(y^^/^. 


dynamic  films  inc. 

NEW  YORK   •  HOUSTON    •  HOLLYWOOD 
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PROUD LY      CHEAT 


OTjTI. 


/ 


1  HE  matchless  technical  perfection  which  a  Mitchell  camera  brings 
to  a  film  can  insure  the  investment  as  can  no  otlier  single  element  of  production. 

-  For  over  25  years  constant  research  and  engineering  by  Mitchell  has 

continued  to  produce,  year  after  year,  the  most  advanced  and  only  truly 

professional  motion  picture  camera.  It  is  traditional  of  Mitchell  cameras  that 

in  addiUon  to  filming  the  world's  greatest  films,  they  are  to  be  found  wherever 

new  and  evading  techniques  of  filming  are  being  successfully  used. 

.Mitchell  cameras  art-  todiiy  dependably  serving  such  \aried  fields  as 
Television.  Business  and  Industry.  Education,  Government,  the  .\rmed  Services,  and 

major  Motion  Picture  Studios. 


Mitehelf  cameras  ore  craofad,  not  moss  produced— Ihe  tom^--»wMieine  -cpsroni 
wofknionihip  and  smooth,  poiilivo  opxrollon  li  found  In  eoch  Mitchell  canero, 
16  mm  or  35  mm.  Avoiloble  to  give  Mitchell  Comeroj  olmoil  limilleii  copobil- 
itiei.  ore  Ihe  finest  of  professional  accessories. 


/HitcMldmmi 


CORPORATION 


666  WEST  HARVARD  STREETGLENDALE  4,  CALIFORNIA-CABLE  ADDRESS:  (MITCAMCO) 
^f«    85%  of  the  motion  pictures  shown  in  theatres  throughout  the  world  ore  filmed  with  a  Mitchell 


J  M  B  E  R      6 
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EXl'KlilENCE  AM)  IdEAS  of  value  In 
spiiiisors  1111(1  producers  wlm 
slatf  llicir  films  tor  television  were 
expressed  duriiij;  tlie  first  National 
Aprieultural  Television  Clinie,  held 
at  the  University  of  Missouri.  Sept. 
2-4.  under  the  sponsorship  of  the 
University  of  Missouri  College  of 
Agrieulture.  KOMU  -  TV,  and  the 
National  Project  in  Agricultural 
Coniinunications.  East  Lansing. 
Mich.  Although  the  clinic  was 
exclusively  concerned  with  the  prob- 
leiiis  of  developing  better  farm  tele- 
vision programs,  the  recoinnienda- 
tions  of  several  authorities  served  to 
emphasize  possible  areas  of  correc- 
tion aiiplicable  to  other  types  of 
production  planning. 

Delegates  from  Allied  Fields 
Convening  at  the  clinic  were  more 
than  100  farm  television  directors 
from  commercial  stations,  adver- 
tising and  public  relations  men. 
representatives  of  farm  organiza- 
tions, colleges  and  universities,  tv 
and  motion  picture  producers  from 
33  states.  Canada  and  Puerto  Rico. 
Farm  television  can  fill  a  great 
need  hi  the  national  agricultural 
picture  —  but  not  until  farm  show  s 
attain    network-quality    standards. 


First   National    Agricultural   Television   Clinic   Takes   Up 
Problems  of  Farm  Programs  for  Growing  Rural  Audience 


inl 


members  ol  the  clinic  agreed,  (.en- 
eral  concensus  of  the  panelists  was 
that  farm  shows  to  date  have  been 
short  on  quality  and  (|uantity.  that 
llie  shows  lack  good  visuali/aliori. 

Convinced  that  both  farm  and 
urban  people  are  interested  in  agri- 
culture, the  group  pooled  ex])eri- 
ences  to  ascertain  the  type  of  pre- 
sentations "folks"  like  best.  Studies 
have  shown  that  farm  and  urban 
audiences  prefer  the  same  type  of 
entertainment  shows.  However,  the 
various  types  of  agriculture  have 
made  it  necessar)  for  farm  show  di- 
rectors to  key  their  material  to  the 
area  in  which  they  live.  In  the 
process  of  localization,  farm  shows 
have  not  made  use  of  the  advances 
in  national  programming  technique. 

Calls  for  the  Lighter  Touch 
Ben  Park,  representing  the  Nation- 
al Broadcasting  Company,  called  for 
popularization  of  the  idea  that  edu- 
cational shows  can  be  entertaining 
and  interesting.  He  suggested  that 
farm  show  performers  should  let 
their  hair  down,  inject  some  humor. 


Too  mam  educators  have  the  id<'a 
that  education  has  to  be  dull,  Park 
said. 

Regarding  the  co.st  of  network 
(piality  shows.  Bill  Suchmann.  fea- 
ture editor  on  the  John  Hopkins 
University  television  show,  demon- 
strated low  cost  visual  aids  on  a  30- 
miriule  rl(i>ed   t\    show.   During  the 


ai^ 


Feature    edilor    Bill    Suchmonn    gives    a 
demonstration      of      better     visual      use. 

entire  presentation,  which  was  kined 
for  later  training  use  by  states. 
Suchmann  used  about  $.5.00  worth 
of  materials. 

Lynn  Poole,  director  of  public  re- 
lations at  John  Hopkins  I'niversity 
and  a  television  producer,  also  gave 
a  closed  circuit  show  which  was 
kined  and  demonstrated  the  use  of 


visual  materials.  He  told  the  group 
to  always  tell  their  audience  what 
the  program  is  about,  what  i- 
plaimed.  what  they  will  see.  l'eii|i|i 
like  just  a  peek  at  whal"s  coming, 
I'oole  said,  but  not  so  much  infor- 
mation that  it  spoils  their  progres- 
sive pleasure  in  the  show. 

The  need  for  open-mindedness  in 
accepting  new  ideas  and  in  getting 
fresh  ideas  was  stressed  by  C.  Her- 
bert True,  head  of  communications 
sequence.  Notre  Dame.  Television  is 
still  in  its  infancy.  True  believes, 
and  depends  on  the  energy  and 
enthusiasm  of  producers  along  with 
a  systematic  approach  to  thinking. 
He  advocated  "brainstorming," 
group  thinking,  for  the  development 
of  new  ideas. 

Original  Thinking  Is  Needed 

The  need  for  new  ideas  and  ac- 
ceptable presentation  was  reiterated 
b\  Gerhart  D.  Wiebe.  research  psy- 
chologist and  assistant  to  the  presi- 
dent of  Columbia  Broadcasting  Sys- 
tem. If  the  message,  having  been 
telecast,  is  rejected  by  the  potential 
consumers  then  television  is  a  fail- 
ure. Wiebe  said.  He  suggested  sur- 
veying the  audience,  if  only  in 
(  C  O  N  T I N  L  E  D       ON       PAGE      1 6  I  ; 
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^ATithout  tools, 


Capital  Film  Laboratories 

offers  to  the  creative  producer 

the  finest  motion  picture  laboratory  equipment 

plus  the  priceless  ingredient  .  .  . 

the  personal  attention 

of  our  select  staff'  of  skilled  craftsmen. 


PRINTS  BY  CAPITAL/ 


RCA   Sound    Recording 

Editing 

Processing 

Printing 

Service  Studios 
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YOUR  ASSURANCE  OF 
BETTER  16mm  PRINTS 


The  motion  picture  audience's  first  impression  is  the  last- 
ing impression  .  .  .  make  it  good!  The  production  cost  of 
your  16mm  color  picture,  alone,  should  warrant  the  extra 
quality'  guaranteed  by  Color  Reproduction  Company's  17 
years  of  experience  and  "know  how"  in  specializing  exclu- 
sively in  I6mm  color  film  printing.  Color  Reproduction 
Company  has  developed  a  technique  for  guaranteed  film 
quality  which  is  the  Standard  of  the  16mm  Motion  Picture 
Industry.  Next  time  you  order  release  prints  be  sure  Color 
Reproduction  Company  makes  them  for  you! 


m!P!ROP^(01'!I<aN  COMPANY 

7936  Sanfa  Monica  Blvd.,  Hollywood  46,  California 

Telephone:  Hollywood  4-8225 


Rural  Television  Problems 
Discussed  at  Conference: 

(  C  O  N  T  I  M  K  n    F  K  I)  .\1     1'  .\  C  K    1  U 

100-sample  size.  He  advised:  Ask 
whether  they  saw  the  show  and  what 
thev  got  out  of  it;  find  out  what 
they  liked  and  didn't  like;  don't 
ask  them  what  kind  of  show  they 
think  vuu  should  put  on  —  experi- 
ence indicates  this  onl\  leads  to  an 
answer  in  cliches  bedecked  with 
halos;  (1(1  vour  own  creative  think- 
ing: remember  the  program  is  your 
product. 

Analyzes  Influence  of  Mass  Media 

Elihu  katz.  sociologist  at  the  Uni- 
versitv  of  Chicago,  discussed  how 
mass  media  influences  the  opinions 
and  attitudes  of  audiences,  how 
these  audiences  differ  and  metho<is 
in  determining  the  effectiveness  of 
mass  media.  Most  such  research,  he 
said,  is  concerned  with  short-run 
campaigns  to  influence  or  change 
opinions.  Katz  said  that  research 
shows  that  most  people  change  their 
minds  because  they  talk  to  other 
people.  Ideas  in  mass  media,  he 
said,  flow  from  the  media  to  opinion 
leaders  who  affect  other  people. 

George  A.  Heinemann.  program 
director  at  WNBQ,  Chicago,  said  it 
must  be  remembered  that  there  are 
definite  periods  during  the  day  when 
the  audio  portions  of  a  program 
must  be  stressed  —  when  the  house- 
wife  must  be  called  to  the  set  — 
and  times  when  the  visual  message 
must  be  stronger. 

Farmers  Like  Urban  Entertainment 
Opinions  differed  on  whether  pro- 
grams should  be  aimed  directly  at  i 
farmers  or  keved  to  both  farm  and ' 
urban  audiences.  Most  agreed  thati 
urban  viewers  must  be  made  aware 
of    farm    problems.    A    sponsor, 
Maurice  Johnson,  vice-president  of 
the     Staley    Milling     Company    of 
Kansas  City,  said  his  company  haS' 
switched  from  farm  show   sponsor-; 
1    ship  to  entertainment  types  of  pro- 
j    gramming  because  farmers  like  the  I 
1    same  type   entertainment   as   urban 
I    viewers. 

Farm  television.  Johnson  said,  has 
not   been    as   good   as   farm    radio. 
Thus    the    few    farm    shows    good  i 
enough  to  sponsor  didn't  justit\  tin 
extra  expense  of  good  commer(  lal- 
keyed    to    them.    Few    stations.    Ii' 
said,  can  provide  good  locally  d""' 
commercials.     Stale)     uses    canned 
commercials  tied  to  their  entertain- 
ment   show.    Johnson    suggested   a  | 
committee  of  industry  members  to 
study    the    problem   of   farm   sho» 
presentations    in    cooperation    with  | 
educational    groups.    Industry    can' 
help,  he  said,  and  can  also  help  pay- 1 
the  bills.  •■  I 
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Turco's  new  Training  Movie  on 
"Dy-Chek"  Flaw-Inspection  Process,  is 
shown  during  filming  at  Northrop 
Aircraft,  with  Craig  Curtis  (at  camera 
and  Lennie  Blondheim,  both  of  Cralen 
Enterprises,  Inc.,  Hollywood,  California. 


The  film  shows  how"Quality-Control"checks  metal  parts  for  the  Northrop  F-89  all-weather  jet 
interceptor  right  on  the  production  line,  with  Turco's  "Dy-Chek"  inspection  process! 


This  film  is  another  example  of  how 
Training  Movies  and  Industrial  Motion 
Pictures  can  be  produced  with  precision 
and  fidelity  using  Auricon  IGmm  Sound 
Cameras.  Professional  Auricon  Built-in 
Features,  include  Self-blimping  Camera 
design,  Synchronous  Motor  Drive, 
Auricon-Electromatic  Take-up,  etc.  Many 
producers  and  cameramen  have  named 
Auricon. .."the  finest  16mm  Sound  Camera 
ever  built!" 


Auricon  Cameras  are  sold  with  a  30-day  money-back  guarantee. 
You  must  be  satisfied!  Write  for  free  illustrated  Auricon  catalog 


SOUND  RECORDER 

S3359.0O 


Auricon 

A      PRODUCT      OF 

BERNDT-BACH,  INC. 

6910  Romaine  Street,  Hollywood  : 


MANUFACTUREI?S  OF  SOUND-ON-FI  LM 
RECORDING  EQUIPMENT  SINCE    1931 


Audience 

lA        Jib  rwiWll?     ¥117  4  DT* 


THE  HEART 


negative 


Can  an  audience  fail  to  read  positively  even 
when  the  film  presentation  is  superior? 
Yes,  it  DOES  happen!  People  react  to  their 
environment  psycholofjically  and  physi- 
cally. Ananiorphic  wide-screen  films  faith- 
fully reproduce  natural  vision,  making  it 
easier  for  the  audience  to  comprehend  and 
more  pleasurable  for  the  audience  to  ex- 
perience.Concentratingentirelyon  the  scene 
before  them  Mithout  psychological  or  phys- 
ical strain,  your  audience  willingly  receives 
the  full  impact  of  your  message.  Standard 
films,  film  strips  and  slides,  do  NOT  give 
this  freedom! 


STANDARD    SCREEN   AREA   (ratio    1.33   to   1). 

VISTASCOPE    ANAMORPHIC    LENSES    FAITHFUULY    REPRODUCE    NATURAL  VISION. 

The  VISTASCOPE  anamorphic  lens  gives  not  only  more  than  twice  the  scope  of  standard  lenses  but  greater,  almost  unbelievable 
depth  and  with  natural  clarity  to  match  natural  vision.  There  are  no  unnatural  curvatures! 


WHAT    VISTASCOPE    CAN     DO     FOR     YOU 


aVmm  f IIM  STRIPS  —  TAKING 
VISTASCOPE  C-1.5  or  C-2  lens.  Fits 
any  standard  35nim  camera  using 
series  VI  adaptor  ring,  provided 
lens  is  6.5mm  (2yB")  or  more  in 
focal  length.  Sharp  images  from  3' 
to  infinity  wituolt  adjustment 
—  for  less  than  3'  complete  infor- 
mation regarding  equipment  must 
be  forwarded  to  VISTASCOPE. 


IN 

35mm  SHOES  —  TAKING  (  leica 
Format  2t\36niml.  VISTASCOPE 
C-2  lens.  Any  35nim  camera  using 
standard  Kodachrome  or  similar 
film  may  lie  used  provided  lens 
has  a  focal  length  of  65mm  (2%") 
or  more.  Series  VI  adaptor  ring 
necessary.  (RoUeiflex  may  be  used 
with  Rolleicord  adaptor).  In- 
crease in  exposure  of  Vi  aperture 
is  recommended. 


TAKING! 

3Smm  CINE  —  TAKING:  VISTA- 
SCOPE C-2  lens.  May  be  used  with 
all  lenses  of  40mm  <1 ''>i"  '  to 
100mm  (4")  that  are  43mm  or  less 
in  diameter.  ITniversal  focus  from 
3'  to  infinity.  Pictures  compatible 
to  Cinemascope.  VISTASCOPE  C-1.5 
lens,  same  requirements  and  will 
render  film  compatible  with  RKO 
Superscope. 


16mm  CINE— TAKING:  VISTA- 
SCOPE C-1.5  lens.  Fits  all  standard 
lenses  and  telephoto  lenses  to 
75mm  (3"l.  utilizing  standard 
series  VI  adaptor  ring.  With  larger 
lenses  step-down  rings  are  avail- 
able. Due  to  high  light  transmis- 
sion quality  of  VISTASCOPE  lenses, 
no  change  of  aperture  is  required. 


I  ONE  VISTASCOPE  LENS  IS  USED  ON  BOTH  CAMERA  AND  PRO- 
JECTOR INTERCHANGEABLY!  VISTASCOPE  LENSES  DO  NOT 
HAVE  TO  BE  FOCUSED!  VISTASCOPE  CAN  BE  USED  ON  STAND- 
ARD FLAT  SCREEN  -  OR  -  CURVED  SCREEN! 


exclusive  eyslem   that   can  not  DC 
iluplicated.    It  has  no  color 
error*  and  no  visible  linear  distortion 
and  is  seven  times  more  accurate  than 
any  cylindrical  anamorphic  lens. 


roil  «VIOf  KtHN:  CINI,  FIIM  ITttPt, 
HIOI»— COlOt  vr  UACK  aad  WMITL 


interest 

OF  THE  MATTER 


VISTASCOPE   SCREEN    AREA  (RATIO    2.55   TO    1)   —   COMPATIBLE   TO   CINEMASCOPE 


VISTASCOPE     ANAMORPHIC     LENS     COMPATIBLE     WITH     CINEMASCOPE 

The  VISTASCOPE  anamorphic  lens,  16  35mm,  C-2,  is  compatible  with  Cinemascope  and  mav  be  used  on  such  films  and  equip- 
ment. The  VISTASCOPE   C-1.5  lens  is  compatible  with  RKO  Supcrscopc  (ratio  2  to  ll . 

>WHAT    VISTASCOPE    CAN     DO     FOR     YOU     IN     PROJECTING! 


16mm  CINE  —  PROJECTING: 
VISTASCOPE  C-1.5  lens.  Srreeo  ratio 
identical  to  RKO  .^uperscope  I  2  lo 
1).  Size,  weight  and  adaption 
features  identical  to  C-2  lens. 
Recommended  for  economy, 
beauty  of  format  or  where  adverse 
demonstration  conditions  prevail. 


16mm  CINE  —  PROJECTING: 
VISTASCOPE  C-2  lens.  Screen  ratio 
identical  to  Cinemascope  (2.55  to 
I ) .  Comes  witli  free  adaptor  rings 
10  fit  all  standard  American  pro- 
jectors up  to  43mm  (I%").  Pro. 
jection  distance  12'  to  40'.  Adjust- 
ment for  30'  to  70'  upon  request. 


3Smm    SLIDES  —  PROJECTING: 

iLeira  Format  24x36mml  VISTA- 
SCOPE C-2  lens.  Fits  all  standard 
projectors  with  VUI'A  VISTASCOPE 

LMVERSAL      PROJECTOR       ADAPTOR). 

Gives  screen  ratio  of  3  to  1  (ex- 
ample:   5'  high   by    15'    wide)    — 

GREATER    THAN    CINERAMA     (2.85    tO 

1).  Projection  distance  14'  to  40'. 


35mm  FILM  STRIPS — PROJECTING: 
VISTASCOPE  C-1.5  or  C-2  lens.  Will 
fit  any  lens  or  projector  barrel  up 
to  63mm   (21,2")    with  VUPA 

(VISTASCOPE    UNIVERSAL   PROJECTOR 

ADAPTOR).  Projection  distance  14' 
lo  40'. 


COMPLETE  demonstration  kit  of  16tnm  sound  film,  film  strip  and  slides,  plus  liter- 
ature, available  for  you  to  use  for  demonstrations  —  WRITE  Dept.  FW-9  TODAY! 


VISTASCOPE. 


.  THE  ONLY  COMPLETE   LINE  OF  ANAMORPHIC  LENSES  —  GUARANTEED   TO   BE  THE 


WORLD'S  FINEST! 


1»/aSaiai  —  e-». 

VUF*i  

VmV**  Vl««rfliid»r—  C-I.S: 


$1«9.M 


(10  ♦>.>  —  ht  praArttlsn 


$1S0.00  WEIGHTS:  8mm  len>.        3  01.  — l6/3Smm  lent,  if 
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service 


ROUND-THE-CLOCK  SERVICES 


Negative  Developing 

First  Print  Department 

Ultra  Violet  and 
Flash  Patch  Printing 

• 

16mm  and  35mm 
Release  Printing 

• 

Kodachrome  Printing 
63  Editing  Rooms 


SPECIAL  TV  SERVICES 


Now 

Celebrating 
Our  25th 
Anniversary 


MOVIELAB  FILM  LABORATORIES,  INC. 

619  West  54th  Street,  New  York  19,  N.  Y.   JUdson  6-0360 


Time-Motion-Monagement 
Execs  Meet  on  Nov.  9-10-11 

♦  More  than  2.000  production  execu- 
tives and  Miethiids  eiifjineers  are  ex- 
pected to  attend  the  19tli  Annual 
Time  and  Motion  Study  and  Man- 
agement (Minic  sponsored  hy  the 
Industrial  Management  Society, 
scheduled  for  Novemher  9-10-11.  at 
the  Hotel  Sherman.  Chicago. 

Thirty  authorities  from  manage- 
ment, labor  and  industry  will  dis- 
cuss the  latest  development  in  the 
fields  of  time  study,  motion  economy, 
jol)  evaluation,  production  control, 
methods,  plant  layout,  incentives 
and  human  relations.  An  industrial 
exhibit  will  be  held  featuring  new 
products,  processes  and  services  ap- 
plicable to  the  industrial  engineer- 
ing field. 

Highlight  of  the  event  will  be  the 
Annual  Methods  Improvement  Com- 
petition, with  awards  to  companies 
and  colleges  for  outstanding  ad- 
vances in  industrial  engineering 
techniques  and  applications. 

Fourth  Advertising  Essentials 
Show  in  New  York,  Nov.  14-16 

♦  Tlie  fiiurtli  AiKertising  Essentials 
.Show  will  be  held  in  New  \ork  on 
November  14-15-16  at  the  Hotel 
Biltmore.  It  is  designed  to  "offer 
the  advertiser  a  concentrated  ex- 
posure to  the  aids,  materials,  and 
services  for  advertising  communi- 
cation." 

According  to  Thomas  B.  Noble, 
director  of  the  show,  changing 
trends  are  expected  to  be  noticeable 
in  this  year's  event. 

There  has  been  a  sharp  drop  in 
the  use  of  3-D  materials  for  eye- 
glass viewing.  Large  color  transpar- 
ency enlargements  of  photographs 
have  reached  a  plateau,  hindered  by 
high  original  costs  and  the  expense 
of  maintaining  shadow  boxes. 

There  is  also  a  noticeable  eager- 
ness by  buyers  to  get  durable  con- 
struction and  quality  merchandise 
in  their  acquisitions,  as  against  a 
period  two  years  ago,  when  great 
emphasis  was  put  on   price. 

Alcoa  Film  Explains 

Skyscraper  Erection         ^^^mm^ 

♦  Ahunmum  on  the  Sky- 
line, a  new  28-minute 
color  film,  depicts  the 
fabrication  and  erection 
of  the  company's  head- 
quarters in  Pittsburgh, 
the  aluminum  .\lcoa 
building. 

The  picture  is  avail- 
able on  free  loan  from 
the  sponsors  film  li- 
brary. Write:  Motion 
Picture  Service.  Alumi- 
num Company  of  Ameri- 
ca. tUi!  Alcoa  Building. 
Pittsburgh.  Pa.  ^ 


U.S.  Exports  of  16mm  &  35mm 
Rawstock  Films  Show  Increase 

Exports  of  16mm  and  35nnn  |]ci-i 
live  rawstock  films  showed  iIm 
largest  gains  in  a  government  n 
port  comparing  the  amounts  ol 
motion  picture  film  and  equipniijil 
shipped  overseas  in  the  first  -i\ 
months  of  19.54  and  the  first  si\ 
months  of  1955. 

The  substantial  increases  in  c\ 
ports  of  unexposed  motion  pictup 
film  I  rawstock  I  were  included  in  i 
compilation  made  from  preliminan 
figures  of  the  Bureau  of  the  CeuMi- 
by  the  Motion  Picture  and  Pholn 
graphic  Products  Division  of  tin 
Business  and  Defense  Services  Ad- 
ministration, I  nited  States  Depart- 
ment of  Commerce. 

In  the  comparison  between  thi 
January-June  period  of  1954  with 
the  Jaimary-June  period  of  1955. 
the  export  of  16mm  positive  film 
I  rawstock  I  increased  from  36.047.- 
413  linear  feet,  valued  at  8308.047. 
to  51.515.905  linear  feet,  valued  at 
S4.56.383:  the  export  of  16mm  ne;  .i 
tive  film  Irawstockl  increased  rmm 
33.256.769  linear  feet,  valued  at 
.S972.830.  to  44.171.409  linear  fe.  t 
valued  at  -51.213.294. 

A  decrease  in  the  export  of  16iini 
sound  projectors  was  noted  betwern 
the  first  half  of  19.54  and  the  fir-l 
half  of  1955.  Export  of  4.348  pro- 
jectors, valued  at  .81.418.939.  wa- 
reported  for  the  1954  period  a> 
compared  to  an  export  of  3.847  pro- 
jectors, valued  at  81,239,348,  in  the 
19.5.5  period. 

Motion  picture  screens  exported 
in  the  first  half  of  1955  were  valued 
at  8532.673. 

Philadelphia  Producer  Moves 

♦  Patterson  Productions,  Inc.,  pro- 
ducers of  slidefilms,  sales  promo- 
tion and  training  materials,  has 
moved  to  larger  quarters  at  2004 
Market  Street.  Philadelphia.  The 
company  plans  greater  specializa- 
tion in  slidefilms,  sales  and  dealer 
presentations  and  complete  pack- 
age sales  campaigns. 


ARTij^VlDEART 

ANIMATION 

TITLES 

OPTICAL    PHOTOGRAPHY 

COLOR    or    B&W  —  16  or  35MM 


t 


343   LEXINGTON    AVE. 
NEW  YORK     16,    N.Y. 

LExington  2  7378-9 
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Scene  from  a  Tide  Water  Associiited  Oil  Co.  Tra'ni'nig  Film.  Produced  by  Sound  Masters 

umor 


h 


.  .  .  DON'T  OVERLOOK  THE  POWDER  OF  HUMOR 

It  is  a  vehicle  which,  when  properly  used  in  a  film,  can  win  an  audi- 
ence, and  condition  it  to  a  lasting  acceptance  of  your  entire  story. 

A  laugh  or  two  and  a  few  smiles  during  a  screening  can  do  much 
to  create  a  friendly  climate  for  conviction  that  could  not  be  accom- 
plished as  effeaively  in  any  other  waj'. 

But,  like  a  seasoning  ingredient,  it  must  be  used  with  great  skill 


and  good  judgment,  and  with  careful  consideration  of  the  subjea 
and  the  purpose  of  the  film. 

The  effeaive  use  of  humor  in  just  the  right  amount  and  at  just  the 
right  places  is  an  art  born  of  writing  skill  and  experience. 

In  our  preparation  of  scripts  we  give  this  important  element  the 
careful  consideration  it  deserves,  and  we  have  a  lot  of  good  ideas. 


WHETHER  YOUR  NEXT  PRODUCTION  IS 
TO  BE  A  MOTION  PICTURE.  A  SLIDE  FILM. 
OR  A  TV  SUBJECT.  LET  US  DISCUSS  ITS 
TREATMENT  AND  PRODUCTION  WITH  YOU. 


ESTABLISHED  t937 


SOUND  MASTERS,  INC. 

165  WEST  46TH  STREET,  NEW  YORK  36,  N.Y. 


MOTION  PiaURES 

SLIDE  FILMS 

1 

TV  SHORTS 

.1 

COMMERCIALS 

PLAZA  7-6600 

r 


Why  SOUND  MASTERS  Selected... 

The  ARRIFLEX  35  Model  IIA 

To  Shoot  'Speechless  By  Mistake'  for  the  Bell  System 


The  Bell  System  wanted  a  color  film  that  would  help 
prevent  occidental  damage  to  buried  and  aerial  tele- 
phone cables  by  dramatizing  some  of  the  common 
causes  of  such  damage  and  their  effect  on  vital  com- 
munications. SOUND  MASTERS  of  New  York  was  selected 
to  make  the  film. 

The  script  called  for  'on  location'  filming  —  in  fields,  on 
highways,  in  ditches,  on  'Main  Street'.  More  than  95% 
of  the  film  required  live,  lip-synchronized  sound.  A  versa- 
tile, easily  maneuverable  camerawas  needed  for  this  job. 

SOUND  MASTERS  selected  the  Arriflex  35  Model  IIA  with 
Synchronous  Motor  and  Sound-Proof  Blimp  —  and  filmed 
all  the  sequences  with  this  equipment  within  a  period  of 
five  weeks.  Speech/ess  By  Misloke  has  been  completed 
and  will  soon  be  released  by  the  local  Bell  Telephone 
Companies  for  public  showings. 

Says  Mr.  F.  C.  Wood,  Jr.  vice  president  in  charge  of 
production,  "We  acquired  and  used  the  Arriflex  outfit 


because  it  was  the  lightest,  most  compact  equipment  we 
could  find.  It  would  hove  been  next  to  impossible  to 
have  done  the  job  so  quickly  and  easily  with  any  other 
camera.  The   Blimp  was   perfect  both   indoors  and  out. 

"Needless  to  soy,  we  were  pleased  with  the  results,  as 
was  also  the  client.  The  pictures  were  rock  steady  and 
needle  sharp  —  thanks  to  the  new  film  gate  and  inter- 
mittent, and  to  those  wonderful  Schneider  lenses.  The 
whole  film  was  a  complete  success. 

"The  most  wonderful  thing  about  the  whole  deal  is  that 
the  price  of  the  complete  outfit  was  hardly  more  than 
what  it  would  hove  cost  us  to  rent  other  equipment." 

And  Mr.  Wood's  experience  is,  by  no  means,  different 
or  unique,  for  many  other  producers  and  cameramen 
have  discovered  the  economy,  the  quality  and  the  versa- 
tility of  the  Arriflex  35.  No  more  easily  manageable 
camera  exists  anywhere.  Yet,  it  has  every  facility  and 
convenience  for  truly  first-rate  filming. 

Write  tor  complete  ir>forrr\ation  to 

Sole  U.S.  Agents   •   KlING    PHOTO    CORP. 

235    Fourlti    Ave.,   New   York    3,    N.    Y. 
7303  Melrose  Ave.,  Hollywood  46,  Col. 
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Talk  was  that  other  film  sizes  than  16mm  could 
do  better  jobs  in  the  industrial,  educational 
and  commercial  fields. 

Not  while  there  is  a  film  laboratory  like 
Precision,  bringing  16mm  to  the  peak  of 
perfection.  In  fact,  we  are  demonstrating  daily 
that  16mm  can  do  more  —  and  better — things 
in  movies  than  have  been  done  before. 

Precision  Film  Laboratories  developed 
unique  equipment  to  realize  the  fullest 
potentialities  in  16mm,  such  as  the  optical  track 
printer;  timing,  fades,  dissolves,  scene-to-scene  color 
corrections,  invisible  splices  without  notching 
originals;  direct  electric  printing  and  many  others. 

No,  16mm  is  just  beginning.  Depend  on  it  for 
your  next  film  project  and,  of  course,  depend  on 
Precision  to  do  exactly  the  right  job  in 
bringing  life  and  sparkle  to  the  best  of  your 
production  efl'orts. 


you'll  see 


P 


and  hear 


P  R  E  U 


m  I  0  N 


In    everything,   there     is     one     best 


FILM         LABORATORIES,        INC. 
21     West     4Sth     Street,     New    York    36,     New    York 

A  DIVISION  OF  J    A    MAURER.  INC. 

.    .    .    in    film    processing,   it's    Precision 
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F  &  B  PRO  CINE- 
THE  MOST 


TRIPOD  IN  THE 
MEDIUM  WEIGHT  CLASS 


FOR   ALL   CAMERAS 


MADE   IN   USA 

EXCLUSIVELY  BY  F&B 

Price  $145.00 

Heavy  Duty  Fibre  Case  $20.00 

AVAILABLE   DIRECT 

Oft  AT  LEADING  CAMERA  DEALERS 


Does  your  fripod 
include  these 
exclusive  PRO  CINE 
features? 

A.  External     camera     tightening 
knob   with    angle   gears 

B.  Telescoping,  offset  tripod 
handle 

C.  Second  tripod  handle  posi- 
tion 

D.  Large  positive  pon  and  tilt 
locks 

E.  Brass  shaft  for  longer  wear, 
no  sticking 

F.  Separate,  precision  machined 
friction    plate 

G.  Four  bolted  leg  supports 
with    leg    rest    ledge 

H.  Aluminum  leg  tops— no  holes 
drilled   thru  wood   legs 

I.  Single  knob  leg  tightening 
—for  even  tension  and  no 
warping 

J.  Superb,  seasoned  and 
waxed  hardwood  legs.  Will 
never   stick. 


Finest  Precision  Cro'tsmonship 
and  Moteriafs 

FRICTION    HEAD    UNCONDITIONALLY 
GUARANTEED    FOR    FIVE    YEARS 


HOitVWOOD    FILM   CO. 

SYNCHRONIZER 


I 


GUARANTEED   FINEST 
PRECISION    WORKMANSHIP 

l<   Of    35mm 
2  9ong 

4 
5 
6 

S125 
158 
1M 
225 
250 

Combinalion 

1-16  i   I-3S 
2-16  »  J-3S 

S1S5 
250 

IMMEDIATE  DELIVERY 

Money    Bock    Guofonfee 


FLORMAN  &  BABB 

68  West  45th  Street,  New  York  19,  N.  Y. 

iNiene:  Murray  Hill  2-2928 

Cable  Address -FLORBABB,  N.Y. 


"Nominar  1"f/0.95  giving 
TERRIFIC  results  .  .  . 

Mode    TV    film    under    moonlight    conditions    and 
over-expoied   fi/mi." 

Mr    Murray   Lincoln 
Miller 

Director,  AudiO'Visual 

Education 

lllinais  Slate  Normal 
College 

F&B 
NOMINAR 
1"  f/0,95 
LENS 


(n    C    mounf    for   oil    16  mm    comeros 

"THE  FASTEST  CINE  LENS  IN  THE  WORLD" 

More  than  Twice  as  lost  as  f/1.4 

Definition,    leiolufion    and    tontratt 
OS    good    or    beffer    than    any    comparable    /eni- 

Price  $165.00         $9.90  FET 

Including— 

Series  VI  filter  holder,  sunshade 
Serew-on  dust  covers 
Leather  carrying  case 


School   Use  of  Audio-Visuals 
Doubled  Between  1946-1954 

♦    TIlc    MUIIiLlT    uf    lOlllIil   ^oUlill    IIHl- 

tinn  picture  projectors  in  schools 
more  than  douhled  between  194<) 
and  1954.  according  to  a  recent  sur- 
vey soon  to  be  released  by  the  Re- 
search Division  of  the  National 
Education  .Association.  The  increase 
in  projectors  was  a  manifestation 
of  the  doubling  of  average  audio- 
visual budgets  in  public  schools 
during  the  past  eight  years. 

Slide  and  slidelilm  projectors 
nearly  tripled  in  number,  according 
to  the  report,  and  the  number  of 
films  and  slidefilms  in  use  registered 
a  rapid  climb.  The  percentage  of 
teachers  using  these  tools  doubled. 
During  the  eight  years  surveyed, 
the  median  appropriation  for  audio- 
visual education  jumped  from  33 
cents  per  pupil  per  year  to  6.5  cents. 
The  number  of  sound  motion  pic- 
ture projectors  rose  from  1.0  to  2.4 
per  1.000  pupils.  Slide  and  slidefilnt 
projectors  multiplied  from  1.3  per 
1.000  pupils  to  3.6.  Use  of  instruc- 
tional motion  pictures  went  from 
17.5  per  1.000  to  566  per  1.000.  The 
number  of  slidefilms  used  per  10.000 
sprang  from  208  to  800. 

In  both  primary  and  secondary 
schools,  an  increase  in  the  frequency 
of  film  materials  use  was  reported 
as  was  a  decline  in  the  number  of 
admitted  non-users.  In  elementary 
schools,  the  percentage  of  frequent 
users  moved  from  15'^  to  35'7.  In 
secondary  schools,  the  percentage 
of  frequent  users  changed  from 
25f^  to  40^^. 

More  cit)-systems  are  employing 
audio-visual  specialists  but  most  of 
these  do  not  function  in  a-v  capaci- 
ties full  time.  Lagging  behind  is  the 
adaptation  of  classrooms  to  a-\ 
method.  One  classroom  in  four  was 
reported  ""well  adapted"  to  audio- 
visual technique:  4Hc  were  de- 
clared poorly  adapted:  34%  com- 
pletely unadapted.  ^ 


General  Petroleum 
Sponsors  New  Film 

♦  A  new  27-minute  docu- 
mentary color  film  of  the 
Pacific  \orthwest-  titled 
The  Strongest  Man  W  ho 
Ever  Lived  has  just  been 
completed  for  General 
I'clroleuin.  Showings  are 
limited  to  Oregon  and 
Washington  with  prints 
available  there  from  GP 
sales  offices.  John  J.  Hen- 
nessv  super\  ised  produc- 
tion bv  Gate  &  McGlone. 
with  C.  A.  Perryinan  as 
associate  producer. 


Producers  View  International 
Problems  at  Tangier  Meeting 

*  Practical  rncasurtis  for  the  ui 
creased  international  exchange  of 
films  and  film  footage  for  televisioii 
were  discussed  b)'  film  and  televi- 
sion producers  and  distributors  at 
a  meeting  in  Tangier.  September 
19-30. 

The  meeting  w  as  sponsored  by  the 
I  nited  Nations  Educational,  Scien- 
tific and  (Cultural  Organization  and 
the  International  Zone  of  Tangier. 
Topics  on  the  agenda  included  legal 
problems  such  as  copyright  and  per- 
formers  rights,  customs  and  official 
clearances,  censorship,  methods  of 
distribution  and  exchange  of  infor- 
mation. 

Other  matters  under  discussion 
were  the  possibility  of  organizing 
regular  international  program  ex- 
changes, professional  relationships 
among  writers,  performers,  techni- 
cians and  relations  with  internation- 
al trade  and  professional  associa- 
tions. 

Maurice  Mitchell,  president  of 
Encyclopaedia  Britannica  Films, 
was  one  of  the  several  .\merican 
film  executives  who  attended. 

*        •        ♦ 
AAinnesota   Conservationists 
Cite  "Conserve  Our  Heritage" 
♦  The  Minnesota  Conservation  1  ■ 
eration    recently    presented    a    lir- 
annual  business  and  industrial  i  cm 
servation  award  to  the  Minneapob- 
Moline    Company    for    the    motii'ii 
picture  To  Conserve  Our  Heritaf^f 
Produced  bv  Martin  Bovey  Filni> 
Chelmsford.  .Mass..  under  the  super 
vision    of    Bon    D.    Grussing,   man- 
ager,  and   John    Rusinko.   assistant 
manager  of  the  sponsors  advertis- 
ing- sales  promotion  and  public  re- 
lations department,  the  film  has  won 
over  a  half  dozen  national  award-. 
To  Conserve  Our   Heritage   is   a 
color  documentary  on  the  past  wa-ir 
of  .America's  natural  resources  aoii 
present   efforts   to  conserve  forests, 
wild  life,  water  and  soil. 


L'ibrnry    \ 


A  SUPERB  COLLECTION  OF 
MOOD  AND  BRIDGE  MUSIC 

For  Details  Write: 

/lUDID-MASTER  Corp. 

17  East  45th  St.  •  New  York  17.  N.  Y. 
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"ScaFT-'s  /^  Mi*!^, 


/ 


BETTER  STORIES  MEAN  BETTER  PICTURES 

Our  writers  are  considered  by  many  experts  as  the  best 
creative  craftsmen  in  the  business  film  field. 


PRODUCTIONS,  INC 


33     EAST    48TH    STREET.     NEW    YORK    17,    NEW    YORK 


201      NO      OCCrDENTAL     BLVD  .     LOS     ANGELES     26.     CALIFORNIA 


IN  UMBER      6      •      VOLUME      16      ■      1955 
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AmericadG:  a  Poteiitial  far  Prnqress 

National   Association   of  Manufacturers'   Traveling    Exposition 
Visualizes  Human,  Scientific  Progress  We  Can  Attain  by  1975 


HOW  DO  PEOPLE 
JUDGE  YOUR 
COMPANY? 

By  your  product  or  service? 

By  the   service  you   give  your 

customers? 

By  your  policies? 

Well,  all  these  things  count. 
But  ...  to  most  of  your  custo- 
mers, your  SALESMEN  are  the 
company. 

Their  reputation  is  YOUR  repu- 
tation with  your  customers.  This 
means  that  your  salesmen  must 
be  able  to  impress  your  custo- 
mers with  their  sincerity,  de- 
pendability, interest. 

There  is  a  knack  fo  doing  if. 

Show  fhem  this  knack  wifh: 

"HUMAN   RELATIONS 
IN  SELLING" 

part  of  the  outstandingly  suc- 
cessful sound  slide  program  .  . . 
AGGRESSIVE   SELLING 

Vou  may  obtain  a  preview 

without  obligation. 

Write  for  details. 


INC. 

6108   SANTA   MONICA  BLVD. 
HOLLYWOOD   38,  CALIFORNIA 


WM  \  I  \\  II. I,  TiiK  I  .S.  lie  like  in 
I'JTo;'  A  new  traveling  ex- 
position, the  "Aniericade". 
has  lieeii  unveile<l  1)\  the  National 
Association  of  Manufailurers  as  "a 
iiiaphic  projeilion  of  the  United 
Slates  in  1075. "  Three-tlay  engage- 
ments will  liegin  its  nationwide  tour 
liv  trailer  truck,  opening  in  Syra- 
cuse. N.Y.  on  October  11  and  in 
Hartford.  Conn,  on  October  18. 

Through  a  series  of  spectacular 
animated  exhibits  and  the  employ- 
ment of  unique  lighting  and  sound 
effects.  "Aniericade  gives  broad 
visual  scope  to  predictions  for  sig- 
nificant progress  in  every  facet  of 
the  American  scene — spiritual,  cul- 
tural and  material.  Here  are  some  of 
its  outstanding  attractions: 

THEME  PYLON 

♦  .\n  attiinic  ciicrgN  s\nibol.  inter- 
twined with  a  human  heart  and 
formed  in  a  large  transparent  disc 
atop  a  p)Ion  sets  the  theme  for 
Aniericade. 

Audio  and  Visual:  Varicolored 
lights  flash  constantly  through  the 
elements  of  the  svnibol  to  the  ac- 
companiment of  a  sound  recording 
of  the  beat  of  a  human  heart.  Below 
the  words  "Our  Future."  in  the 
pylon  shaft,  is  a  sculptured  family 
group  —  near  life  size:  on  the  base, 
in  burnished  gold  leaf,  the  title. 
"Aniericade."  At  intervals,  the  heart 
beat  fades  slightly,  and  a  voice  says: 
"Listen  .  .  .  that  s  the  beat  of  the 
heart  of  a  great  nation... America's 
heart!  Strong  and  faithful  and 
divineK  blessed  it  has  endured 
against  all  manner  of  adversity, 
never  failing  in  its  dedicated  task  of 
sending  life-building  blood  flowing 
through  our  country  s  arteries  .  .  . 

GROWTH   EXHIBIT 

♦  As  a  ke\  stone  of  the  Aniericade 
story,  this  exhibit  depicts  the  spec- 
tacular rate  at  which  the  nation's 
population  is  increasing. 

Audio  and  Visual:  Through  an 
automatic,  authenticated  counting 
device,  geared  to  the  Bureau  of 
Census"  progression  scale,  the  visitor 
is  able  to  see  the  national  population 
total  at  the  very  moment  he  views 
the  exhibit.  A  dial,  attuned  to  the 
liirlli  rate  of  a  new  baby  every  eight 
seconds,  sets  off  a  sound  nieehanisni. 
at  the  exact  intervals,  that  simulates 
the  slap  of  a  doctors  hand  and  the 
cry  of  a  new-born  child.  Other  dials 
lick  oil  additional  population  fac- 
tors. 

THE   HOME   EXHIBIT 

♦  r.xpi'cting  the  greutcsl  standard  uf 
living  im[)ro\enient  to  be  in  housing. 


Americadc's  home  ili>pla\  (■Hers  a 
look  at  and  into  the  homes  of  the 
future. 

Audio  and  Visual:  "A  family  of 
1975."  life-sized,  describe  the  won- 
ders to  come  in  homes  and  ap- 
purtenances by  "speaking  back'" 
over  the  years  to  present-day  view- 
ers over  telephone  receivers. 
"Father"  says,  ".  .  .  Through  pre- 
fabrication.  homes  are  coni|)letely 
erected  in  a  day  .  .  •  with  swimming 
pool,  centrally  controlled  lighting 
and  lock  system.  All  interior  walls 
are  movable  .  .  .  telephone,  radio, 
tv  and  hi-fi  are  piped  through  the 
bouse  ...  we  have  a  house-garage- 
playroom  intercommunications  sys- 
tem .  .  .  our  own  heliport." 

"Mother"  tells  of  her  automatic 
kitchen,  dust-tight  house  .  .  .  solar 
energy  for  heat,  air-conditioning. 
"Daughter"'  enthuses  about  her 
phono -vision  and  color -luminous 
walls.  "Son"  is  getting  his  first  ride 
in  a  rocket  ship  next  month,  pre- 
paring for  Interplanetary  Flight 
School.  A  crystal  ball  in  the  exhibit's 
center  shows  a  series  of  drawings  of 
homes  of  the  future. 
FOOD  &  CLOTHES  EXHIBIT 

♦This  exhibit  slionshou  llii' variety 
and  quality  of  these  necessities  will 
have  attained  new  perfection  by 
1975. 

Visual:  A  montage  of  babys'  faces 
w  ith  signs  ( appearing  through  a 
plastic  bib  and  tot  s  dress  I  pro- 
claiming: "More  than  10,000  new 
babies  to  clothe  everv  day"  and 
"More  than  Kl.tlOO  new  babies  to 
feed  every  day."  In  a  left  panel, 
descending  from  research  symbols, 
a  conveyor  belt  cascades  three- 
dimensional  packages  of  "foods-of- 
the-future'  into  a  large  shopping 
cart.  In  a  right  panel,  the  advent  of 
new  types  of  clothes  and  fabrics  is 
given  similar  treatment  —  packages 
of  these  products  being  transported 
to  a  home. 

HEALTH   EXHIBIT 

*  Ini[»roved  health  standards  and 
longevity  prospects  in  1975  are 
highlighted  in  this  exhibit. 
Visual:  Left  section  of  the  display 
provides  a  montage  of  medical  re- 
search and  laboratory  scenes  upon 
which  is  flashed,  at  regular  intervals, 
names  of  new  medical  aids  that 
probably  will  have  been  eclipsed  by 
greater  discoveries  by   1975. 

On  a  center  screen,  color  photos 
of  elderly  couples  in  recreational  ac- 
tivities appear  in  rotation:  at  upper 
I  CONTINUED      O  N       I'  A  G  K       2  H  I 


THIS  DISCIPLINE 
IS  PAINFUL 

Do  your  supervisors  enforce  pain- 
ful discipline— or  fair,  understand- 
ing, and  impartial  discipline? 

Effective  discipline  is  of  vital  im- 
portance to  your  business.  It's  the 
lubricant  that  will  give  you  a 
smooth-running  organization. 

Shov/  your  supervisors  the  proved 
techniques  of: 

"MAINTAINING  DISCIPLINE" 

part  of  an  outstanding  sound  slide 
program  SUPERVISOR  TRAINING 
ON  HUMAN  RELATIONS,  v^hich 
includes: 

•  "THE  SUPERVISOR'S  JOB" 

•  "INDUCTION  AND 

JOB  INSTRUCTION" 

•  "HANDLING 

GRIEVANCES" 

•  "PROMOTIONS, 

TRANSFERS  AND 
TRAINING  FOR 
RESPONSIBILITY" 

•  "INTERPRETING 

COMPANY  POLICIES" 

•  "THE  SUPERVISOR 

ASA  REPRESENTATIVE 
OF  MANAGEMENT  • 

•  "PROMOTING 

COOPERATION" 

You  may  obtain  a  previey* 

without  obligation. 
Write  Dept.  S  for  details. 

I^oc&ct    'PccturcA  I 

INC. 

6I0S    SANTA   MONICA    BLVD. 
HOLLYWOOD   38,    CAllfORNIA 


26 


BUSINESS      SCREEN       MAGAZINE 


SALES  •  SERVICE  •  RENIVlS 


THE     WORLD'S    MOST     COMPLETE     ASSORTMENT 
OF     PHOTOGRAPHIC     EQUIPMENT     FOR 

T  \l.  (mL  m^m  Picto  SlWi^ 


MICROPHONE    BOOMS 

FOR  ALL   PURPOSES 
SMALL,  MEDIUM,  LARGE 


M-R  Microphone  Boom 
with  Perambulator.  Quiet 
in   operation. 


Lightweight  model  Booms 
—  Model  C-12  and  C-17 
and  Century  Portable 
Mike  Boom.  Beautifully 
engineered  for  TV  and 
motion    pictures. 


AURICON 

CAMERAS 

Illustrated:  Cinevoice  with  3- 
lens  turret,  Zoom  Finder  and 
400   ft.   magazine. 


PRECISION 
SOUND   READER 

(16-35    COMBINATION) 

Simple  fhreoding.  Polished  Stobilizer 
drum  with  needle  bearings.  Surface 
connol  domage  film.  Precision  ground 
shafts.  Dimensions — 6  x  6  x  7'/: 
AMPLIFIER.  117  voll,  60  cycle,  AC. 
Power  outDut  4  woMs.  Heovy  duty 
AInico    V,    Speoker.    Safety    fused. 


LIGHTWEIGHT  ALUMINUM  SHOULDER  BRACES 

.  .  .  for  16mm  and  35mm 
cameras.  Sturdy,  yet  light 
enough  not  to  tire  user. 
Easy  panning  and  tilting. 
For  all  hand-held  cameras. 


CHANGING  BAG 

—  a  portable  darkroom.  Large 
enough  to  take  1000  ft.  35mm 
magazines.  Double  zipper.  Com- 
pletely  light-proof. 


'9.5mm  Lenses  in  16mm  C  mount.  18.5mm  (extreme  wide  angle-flat 
field)  Lenses  available  in  mounts  for  all  35mm  Motion  Picture  Cameras. 
'PHOTO  RESEARCH  Color  Temperature  Meters.  'Electric  Footage  Timers. 

'Neumade  and  Hollywood  Film  Company  cutting  room  equipment.  'Gris- 
wold  &  B.&H.  Hot  Splicers.  ■DOLLIES  •Bordwell-McAllister,  Mole  Rich- 
ardson,   Century    and    Colortron    Lighting    Equipment.    Complete    line    of 


FRANK  C.  ZUCKER 


(7flni€Rfl  €ouipni€nT  (o. 

^■^     1600  BROflDuuny  \  neuj  yoRK  ciia    ^^^ 


The  VICTOR  16mm  PROJECTOR 
helps  MAKE  your  product 
and  SELL  It, 


Shop    foremen,    sales   trainers    .    .    .   anyone   ean  . 

Victor    16mni   Sound   Projector.    Just   3   spots   to   thread    hi 
sound  drum,  through  film  gate,  on  to  single  drive 


operat 
film 
sprocket 


the    new 

.    .   o\er 

The  \'ictoi 


sound  drum,  through  nmi  gate,  on  lo  Mngic  u...c  ,(........>.     ....      ■  ■ 

operates  simpiv  with  finger-lip  control  panel,  softly  illuminated.^  .\o  chance 
of  film  damage,  even  with  inexperienced  operators.  3spot  bafety  hilm 
Trips  stop  projector  instantly  to  eliminate  film  damage. 
Films  are  understood  more  easily,  remembered  longer  when  shown  on 
the  new  Victor  because  superb  sound  plus  outstanding  picture  clarity  put 
sharper  focus  on  vour  storv.  Salesmen  see  graphic  illustrations  of  the 
product,  learn  to  know  their  product  better,  learn  methods  for  making 
bi<»ger  and  better  sales.  Plant  workmen  better  understand  their  jobs. 
reduce  costly  errors  and  increase  efficiency.  And  with  a  Victor,  you  can 
best  show  the  thousands  of  films  available  from  manufacturers  and  trade 
associations. 


And.  vou  can  add  magnetic  sound  as  your  budget  permits  .  .  .  with  Mixer 
Magnesound.  Allows  you  to  change  sound  track  as  often  as  desired,  or 
add   sound   to  silent   films. 

SEND    FOR    FREE    FOLDER    TODAY 


VIC 


Dept.   L-95,   Dovenpor*.   Iowa.   U.  S.  A. 
New   York  —  Chicago 

Quality   Motion   Picture  Equipment  Since    1910 


I  C  O  .\  I'  I  N  I    t  l>     h  K  O  M     PACK     2  6  I 

right,  another  montage  —  faces  of 
elderly  people  —  and  a  chart  stress 
the  rising  arc  of  longevity. 

RELIGION  &   EDUCATION 

♦  How  (leeplv  the  religious  urge  is 
iml»edded  in  the  minds  of  Ameri- 
cans is  depicted  by  a  three-dimen 
sional  throng  entering  a  house  of 
worship  while  a  peal  of  organ  music 
and  a  sound  message  cite  the  need 
for  additions  to  our  religious  edi 
fices.. 

At  1)10:  "The  spiritual  force,  always 
dominant  in  the  minds  and  hearts 
iif  most  .Americans,  will  keep  pace 
«ith  progress  in  other  fields.  By 
197.5.  we  will  require  150,000  new 
houses  of  worship  to  accommodate 
the  additional  millinns  of  American 
I  liurch-goers." 

The  religious  displa\  reverses  and 
the  exhibit  displays  groups  of  stu- 
dents in  three  school  ages. 
AlDio:  After  a  few  bars  of  student 
song,  a  voice  says:  ".  .  .  At  least 
two  million  new  classrooms  must  be 
built  and  a  minimum  of  200,000 
teachers  will  have  to  be  added  to 
school  staffs." 

TRANSPORTATION  EXHIBIT 
♦  Here,  the  viewer  is  taken  on  a 
"ride'"  into  space  to  learn  transport 
improvements  of  the  future.  The 
major  portion  of  the  unit  is  a 
simulated  space -ship  cock -pit.  A 
flight  selector  provides  a  choice  of 
destinations,  both  astral  and  earth- 
bound. 

Aldio  and  Visual:  When  the  viewer 
presses  the  selector  button,  the  time 
required  for  the  chosen  flight  is 
flashed  on  a  screen.  When  he  starts 
the  ship,  a  whole  series  of  anima- 
tions and  lighting  effects  create  the 
illusion  of  a  jet  take-off.  flight 
sounds,  planets  sweeping  by.  The 
craft  lands  and  on  a  bottom  panel, 
the  viewer  sees  models  of  antici- 
pated developments  in  more  con- 
ventional forms  of  transportation. 

COMMUNICATIONS  EXHIBIT 
♦  Highlighting  communications  ad- 
vances, this  exhibit  features  dosed- 
c  in  uit  television  and  "phone- 
vision."'        I  Continued  on  Page  78) 


SQUARE  DEAL 


Cf^cii 


°^E«    A    DECAnp 
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MOTION 


PICTURES 


.  for 


Proudly  Serving 

The  Industrial   Leaders 

of  the  Nation 


American- Radiator 

&  Standard  Sanitary  Corp. 

American  Telephone 
S  Telegraph  Co. 

American  Tobacco  Company 

Andrew  Jergens  Company 

Brown  &  Williamson 
Tobacco  Corporation 

Burlington  Mills  Corp. 

Church  World  Serene 

Colgate-Palmolive  Company 

Cudahy  Packing  Company 

Gulf  Od  Corporation 

P.  H.  Hanes  Knitting  Co. 

Hoffman  Beverage  Co. 

Lever  Bros.  Company 

Liggett  &  Myrrs  Tobacco  Co 

Manchester  Oil  Ref.  Ltd..  England 

Nash-Kelvtnator  Corporation 

Pabst  Brewing  Company 

Phillips  Petroleum  Company 

Procter  &  Gamble  Company 

Protestant  Radio  Commission 

Remington  Rand,  Inc. 

R.  J.  Reynolds  Tobacco  Co. 

F  &M  Schaefer  Brewing  Co. 

Sterling  Drug.  Inc. 

United  Coffee  Growers  of  Brazil 

United  States  Air  Force 

United  States  Army 

United  States  Brewers 
Foundation,  Inc. 

United  States 

Department  of  State 

Wallerstein  Company.  Inc. 


*3Sta;:.-%'i:ii., 


HERE   IT   IS 


PATENT 
PENDING 


THE 


DUAL  READER 


Price:   $195.00 
(less  viewer) 


•  NOW  YOU   CAN   HEAR  SOUND 
with  any  silent  picture  viewer! 

•  SINGLE  and   DOUBLE   SYSTEM! 

•  HI-FI   LIP-SYNC   SOUND! 

•  SEND   FOR   DESCRIPTIVE   LITERATURE! 

THE   CAMERA  •  MART, 


INC. 


1845   Broadway  at  60th   St. 
NEW  YORK  23,  NEW  YORK 


Phone:    Circle    6-0930 
CABLE:  CAMERAMART 


Audio    and    Visual    Media 
of  the  National  Safety 

Al  l)li)-VISliAI.  ini'dia  uill  function 
ill  about  'JO  of  sonic  20(1  ses- 
sions at  the  4.Srd  National  Safety 
Congress  and  Exposition,  (oiulucted 
by  the  National  Safely  Council  in 
Chicafio.  October  17-21.  at  the  Con- 
rad Hilton.  Blackslone.  ("ongress. 
La  Salle  and  Morrison  hotels. 

As  governmental,  institutional 
and  business  representatives  from 
all  over  the  nation  convene  to  dis- 
cuss the  current  status  of  commu- 
nity and  industrial  safety,  their 
meetings  will  make  use  of  motion 
pictures,  slidefilms.  slides,  charts, 
graphs   and   similar   materials. 

Use  of  audio-visual  aids  in  Na- 
tional Safety  Congress  programs 
has  been  on  the  increase  for  the 
past  six  years,  according  to  Viil- 
liam  Englander,  director  of  the 
CounciFs  Film  and  Poster  Division, 
who  estimates  from  preliminary 
program  information  that  the  19.5-5 
assembly  "ill  feature  the  strongest 
a-v  support  to  date. 

A  highlight  of  the  Congress  will 
be  a  full  evening  of  safety  film 
showings — winners  of  the  1955 
awards  of  the  National  Committee 
on  Films  for  Safety.  The  Commit- 
tee's chairman.  John  B.  McCul- 
lough.  director  of  technical  services. 


to    Be    Used    at   90    Sessions 
Congress  and  Exposition 

Motion  I'idnrc  Association  ol 
.'\nierica.  will  preside  at  a  formal 
presentation  of  the  awards  to  spon 
sors  in  the  (Jrand  Ballroom  of  lli< 
Conrad  Hilton  Hotel.  October  I' 
I  7:30  p.m.  I 

Appearing  on  this  program  will 
be: 

Fdti'  to  Face,  a  sound  slidefilm 
sponsored  by  Zurich- American  In- 
surance ("os.  depicting  factors  in- 
volved  in  a  traffic  accident. 

And  eight  sponsored  motion  pic- 
tures: 

Iheallic  and  Live.  United  Stales 
Navy,  demonstrating  precautions 
taken  when  working  around  poison- 
ous substances: 

It's  in  the  Cards.  Abitibi  Power 
Ji  Paper  Co..  emphasizing  the  need 
for  tagging  switches  in  machine 
shops: 

Uiie  Little  Indian.  National  Film 
Board  of  Canada,  in  which  puppets 
teach  traffic  safetv  to  young  child- 
ren; 

One  Way  Left,  American  .\ssii. 
of  Motor  Vehicle  Administrators, 
stressing  the  importance  of  state 
vehicle  inspection: 

The  Perfect  Crime.  Caterpillar 
Tractor  Co..  calling  attention  to 
(continued     on     page     8 0  I 


ORDER   NOW! 


KLING'S 

NEW 

SALES 

TRAINING 

SERIES 

IN     COLOR 

Tie  a  string  around  your  finger! 

Remember  to  order  Kling's  SELLING  IS  MENTAL  series  today! 

Different,  dynamic,  timely!  That's  SELLING  IS  MENTAL,  Kling's 
21 -week  sales  training  program  on  the  HOWS  of  selling. 
It  consists  of  seven  sound  slidefilms  in  rich  color  photography, 
PLUS  written  material  to  aid  the  soles  executive  in  meetings. 
SELLING  IS  MENTAL  guarantees  to  take  o  salesman  beyond  his 
present  point  of  effectiveness.  Remember  .  .  .  results  are 
immediate,  tangible  and  profitable  with  Kling's  SELLING  IS 
MENTAL  soles  training  program. 


THESE  ARE  THE  7  FILMS   LEADING  TO  SUCCESSFUL   SELLING 


o) 


1.  Power  of  Mental  Attitude  in  Selling 

2.  Turning  o  Deaf  Ear  to  Soles  Resistonce 

3.  Closing  the  Sale 


4.  Developing  the  Right  Attitude  Toward  Price 

5.  Developing  the  Right  Attitude  on  a  Call  Back 

6.  Selling  the  End  Result  First 


7.  The  Prospect  Is  No  Mind  Reader 


1058    W.    Washington     •     Chicago     •     SEeley    8-4181    W 


Write,  wire  or  phone  for  a 
private  preview  in  your  office, 
without   obligation    of   course. 
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mte 


^^<)^ncAc^^44/n^o^^cl/lu 


Cnntplivutvtl  >    Hiffit'ull  tit    •  isimlist'  > 


Simplifying  the  iiitritate  has  long  been  a  specialty  of  (lani|Jiis  Film 
Productions.  Inc. 

Take  tlie  iiinnan  liuig.  for  cxamjale. 

Recenth.  the  linig  ^vas  discoxered   to   he  composed  ol    18  dislintl 
anatomical  entities  — tlie  bronc  hn|ndni()nary  seginents. 

Diagranniiing  these  segments  is  relaii\ely  sim|jle.  but  diagrams  alone  are 
not  sufficient  for  truly  effective  teaching  |)urj)oses.    The  lung  s[)ecialist 
needs  orientation  — must  be  able  to  \istiali7e  all  18  segments  ncjt  only  in 
shape,  size,  and  relati\e  position,  but  also  relate  them  to  the  tiny  views  he 
obtains  through  his  Ijront  ho.scope. 

The  Medical  Film  Department  of  Pfi/er  Laboratories  (Di\ision.  Chas. 
Pfizer  S;  Co.,  Inc.)  planned  a  teaching  film  on  the  sid)ject— "The 
Broncho|)ulmonarv  Segments."  We  "siin|)Iitied  the  intricate"  and  the  him 
achie\ecl  its  diflicidt  assignment  in  orientation— with  these  gratifying  results. 

A  Cainpus  produced  him  ahvays  passes  the  test  of  coinplete  rapport  with  its 
audience  — understandable.  belie\ablc.  technically  perfect. 

If  \our  next  project  seems  complicated  — difhcult  to  \isuali/e— we  are 
readv  to  help  you  at  any  time. 


C> 


Meilical  and   INursing 

Category 

1955  .Annual 

CLEVELAND 

nLM  FESTIVAL 


Diploma  of  Recognition 

16th  International 

Exhibition  of 

Cinematographic  Art 

VENICE.  ITALY 


HIGHEST  RECOGNITION* 

Medical 

Audio-Visual 

Institute 

Association  of 

American  Medical 

Colleges 


Campus  Film  Productions,  Inc. 

4    East     53rd     Street        •       New     York    22,    N.  Y.        •        PLaza    3-3280 

UMBER      6      •       VOLUME       16      •       1955 


*As  reviewed  in  Journal  of  Medical 
Education.  June.  105}: 

"This  film  leaves  nothing  to  be 
desired  ...  a  print  should  be  owned 
lor  use  in  every  medical  school 
in  the  world." 
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SINGLENESS    OF 

PURPOSE 


MODERN  has  devoted  its  entire  effort  to  the  effective 
distribution  of  the  sponsored  film.  We  think  this  has  helped  raise  us 
to  the  position  of  leadership  in  this  activity. 

^  In  10  years  the  volume  of  bookings  arranged  and  completed  for 
the  sponsors  of  the  films  we  distribute  has  increased  ten  fold. 

During  the  current  year,  we  will  reach  a  new  high  volume.  Mod- 
ern's business  is  service  —  to  the  sponsor  and  to  the  film  using  audience. 
Our  record  of  achievement  has  been  possible  only  because  we  have 
served  well. 

We  are  specialists  in  the  distribution  of  the  sponsored  film 
through  four  channels  of  circulation  —  television,  motion  picture 
theatres,  rural  roadshow,  and  general  l6mm  audiences. 

'■   For  the  distribution  of  your  sponsored  motion  picture,  call  on 


Mwtim 


TALKING   PICTURE  SERVICE 


T 
T 
▼ 
T 
▼ 


NEW   YORK  JUdson  6-3830 

45  Rockefeller  Plaza,  New  York  20,  N.  Y. 

CHICAGO  Delaware  7-3252 

140    E.    Ontario    Street,    Chicago    11,    111. 


DETROIT  TEmple  2-421 1 

956  Maccabees  Building,  Detroit  2,  Mich. 

lOS   ANGELES  MAdison  9-2121 

612    S.    Flower    Street,    Los  Angeles    17,    Cal. 


J^eoU(ryuuA-<!^  seryi'C^  frtrm  yU/rdern  jtOi^  Uhr'^us  in  2g  c^i;rta'n^  cUtes 


Atl\ma 
Boston 

Bl'fFALO 


CHARl.OlTfc 

Chicago 
Cincinnati 

Ct  E^  rt  AND 


Dall\s 
Denver 
Detroit 

H^RRISBt  ttC 


Ho  I' ST  ON 

Indianapolis 
Kansas  City 
i  (W  Anceles 


Ml.MI>HIS 

Milwaukee 

MiNNEAPOUS 

New  Orleans 


New  York 
Omaha 

PHILAD(M*H1A 
I*inSBlR(.H 


St.  Lolis 
San  Franosco 
Seattle 
Washington.  D.  C. 
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A  Look  Into  America's  Future 

The  United  States  Chamber  of  Commerce   Films 
Story  of  "People,   Products  and  Progress:    1975" 


HOLLYWOOD  PRODI  CERS- -in  the 
halcyon  days  before  televis- 
ion— were  prone  to  re-release 
motion  pictures  at  the  drop  of  the 
phrase  "by  popular  demand."  This 
is  the  story  of  a  motion  picture  that 
was  produced  by  popular  —  and 
ijuile  vocal — demand. 

At  the  43rd  Annual  Meeting  of 
the  Chamber  of  Commerce  of  the 
United  States — held  in  \^  ashington 
in  May  of  this  year — some  3..iOO 
delegates  were  treated  to  a  "glimpse 
of  the  future"  in  a  slide  presenta- 
tion at  Constitution  Hall.  Based  on 
predictions  by  the  nation "s  leading 
trade  associations  and  business 
firms,  the  slides  illustrated  the  scien- 
tific and  technical  advances  Amer- 
ica can  make  in  the  next  twenty 
years. 

Predictions  Based  on  Fact 

The  most  thrilling  aspect  of  the 
presentation  was  the  fact  that  the 
predictions  weren't  in  the  fiction 
category;  they  were  based  on  to- 
day's knowledge  —  and  on  plans 
already  in  the  blueprint  or  pilot 
production  stages.  And  even  in  this 
age  of  the  atom  and  the  jet  engine, 
they  are  fabulous  enough  to  make 
tomorrow's  America  seem  like  a 
giant  surprise  package,  full  of  good 
things  for  everyone. 

It  was  the  vociferous  enthusiasm 
with  which  the  audience  greeted  the 
presentation — the  following  flood  of 
letters  they  wrote,  asking  that  it  be 
presented  in  their  communities — 
that  formed  a  literal  mandate  to 
make  a  film,  to  give  that  "glimpse 
of  the  future"  to  people  all  over 
America. 

A  28-Minute  Color   Picture 

The  result  is  People.  Products 
and  Progress:  1975,  just  released  by 
the  National  Chamber.  Narrated  by 


^'ff^'^, 


Americo's  lumber  industry,  looking 
forward  20  years,  predicts  lumber 
company  foresters  will  inject  hor- 
mones and  radioactive  materials  into 
growing  trees— creating  fire  resistance 
and  staining  to  desired  colors. 


NUMBER      6 


Arch  N.  Booth.  Executive  Vice 
President  of  the  Chamber,  the 
16mm  film  is  in  color  and  runs  28 
minutes. 

It  s  one  thing  tu  plan  a  motion 
piiture  right  from  "scratch."  It's 
ijuite  another  thing  to  transform  a 
series  of  31,4"  x  4"  lantern  slides 
into  a  film,  particularly  when  a 
mountain  of  urgent  correspondence 
dictates  that  it  be  accomplished  in 
the  shortest  possible  time. 

With  the  original  art  work — 
developed      by      the      participating 


Above:  development  of  new  steels 
able  to  withstand  temperatures  and 
corrosive  conditions  never  before  ex- 
perienced will  enable  huge,  man- 
carrying  rockets  to  knife  through  the 
earth's  atmosphere  into  outer  space. 


left:  atomic  power  plants  of  the  fu- 
ture, made  possible  through  special 
steels,  will  bring  power  and  progress 
into  previously  under -developed 
areas,  opening  new  frontiers  for 
modern   day   pioneers. 


«       -sir 


* 


trade  associations  and  business 
firms — already  in  hand,  potential 
expense  and  time  could  be  saved. 
But  that  meant  conceiving  a  format 
for  the  film  which  would  allow  use 
of  the  original  art  and.  at  the  same 
lime,  "liven  up"  the  static  drawing? 
through  the  use  of  limited  anima- 
tion and  camera  movement  tech- 
niques. The  production  was  bv  Cre- 
ative Arts  Studio,  of  Washington, 
and  the  result  is  a  good  example  of 
fast  schedule  movie  production. 

Your  Home  of  Tomorrow 
People.  Products  and  Progress: 
1975  has  something  for  evervone — 
even  if  that  "something"  will  be  a 
few  years  in  the  coming.  As  the  film 
unfolds,  millions  of  Atnericans  will 
learn  with  amazement  of  the  won- 
ders they  can  expect  to  find  within 
and  without  their  1975  homes. 
"Stay-at-homes."  particularlv.  will 
find  a  wealth  of  items  adding  pleas- 
ure to  their  leisure  and  recreation 
lime    in    the   next    two    decades.    If 


the  scenes  depicting  the  super- 
markets and  kitchens  of  tomorrow, 
for  example,  are  any  indicator,  the 
future  housewives  of  America  will 
live  in  a  land  of  plenty — plentv  of 
foods  to  choose  from,  and  plentv 
I  C  O  N  T I \ I  E  D       ON       PACE       7 1   i 


Below:  inside  the  cab  of  the  truck 
and  trailer  of  1975,  the  driver  and 
his  relief  man  will  have  every  possi- 
ble safety  device,  including  the  TV 
screens  which  reveal  scenes  at  sides 
and   rear  of  the   vehicle. 
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Hosts  at  the  National  Food  Conference  were  John 
Holmes,  Chairman  of  the  Boord  (left)  and  Porter 
M.  Jarvis,  President  of  Swift  &  Co.  (right)  shown 
with  General  Charles  E.  Bolte,  U.  S.  Army. 


Leading  authorities  in  nutrition,  marketing,  production  and 
research  discussed  and  visualized  key  problems  facing  the 
food  industry  at  the  National  Food  Conference  which  opened 
Swift's  Centennial  Year  last  March. 


A  lOOfh  Birfbday  Observance  That  Looks  Ahead  As 


Swift  Dedicates  Ceiitenniat  to  Service 

High-level  National  Food  Conference  Reviews  Nation's  Nutritional  Needs 
to   Initiate   Eventful   Year   Devoted   to   Better  Consumer   Service   and    Sales 


THIS  IS  the  Ceiileniiial  Year  of 
Swift  S>  Company.  100  years 
after  Gustavus  Franklin  Swift, 
as  a  lad  of  16.  dressed  his  first 
heifer  back  on  Cape  Cod.  the  little 
red  wagon  from  which  he  peddled 
the  fresh  meat  to  his  neighbors  has 
grown  into  a  fleet  of  15,000  cars, 
trucks  and  refrigerator  cars  serving 
the  nation. 

Today,  the  operations  of  Swift  & 
Company  cover  all  48  states,  its  .545 
plants  and  sales  units  from  coast  to 
coast  employ  78.000  persons  and 
its  sales  for  the  past  four  years 
have  exceeded  82. 5  billion  annually. 
"Stave "  Swift "s  celebrated  heifer 
deal  was  not  only  the  beginning  of 
a  career  ...  it  launched  a  business 
which  is  really  many  businesses  sup- 
plying not  only  a  wide  variety  of 
meat  products  for  the  American 
table,  but  dairy  foods,  pouhry.  fats 
and  oils. 

Active  Interest  in  Nutrition 
The  dominant  theme  throughout 
the  recent  years  of  Swifts  growth 
has  been  the  company's  traditional 
interest  in  the  science  of  nutrition. 
No  industry  has  contributed  more 


to  the  scientific  knowledge  and  un- 
derstanding of  food  and  its  values 
than  the  meat  industry.  And.  in 
keeping  with  its  tradition.  Swift  6^ 
Company  has  been  in  the  forefront 
of  this  activity.  From  that  guiding 
interest  and  inspiration  comes  the 
theme  of  the  Swift  Centennial,  "To 
Serve  Your  Family  Better."' 

Food  Conference  Opens  Program 
(Mirunologically.  this  (Centennial 
year  program  began  with  one  of  its 
most  important  events,  the  National 
Food  Conference,  sponsored  by 
Swift  and  held  in  Hollywood, 
Florida  on  March  3.  4  and  .5.  The 
Conference  brought  together  leaders 
in  food  production,  processing,  dis- 
tribution and  nutrition.  In  the  words 
of  John  Holmes.  Chairman  of  the 
Board  of  Swift,  its  purpose  was  to 
"bring  together  top  leaders  in  the 
food  field  for  discussion  of  prob- 
lems confronting  the  industry." 

"Today,  the  discoveriee  of  science 
extend  into  every  field  of  endeavor." 
Mr.  Holmes  said  in  his  keynote  ad- 
dress. "The  patterns  of  marketing 
are  constantly  shifting  and  expand- 
ing   in    line    with    the    remarkable 


growth    in    population,    production 
and  national  income." 

The  lead-oft  program  of  the  Con- 
ference, on  the  theme  "Nutrition  Is 
Our  Business."  brought  together 
such  leaders  as  Dr.  W.  H.  Sebrell. 
Jr.,  director  of  the  National  In- 
stitutes of  Public  Health:  Dr. 
Frederick  J.  Stare,  head  of  the  De- 
partment of  Nutrition.  School  of 
Public  Health.  Harvard  Lniversity: 
Dr.  T.  D.  Spies,  director  of  the  In- 
stitute of  Human  Nutrition,  North- 
western llniversity;  and  Dr.  L.  A. 
Maynard.  Chairman  of  the  Food 
and  Nutrition  Board.  National  Re- 
search Council. 

Discuss  Problems  of  Production 
A  jtrogram  on  food  produi-tion 
and  processing,  with  Porter  M.  Jar- 
vis.  President  of  Swift  as  Chairman, 
brought  together  such  people  as  G. 
Norman  Winder.  Chairman  of  the 
National  Livestock  &  Meat  Board: 
Dr.  Don  Paarlberg.  assistant  to  the 
I .  S.  Secretary  of  Agriculture  and 
Charles  Vantress.  Vice-President  of 
the  National  Broiler  Council. 

Another  segment  of  this  Confer- 
ence took   up  the  subject   of  better 


marketing,  led  by  Harold  \i.  Wil- 
son. \  ice-1'n'sident  of  .Swift.  Speak- 
ing on  "Food  and  the  Military"  was 
General  Charles  K.  Bolte,  Vice  (Chief 
of  Staff.  L.  S.  Army.  Elmo  Roper, 
noted  analyst,  discussed  "Ealing 
Ilaliil-  ipf  the  American  People." 
Marion  Harper.  Jr..  President  of 
McCann-trickson.  Inc..  spoke  on 
"The  Era  of  Reason"  and  A.  C. 
Nielson.  Jr..  marketing  expert,  diag- 
nosed "Buying  Habits. 

Following  the  vibrant,  useful  pat- 
terns set  bv  those  who  contributed 
to  the  success  of  the  .National  Food 
(!(jnference.  the  Swift  (Centennial 
jirogram  avoided  the  usual  Centen- 
nial observance  tradition  of  "living 
with  its  past"  and  instead  is  actively 
concerned  with  the  present  and  fu- 
ture. 

Film  a  Tribute  to  Retailers 
Its  primarv  concern  and.  coinci- 
dintallv.  the  title  of  its  latest  motion 
|iicture  is  "The  Miracle  of  Feeding 
America."  Paving  tribute  to  the  re- 
tailers whom  the  company  serves. 
The  Miracle  points  out  that  "prog- 
less  in  the  food  industry,  wonderful 
as  it  is.  doesnt  mean  a  thing  until 
the  food  gets  into  the  consumer's 
shopping  basket. 

Distribution  and  retail  merchan- 
dising are  prime  movers  in  this  Cen- 
tennial year  for  Swift.  All  across 
the  country,  in  key  cities  from  coast 
to  coast,  the  Centennial  program 
has  moved  thinking  toward  the  job 
being  done  in  getting  better  food  to 
the  consumers,  more  efficient  mar- 
keting and  promotional  efforts,  and 
consumer  recognition  of  what  is  be- 
ing done  by  the  food  industry  to 
make  food  more  plentiful  and  less 
costly. 

Caravan  Tours  the  Nation 

Bringing  the  retailer  the  story  of 
his  role  in  The  Miracle  of  Feeding 
America  was  the  mission  of  Swift's 
mobile  Merchandising  Caravan.  The 
(Caravan,  a  dual  trailer-truck  "meet- 
ing hall  on  wheels."  will  have  visited 
over  100  major  cities  this  year. 

V^  ithin  its  comfortable,  though 
concentrated  area,  dealers  meet  with 
a  Swift  merchandising  team,  view 
wide-screen  visualizations  on  new 
products  and  better  retail  selling 
techniques.  Utilizing  such  additional 
tools  as  magnetic  boards,  illustrated 


The   primitive   grocery   store   of   a    century   ago    is  Steve   Adams   (Robert   Hutton)   tells   Papa   Gordon  Other  featured  players  in  "The  Miracle"  are  Lyie 

pictured    in    "The    Miracle    of    Feeding    America."  (Emery  Parnell)  facts  about  nutrition   research.  Talbot  and  Carlo  Belinda  (right)  as  Jonie  Adams. 
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panels  and  short  dramatic  skits,  the 
Caravan  gets  down  to  practical  cash- 
register  economics  in  presenting 
ideas  and  information  for  retailers. 
Kach  (Caravan  unit  is  a  self-con- 
tained. highl\  mobile  group  of  ve- 
hicles, consisting  of  t«o  huge  trucks 
and  a  station  wagon.  Air-condi- 
tioned and  equipped  with  their  own 
light  plants,  the  trucks  are  literallv 
carrying  the  Centennial  story  to 
every  corner  of  the  nation. 

Martha  Logan  Cooking  Schools 

\^  hile  the  Merchandising  Caravan 
is  helping  the  retailers.  Swift-con- 
ducted Cooking  Schools  are  visiting 
114  cities  from  coast  to  coast,  bring- 
ing housewives  the  recipes  for  a  host 
of  dishes  and  ways  of  preparing 
meats  both  tastefully  and  economi- 
call\ . 


Here,  again,  the  retailc 
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cities  during  39  weeks  of  the  year. 

The  Heidt  show  reached  a  very 
large  audience  via  the  living  room 
screens,  but  a  very  important  func- 
tion «as  also  achieved  in  the  da\s 
between  the  television  shows  when 
the  "Show  \^agon'  held  132  per- 
formances in  other  to^vns  and  cities. 
Talent  auditions  for  the  regular  tele- 
casts were  promoted  through  food 
dealer  store  promotions;  Heidt 
crews  went  into  these  132  locations 
six  w"eeks  in  ad\ance  to  help  arrange 
for  special  merchandising  tie-ins. 

Heidt's  arrival  in  these  towns  al- 
most always  was  the  occasion  for  a 
colorful  parade.  Following  the  open 
convertibles  carrying  the  maestro 
and  his  cast  was  a  replica  of  the 
original  Swift  "Red  \^"agon  "  and  a 
line  of  Swift  salesmen's  red  coupes, 
many  of  them  carrying  large  mock- 
ups  of  familiar  fond  items. 


Good  merchandising  tie-ins  and  colorful  local  parades  marked  the  132  per- 
formances of  the  Horace  Heidt  "Show  Wagon"  troupe,  sponsored  by  Swift  & 
Company  on  television  for  39  weeks  this  year. 


tegral  part  of  the  Centennial  pro- 
gram for  tickets  to  the  well-attended 
Schools  are  distributed  through 
food  stores  in  these  cities.  There  are 
actually  three  Cooking  School  units 
in  the  field,  serving  Eastern.  Mid- 
western and  Western  areas  and  the 
well-known  Swift  home  economist 
"'Martha  Logan"  is  mistress  of  cere- 
monies at  each  of  them.  A  tie-in 
with  General  Electric  appliances 
broadened  the  scope  and  interest  of 
the  Schools  which  are  generally  held 
in  the  largest  auditoriums  available 
in  each  of  the  cities  visited. 

Through  the  use  of  the  Vu-Graph 
overhead  projector,  food  dishes  are 
visualized  concurrently  with  the 
preparation  on  the  stage  so  that  they 
are  clearly  seen  from  the  most  re- 
mote corners  of  the  hall. 

Heidt  Merchandising  Tie-ins 

Another  interesting  facet  of 
Swift  s  promotional  campaign  was 
the  Horace  Heidt  "Show  \^  agon  ' 
program,    telecast    from    28    major 


The  Saturday  night  telecasts  fvia 
NBC  I  were  a  weekly  climax  to  a 
hard-working  and  most  successful 
merchandising  campaign  through 
each  of  the  preceding  weekdays. 

The  Miracle  of  Feeding  America 
film  helped  U>  knit  together  the 
whole  theme  of  the  Centennial  year. 
Premiered  on  May  2  before  a  huge 
audience  of  delegates  to  the  annual 
Super  Market  Institute  convention, 
held  in  Cleveland,  The  Miracle  re- 


Well-filled  audiences  of  housewives  are  attending  the  Swift-sponsored     Martha 
Logan  Cooking  Schools"  held  from  coost-to-coast  during  this  Centennial  Year. 


membered  the  men  who  have  in- 
\  ested  a  lifetime  of  experience  in  the 
job  of  feeding  .\merica. 

Filmed  in  Eastman  Color  bv 
Wilding  Picture  Productions.  Inc.,  it 
was  projected  in  wide-screen  for  the 
premiere.  Four  Hollywood  profes- 
sionals. Robert  Hutton.  Lyle  Talbot. 
Emery  Parnell  and  Carla  Belinda. 
pla\  the  leading  parts.  Much  i>f  the 
action   takes  place  in   a  food  store. 

Steve,  played  by  Robert  Hutton. 
is  a  young  professor  of  nutrition 
who  must  convince  his  hard-headed, 
practical  father-in-law  that  research 
and  education  are  just  as  important 


Retail   salesmen   get 
the  benefits  of 
modern   merchandising 
techniques  as  shown 
via  Swift's  mobile 
Merchandising   Caravan 
now  touring  more 
than   100  cities  from 
Maine    to    California  .  .  . 


to  human  progress  as  the  older 
mans  manufacturing  business. 

To  help  prove  his  argument.  Steve 
(via  adroit  flashback  scenes)  takes 
the  viewer  on  a  tour  of  the  past 
century,  from  a  sandy  Cape  Cod 
road  in  185.5  to  the  well-stocked 
shelves  of  a  1955  model  food  store. 

It  takes  a  lot  of  doing,  but  Steve 
finally  makes  his  wifes  father  see 
that  there  is  more  to  the  food  busi- 
ness than  appears  on  the  surface  .  .  . 
that  the  future  welfare  of  our  nation 
depends  on  how  well  we  are  able  to 
feed  Americans  in  the  vears  to  come. 
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Steve  proves  that  feeding  America  is 
a  modern  "miracle." 

The  film  is  being  given  the  w  idest 
possible  distribution  through  Ideal 
Pictures  Corporation  and  through 
the  encouragement  and  cooperation 
of  local  Swift  eniplovees  ^vho  may 
book  club,  lodge  and  community 
showings. 

A  27-minute  version  of  an  historic 
Swift  film.  The  Red  Wagon  was  also 
especially  prepared  for  consumer 
showings  during  the  Centennial.     IJ3' 
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A  mofion  pictur*  of  Ih*  it»ry  of  »il  .  . .  how 
iiMn  Mvk  it,  find  if,  and  bfiftg  it  frooi  th« 
•arth  to  cr»aM  tha  preductt  of  «od«<ii  Uyiog 


The  oil  industry's  latest  PR  film  was  promoted  via  this  useful  two-fold 
envelope  enclosure  which   listed   sources  of  this  and   other  films. 

Printed  PR  Tools  from  American  Petroleum  Institute 
Helped  Promote  Industry  During  Oil  Progress  Week 

A  cutout  kit  was 
designed  especially 
for  distribution  as  a 
souvenir  of  1955  Oil 
Progress  Week.  Kit 
enables  youngsters 
to  build  an  exhibit  of 
modern  oil  industry 
installations.  Sup- 
plied for  distribution 
at  open-house  pro- 
grams, community 
meetings,  schools. 


^ 
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OIL  SERVES  YOU 


Window  posters, 

pump  island  banners 

and  bumper  strips 

carrying  the  slogon 

"Oil  Serves  You" 

were  available  for 

companies,  stations, 

to  use  this  foil. 


Booklets  Like  These  Helped  to  Set  Up   Local    Programs 

(Right)  This  6-page  dealer  promo- 
tion folder  gave  a  check-list  of 
what  the  service  station  dealer 
could  do  to  participate  in  Oil  Prog- 
ress Week  in  his  interest. 


(Left)  The  complete  program  of 
Oil  Progress  Week,  with  on  inven- 
tory of  all  materials  available  plus 
a  handy  order  form  supplied  a 
master  guide  for  all  petroleum 
companies. 


Dil  Industry  Reports  on  Progress 

Eighth  Annual  Observance  of  Oil  Progress  Week 
Steps  Up  Film  Showings;  Premiere  "Barrel  No.  1" 


TIIK  >H\rK  .,f  Ihf  future. 
"Iiicli  lia>  intrigued  theNatinnal 
Asscicialion  of  Manufacturers 
I  see  page  26  i  and  the  I  .S.  Chamber 
<if  (^ininierce  (on  page  3.3 1  also  in- 
augurateii  this  \ear's  observance  of 
( »il  I'rogiess  Week  on  October  9 
« lien  a  special  one-hour  live  pro- 
f;rain  entitled  l')76  provided  nation- 
wide television  viewers  with  a  look 
at  life  in  the  U.S.  21  years  hence. 
The  main  course  of  Oil  Progress 
\\  eek  will  be  served  by  a  new  mo- 
tion picture  Barrel  dumber  One  and 
b\  a  number  of  other  public  rela- 
tions tools  approved  by  the  OIIC. 
The  petroleum  industry  now  has 
a  growing  library  of  films,  including 
such  titles  as  The  Story  of  Colonel 
Drnhe.  American  Frontier.  24  Hours 
of  Progress.  Man  on  the  Land,  and 
Crossroads.  I  .S.A . 

"Barrel  Number  One"  Previewed 
Sponsor:  \nierican  Petroleuio  In- 
stitute. 
Title:  Barrel  .\tiniber  One.  2')  niin. 
h/'w,  produced  by  Apex  Film 
Corp.,  planned  and  supervised  by 
Film  Counselors.   Inc. 

■¥■  In  the  lingo  of  modern  high  fidel- 
ity recording  technique  there  is  a 
word — "presence  —  which  means 
the  art  of  recording  sound  so  the 
listener  feels  he  is  actually  there. 
\\  hereas  a  few  years  ago  recording 
was  largely  done  in  acouslicalK 
dead  rooms,  with  no  echo  and  with 
man\  microphones  to  insure  exact 
"pure  tones  from  each  instrument. 
most  modern  recordings  are  made 
to  achieve  "presence."  using  a  sin- 
gle mike  and  striving  for  as  authen- 
tic a  "concert  hall  echo  as  pos- 
sible.    It     may     not     be    "perfect'" 


r-ound.  but  it  is  truer  to  most  listen- 
ers" ears. 

This    viewer    thought    of    "'pres- 
ence"  in  seeing  the  new  API  film. 
Barrel  \uniher  One.   The   one  not- 
able  thing    the   picture  lacked   was  ) 
presence.    Although    made   "like"   a  | 
documentary,   the    feeling    of    being    ! 
there    when    things   took    place    was  j 
absent.   Scenes   were  loo  purely  lit,  '■ 
the  actors  too  well  made  up — West.  • 
more  rather  than  real  oil  and  mud.  ; 
Compared  to  .^Pls  exciting  film  on  ; 
the   Williston    Basin    of    two    years  j 
ago.   which   rang  true  in  every  re.  ; 
spect.   Barrel  I\'umher  One  seemed 
to    be    made   with    the   exact   same 
technique    and    feeling    that    goes 
into    the    Ann     Sothern    television 
show — skilled,  slick  and  too  obvious 
make-believe. 


Drillers  begin  "moking  the  hole."  The  drill 
may  prowl  thousands  of  feet  into  the  eorth 
before  oil  is  found.  (A  scene  frortt  "Barrel 
Number   One.") 


Reaction   to   Familiar   Types? 

\  film  of  this  type  misses  the 
mark  when  every  oil  worker  looks 
like  someone  you've  seen  on  tele- 
vision the  night  before.  The  viewer 
keeps  looking  for  players  like  TuUy 
Marshall  and  Jason  Robards  to 
show  and  complete  the  sense  of  un- 
reality. 

Despite  these  reservations,  Bar- 
rel .\umber  One  is  a  straightfor- 
ward story  picturing  the  hazards- 
of  searching  for  oil  and  bringing 
it  into  production.  Step  by  step,  the 
picture  shows  how  "Barrel  Number 
One  '  is  found,  and  then  follows  that 
barrel  through  pipe  lines  and  tank- 
ers to  refineries  and  finally  through 
market  places  to  the  consumer. 

The  story  is  narrated  by  the 
various  people  who  work  in  oil — 
the  geologists  and  explorers,  the 
drillers  and  producers,  transport-i 
ers,  marketers  and  researchers.  Eni' 
phasis  is  placed  on  the  many  tal- 
ents, trades,  and  types  of  people 
needed  to  keep  this  nation  abund- 
antly supplied  with  petroleum  prod- 
ilits. 

Good  Sequences  on  Operations 

Barrel  Number  One  was  filmed 
on  location  in  various  sections  of 
the  country.  Smoothly  e.xecuted.  it 
contains  many  fine  pictorial  scenes 
of  oil  installations  and  develop- 
ments. 

Like  other  API  motion  pictures. 
Barrel  Number  One  has  been  de- 
signed for  industrial  and  public 
use.  It  is  suitable  for  general  audi- 
ences of  all  age  groups,  and  is  ex- 
pected to  be  useful  for  scboc•l^. 
and  for  oil  companies  in  their  train- 
ing   programs.  9 
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Motion    Picture   Exhibition 
Techniques   at    Disney's 
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^American  Motors  presents  CIRCARAMA- 
Colorfol  Travel  Adventure  "In  the   Round" 

•  The    Richfield    Oil    Corporation    Shows 
You  the  Story  of  "The  World  Beneath   Us" 

*Trans   World   Airlines   Previews    Lunar 
Space  Travel  With   "A  Trip  to  the  Moon" 


TOMORROW-LAND  —  a  section  of  the  fabled 
Disneyland  —  is  attracting  thousands  of 
people  daily  for  a  preview  of  what  our  world 
will  be  like  in  1986.  Helping  these  visitors  meet 
their  Tomorrowland  futures  more  than  half  way 
are  some  of  the  most  unique  motion  picture 
exhibition  techniques  developed  in  recent  vears. 

At  three  of  Tomorrowland's  key  exhibits,  vis- 
itors will  be  surrounded  by  motion  pictures,  pro- 
jected into  space  with  their  help  and  taken 
thousands  of  feet  below  the  surface  of  the  earth. 

Each  a  major  technical  achievement  in  its 
own  right,  these  show-stopping  exhibits  are: 

Circarama.  developed  for  and  sponsored  by 
American  Motors.  Using  11  projectors,  this  ex- 
hibition completely  fills  a  mammoth  circular 
screen  with  motion  pictures  which  show  simul- 
taneously where  you  are,  where  you  are  goin" 
and   where   you   have   been. 

The  Trip   to   the  Moon,  conducted  by   Trans 

'  World    Airlines.    Seated    in    a    theater    buih    to 

1  represent  a  passenger  rocket  30  years  from  now. 

visitors   will   preview   lunar   travel   with  the  aid 

of  movies  projected  into  the  rocket's  "scanners." 

The  Richfield  Oil  Corporation  presents  a 
capsule-size  history   of  the  world's  geophysical 


development  and  then  takes  viewers  beneath  the 
earth  for  a  peak  at  how  oil  is  produced.  The 
subterranean  sequences  are  projected  on  a  fiber- 
glass dome  movie  screen  shaped  roughly  like  a 
quarter  of  a  watermelon  to  give  the  effect  of 
the  massiveness  and  distances  involved  in  the 
project.  These  activities  have  been  carefully 
balanced  to  contribute  to  the  experience  of  visit- 
ing the  world's  most  fabulous  playground  — 
Disneyland. 

Tomorrowland  is  one  of  five  major  Disneyland 
sections.  It  lies  just  to  the  east  of  the  Plaza, 
central  point  in  the  160-acre,  Anaheim,  Calif., 
park.  Other  sections  are: 

Main  Street,  U.S.A.,  an  authentic  re-creation 
of  a  small  town  center  of  about  1900. 

Adventureland.  made  up  to  look  like  a  tropical 
African  bazaar,  complete  with  a  ride  on  African 
Queen  type  boats  chugging  around  one  of  Dis- 
neyland's rivers. 

Frontierland.  where  visitors  go  back  to  a  west- 
ern-style town  of  100  years  ago  with  attractions 
like  the  Davy  Crockett  Museum  and  a  ride  on 
the  Mark  Twain,  an  authentic  model  of  a  stern- 
wheel  Mississippi   River  boat. 

Fantasyland,    dominated   by   the   huge,    Snow 


White  Castle  and  residing  place  for  characters 
from  Peter  Pan,  for  Flying  ElephanU,  Mr.  Toad 
and  Snow  White  and  the  Seven  Dwarfs. 

Through  the  whole  operation  is  a  careful 
balance  between  physical  and  intellectual  exper- 
ience —  of  doing  things  and  of  learning  things. 
Tomorrowland  illustrates  this  pattern  well.  In 
addition  to  its  theater  presentation,  for  example, 
Richfield  Oil  runs  one  of  the  most  popular  rides 
on  the  grounds  —  the  Autopia.  Laid  out  on  the 
pattern  of  a  futuristic  superhighway,  this  ride 
gives  kids  and  their  dads  a  chance  to  wheel 
gasoline  operated  model  sports  cars  under  real- 
istic conditions,  but  at  top  speeds  of  11  mph. 
Also  close  by  is  a  speed  boat  ride,  run  on  a 
specially  created  river  with  boats  adapted  from 
proven  ultra-modern  racing  hulls,  ^ 
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iH"roted  mop  of  Disneylond 
oJAmerican   Motors'   Circoromo    (above); 
^ibil    (lop)    ond    Trons-Wofld's    rocket    ship." 
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American    Motors'    Circular    Screen 
Presents  "A  Tour  of  the  West" 

TiiK  BALANCE  of  physical  and  intellectual 
entertainment  in  Tomorrowland  is  so  del- 
icate that  at  times  they  seem  to  overlap. 
This  feeling  was  pointed  out  in  a  Neiv  York 
Times  review  of  Circarama  two  weeks  before 
Disneyland  opened.  Written  by  Times  Hollywood 
correspondent  Thomas  M.  Pryor,  this  article 
said  in  part: 

"For  the  most  startling  innovation  in  movie 
presentation,  one  will  have  to  visit  Disneyland 
.  .  .  Walt  Disney  and  the  Eastman  Kodak  Com- 
pany have  hit  upon  the  ultimate  in  audience 
participation  or  envelopment,  via  a  360-degree 
screen  .  .  .  The  effect  of  viewing  a  motion  pic- 
ture that  is  going  on  all  around  you  is  fan- 
tastic. Particularly  overpowering  is  the  sense 
of  motion,  or  moving  with  the  picture." 

A  more  thorough  description  of  Circarama 
will  serve  as  the  best  starting  point  in  a  descrip- 
tion of  the  basic  ideas  and  accomplishments  of 
the  three  Tomorrowland  shows.  This  is  largely 
because  Circarama  called  for  technical  research 
on  synchronization  which  has  been  applied  in 
all  three  exhibitions. 

The  original  idea  behind  Circarama  is  fairly 
obvious.  Bigger  and  wider  screens  are  the  un- 
mistakable trend  of  movie  presentation.  The  best 
way  to  predict  the  future  of  movie  presentation 
then,  was  to  go  to  the  end  of  the  line  —  the 
widest  possible  screen   is   a  complete  circle. 

The  idea  was  thought  out  far  enough  to  estab- 
lish its  feasibility  and  turned  over  to  a  Disney 
development  crew.  Heading  production  of  Cir- 
carama for  Walt  Disney  Productions  was  Will- 
iam H.  Anderson.  Direction  was  under  Peter 
EUenshaw,  with  Roger  Broggie  acting  as  techni- 
cal adviser  and  Russ  Haverick  as  unit  manager. 

With  so  many  creative  engineering  and  tech- 
nical problems  to  overcome,  shooting  the  film 
was  actually  one  of  the  easier  parts  of  Circarama. 

Typical  of  how  the  medium  was  evolved  is 
the  decision  to  use  11  cameras  and  projectors. 
The  original  thinking  and  blueprinting  for  the 


camera  rig  was  in  terms  of  12  cameras,  which 
would  have  been  a  nice,  even  division  of  the 
circular  view.  But.  before  going  ahead  with  the 
shooting,  the  Disney  crew  felt  it  had  better 
account  for  how  Circarama  would  be  projected. 

The  initial  plan  on  the  projection  technique 
was  for  a  central  gondola  housing  all  12  projec- 
tors. But,  when  it  came  to  jiutting  it  down  on 
paper,  it  became  apparent  that  the  thing  wouldn't 
work.  Building  specifications  were  already  drawn 
for  a  screen  40  feet  in  diameter.  Projection 
from  the  center  of  this  circle  would  require 
lenses  of  such  wide  angle  that  the  picture  would 
be  distorted. 

In  mulling  the  thing  over,  someone  came  up 
with  the  suggestion  for  a  '"donut"  arrangement, 
with  a  circular  projection  booth  behind  the 
screens  and  with  the  projection  coming  from 
between  the  screens. 

It  had  already  been  decided  at  this  early 
stage  to  sidestep  the  problem  of  trying  to  dovetail 
the  edges  of  projected  images  — a  task  which 
has  cut  seriously  into  the  effectiveness  of  other 
multi-projector  exhibitions.  The  Disney  plan  was 
—  and  has  remained  —  to  set  up  six-inch  strips 
between  screens.  The  belief  here  is  that  there 
is  so  much  to  see  that  the  strips  will  not  prove 
distracting.  The  plan  works  out  perfectly  on 
action  sequences.  Even  when  the  cameras  are 
stationary,  the  strips   are  noticed  only   slightly. 

The  idea  of  criss-crossing,  between-the-screens 
projection,   however,  called   for   an   odd   number 

-(t        i^        ii 

Left:  Circarama's  projection  booth  is  behind  the 
show's  circular  screen.  Right:  Circarama's  elec- 
tronic nerve  center.  The  control  panel  at  left  sig- 
nals automatically  when  film  breaks  or  bulb  burns 
out  on  any  of  the  projectors^  Unit  at  right  is  the 
Kinevox  magnetic  sound  reproducer. 
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of  screens.  When  a  series  of  quick  calculations 
established  that  15mm  lenses  on  11  16  mm 
cameras  would  cover  360  degrees  of  vision  per- 
fectly, Circarama  was  ready  to  move  from  the 
drawing  board  to  the  machine  shop. 

The  next  decision,  on  which  camera  to  use. 
was  fairly  easy.  One  standard  unit  fit  the  specifi- 
cations of  the  job  —  the  Eastman  Cine-Kodak 
Special,  a  16mm  camera  with  a  200-foot  pre- 
threaded  magazine  that  facilitated  quick  reload- 
ing in  the  field. 

Setting  Up  the  Circarama  "Shooting  Rig" 

The  shooting  rig  itself  was  set  up  along  these 
lines: 

Each  camera  is  held  in  place  on  the  circular  i 
platform  by  a  special  steel  casting.  The  casting 
fits  tightly  around  the  base  of  the  camera  and 
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is  secured  to  it  by  a  bolt  which  fits  the  tripod 
receptacle.  Three  bolts  machined  into  the  casting 
fasten  it  to  the  platform  at  the  rear  of  the  camera 
and  into  the  front  face  of  the  platform. 

Activation  of  the  cameras  is  through  a  fitting 
onto  each  unit's  power  takeoff  crank  and  through 
a  right  angle  gear  box  into  the  inside  of  the 
circular  platform,  which  stands  about  a  foot 
high.  Beneath  the  right  angle  gear  box  is  a  shaft 
which  drops  down  to  an  18  volt  DC  motor. 
Fastened  solidly  to  this  shaft  is  a  sprocket  wheel. 

The  sprocket  wheels  on  all  11  drive  shafts  are 
linked  by  a  single  sprocket  chain.  Thus,  regard- 
less of  the  action  of  any  individual  motors,  the 
speed  of  all  11  units  is  linked  in  perfect,  frame- 
for-frame  coordination.  In  actual  operation,  it 
was  found  three  of  the  18  volt  motors  would 
turn  the  whole  business.  But  this  could  not  be 
determined  at  the  time  the  rig  was  assembled, 
so  the  11  motors  were  a  safety  factor. 

Master  speed  control  for  all  cameras  is 
through  a  tachometer  which  is  also  linked  into 
the  sprocket  chain.  This  instrument  allows  for 
a  full  range  of  speed  adjustments.  Most  Circa- 
rama  sequences  were  shot  at  24  frames  per 
second,  with  one  special  scene  done  at  eight 
frames  per  second  to  give  the  illusion  of  travel- 
ling down  Wilshire  Boulevard  in  Los  Angeles 
at  90  mph. 

The  final  positioning  of  the  cameras  on  the 
rig  followed  the  same  principle  as  cutting  up  a 
pie  into  equal  slices.  In  this  case,  however.  Circa- 
rama  had  to  go  out  into  an  open  field  and 
perform  exact  positioning  with  the  aid  of  a 
surveyor's  transit. 

Most  of  the  actual  Circarama  shooting  was 
done  with  the  rig  fastened  rigidly  to  the  top  of  a 
Nash  Rambler  station  wagon.  Power  was  taken 
from  batteries  and  activation  of  the  cameras 
was  from  a  push  button  control  inside  the  car. 
One  sequence  was  shot  from  a  motor  launch  in 
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Balboa  Harbor  with  the  camera  on  the  roof  and 
controls  inside  the  cabin. 

All  shooting  for  Circarama  was  on  Commer- 
cial Kodachrome.  selected  for  the  quality  of  its 
full-color  contact   prints. 

Exhibit  Installation  Was  the  Next  Problem 

About  the  same  time  as  the  first  Circarama  film 
w  as  being  shot,  Disney  Productions  were  moving 
to  delegate  the  headaches  of  setting  up  11  pro- 
jectors and  a  separate  sound  system  to  operate 
in  exact  synchronization.  With  the  opening  date 
for  Disneyland  only  a  few  months  away  at  this 
point,  the  engineering  facilities  at  the  Disney 
Studios  were  far  too  overloaded  to  take  on  this 
phase  of  the  work.  The  plan,  therefore,  was  to 
line  up  an  outside  contractor  who  would  under- 
take responsibility   for  engineering,   installation. 

Below:  the  Circarama  shooting  rig  in  stripped 
down  form  during  positioning  of  cameras  on  the 
mount.  Right:  Disney  artist  Peter  Ellenshaw  (kneel- 
ing) and  Jack  Whitman,  cameraman,  set  up  the 
Circarama  camera   battery  on  top  of  photo  cor. 


AS  THE  AUDIENCE  VIEWS  "CIRCARAMA" 
From  their  central  vantage  point,  Circarama  audi- 
ences see  colorful  travel  films  projected  on  eleven 
screens  around  entire  circumference  of  the  theater. 

operation  and  maintenance  of  the  projection 
equipment  for  all  three  shows  on  a  long  range 
basis. 

This  contract  went  to  the  Ralke  Company  of 
Los  Angeles,  audio-visual  and  photo  dealers  who 
have  specialized  in  movie  equipment  since  1925. 
This  appointment  tied  in  well  because  Ralke 
is  an  Eastman  Audio-Visual  dealer  and  could 
supply  the  Eastman  16mm  Model  25  Projectors 
which  had  been  specified  for  these  exhibits. 
\^  illiam  C.  Ralke.  head  of  the  dealership,  has 
personally  supervised  the  work  on  the  Disney- 
land   installations. 

Synchronization    an    Engineering   Feat 

Circarama's  projection  synchronization  was 
the  most  difficult  single  engineering  job  of  the 
entire  project.  To  handle  this  work,  Ralke  set 
up  a  subcontract  with  the  Urban  Engineering 
Company  of  Hollywood.  The  audio  portion  of 
this  job  was  done  by  Kinevox.  Inc..  of  Burbank, 
Calif.  Kinevox  also  built  the  projection  control 
panels  for  Circarama  and  the  Trip  to  the  Moon. 

The  reasons  behind  the  selection  of  the  East- 
man Model  25  projectors  for  the  Tomorrowland 
shows  also  serve  to  illustrate  the  engineering 
job  involved  in  their  adaptation. 

The   Model   25   was   picked   because: 

1 1  It  is  durable  and  precisely  built,  capable 
of  standing  up  under  the  12-hour-a-day,  seven- 
day-a-week  schedule  on  which  Disneyland  will 
run  through  the  summers.  Its  use  in  television 
stations  —  where  many  machines  have  exceeded 
5.000  hours  of  trouble-free  service,  with  some 
exceeding    10,000   hours  —   was   proof  of  this. 

2l  The  Model  25  is  equipped  with  special 
high  efficiency  1,000  watt  lamps  and  an  optical 
system  of  exceptionally  large  (f/1.5l  aperture. 
Maximum  light  output  was  necessary  to  bring 
the  16mm  image  up  to  the  8  by  11  foot  size  of 
the  Circarama  screens. 

3 1  The  Model  25  is  easy  on  film.  This  was 
important  because  of  their  12-hour-per-day  use. 

The  job,  then,  was  to  build  a  control  system 
which  would  tie  the  projectors  and  sound  console 
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(CONTINUED      FROM  -THE      PRECEDING      PAGEI 
together    in    split-secoiid.    fralne-for-frame   sync. 

As  the  basis  for  coordinated  operation,  the 
Toniorrowland  Model  2r>'s.  as  factory  furnished. 
are  driven  bv  synchronous  motors,  which  once 
they  are  started  will  remain  in  exact  frame  to 
frame  phase  under  the  precise  control  of  the 
f)0  cycle  frequency  of  the  power  system. 

Synchronous  drive  motors  alone,  however,  are 
not  enough  to  accomplish  perfect  linkage.  Left 
on  their  own.  they  would  not  necessarily  start  or 
stop  in  precisely  timed  relation,  one  to  another. 

The  standard  synchronous  device  for  multi-unit 
operations  in  the  movie  industry  is  the  Selsyn 
motor.  This  is  a  slave  motor  activated  by  a 
master  unit.  Movie  studios  use  them  commonly 
for  jobs  like  synchronizing  cameras  with  record- 
ing equipment. 

Selsyn  Controls  Worked  Out  by  Experts 

The  specific  job  of  making  the  Selsyns  control 
11  projectors  and  a  sound  reproducer  fell 
squarely  on  J.  C.  Urban,  head  of  Urban  En- 
gineering, who  worked  in  consultation  with  Dr. 
Edwin  C.  Fritts.  a  Kodak  staff  physicist.  Dr. 
Fritts  headed  the  design  and  development  of  the 
Model  25  in  the  Kodak  laboratories.  The  first 
working  prototype  of  the  Circarama  projectors 
was  developed  during  a  preliminary  consultation 
for  which  Dr.  Fritts  flew  to  Los  .Angeles.  M  the 
close  of  this  meeting.  Ralke  ordered  delivery  of 
the  projectors  and  Urban  and  his  staff  proceeded 
to  modify  them. 

The  biggest  single  problem  in  rigging  the 
Selsyn  svstem  to  the  projectors  arose  from  the 
unique  structure  of  the  Model  25.  The  mech- 
anism is  divided  into  two  elements  —  the  inter- 
mittent with  its  own  synchronous  motor,  and  the 
sprocket-shutter  system  which  runs  uniformly. 
driven  by  a  second  synchronous  motor.  The 
Selsyn  system  is  a  product  of  General  Electric. 

The  problem  was  to  assure  that  the  Selsyn 
system  will  dominate  the  synchronous  motors 
in  starting,  forcing  them  to  "count  frames  to- 
gether" as  they  start,  but  also  to  assure  that 
during  running,  wear-producing  disturbances 
would  not  be  reflected   from   the  Selsyn  system 


into  the  projector  mechanisms.  This  means  that 
during  running  the  Selsyn  delivers  no  power  to 
the  projectors  which  as  usual  are  driven  by  their 
own  synchronous  motors.  Under  such  conditions 
of  no  load,  a  Selsyn  system  will  often  break  into 
a  condition  of  oscillation.  It  was  necessary  to 
devise  a  closely  coupled  interlock  between  the 
Selsyn  and  projector  systems  to  suppress  these 
oscillations  and  yet  one  which  could  be  adjusted 
initially  so  that  no  power  would  flow  between 
them  once  operating  speed  is  attained.  For  this 
adjustment  the  Selsyn  motor  may  be  rotated  in 
its  mount. 

In  actual  presentations,  this  control  system 
has  proven  it  can  bring  the  full  11  screen  picture 
into  alignment  within  one-and-a-half  to  two  sec- 
onds after  the  show  begins.  This  is  long  before 
the  close  of  the  introductory  title  sequences. 

Here's  Automation  in  an  Exhibit  Theatre 

An  entirely  different  set  of  engineering  prob- 
lems came  with  the  assignment  to  set  up  the 
projectors  so  they  would  run  consistently  and 
automatically. 

The  two  most  likeK  mechanical  show  stoppers, 
of  course,  are  film  breakage  and  burnt  out  bulbs. 
In  Circaramas  round  projection  booth  there 
would  be  no  wav  for  the  one  or  two  attendants 
ti)  keep  close  enough  visual  track  of  the  11  pro- 
jectors and  the  sound  console.  So.  special  con- 
trols had  to  be  'devised  to  handle  these  watch- 
dog jobs  automaticallv. 

Circarama's  operator  works  at  a  central  con- 
trol panel,  starting  the  show  with  the  pushing 
of  a  button.  Just  by  watching  his  control  board, 
he  will  know  automatically  when  any  of  the 
units  has  burnt  a  bulb  or  broken  its  film. 

Guarding  against  film  breakage  is  a  micro- 
switch  on  each  projector  which  rides  over  the 
film  as  it  is  wound  back  into  the  Busch  continu- 
ous magazine.  When  the  film  breaks,  the  switch 
closes  and  turns  the  projector  off  instantly. 
Circarama  will  then  complete  its  current  showing 
on  10  projectors. 

In  the  meantime,  a  blue  light  comes  up  on 
the  control  panel  and  the  attendant  moves  im- 
mediately to  slip  fresh  film  into  the  projector. 
Four  to  seven  extra  prints  for  each  projector 
are  kept  on  hand  at  all  times.  When  the  new 
film  is  in  place,  the  operator  resets  the  control 
panel  bv  pressing  a  button  next  to  the  blue  light. 

The  control  box.  incidentally,  is  wired  so  that 
Circarama  checks  itself  completely  after  each 
showing  cycle.  If  all  control  checking  circuits 
are  not  clear,  the  next  show  will  not  start. 

Protection  against  blown  out  lamps  is  through 
a  unique  device  which  keeps  a  fresh  bulb  as  a 
spare  at  all  times.  The  bulb  is  monitored  by  a 
relay  designed  especially  for  this  job  by  Jack 
Urban.  The  coil  of  this  relay  carries  the  lamp 
current.  \S  hen  the  lamp  filament  breaks,  the 
current  holding  the  relay  stops.  It  snaps  auto- 
matically to  an  alternate  position,  setting  up  a 
contact  which  carries  current  to  a  small  motor 
mounted    directly   above   it. 

The   motor   activates   a  gear   train    which    re- 


Left:  This  view  of  a  Tomorrowland  projector  shows 
the  Selsyn  control  installation.  This  is  the  large 
block  unit  in  the  foreground,  linked  by  belt  drive 
to  the  projector's  vertical  driveshoft.  The  motor  at 
left  is  projector's  synchronous  drive  motor. 
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volves  the  rotary  lamp  housing.  When  the  fresh 
bulb,  which  has  been  at  the  rear  of  the  turntable, 
makes  contact,  the  relay  snaps  back  to  its  origi- 
nal position  and  stops  the  motor.  In  the  mean- 
time, a  bar  at  the  top  of  the  turntable  has  hit 
against  a  switch  in  the  course  of  turning.  This 
switch  reverses  the  direction  of  the  motor,  so 
that  it  is  ready  to  turn  back  again  in  replacing 
the  next  bulb. 

In  the  meantime,  when  the  bulb  burns  out,  a 
red  light  flashes  on  the  control  board.  The  at- 
tendant picks  up  a  spare  bulb  then  and  replaces 
the  burnt  one.  After  the  fresh  bulb  is  in  plan-, 
he  resets  the  control  panel,  clearing  the  signals 
so  the  next  show   can  start. 

Also  wired  into  the  central  control  panel  is 
a  monitor  for  the  .35mm  magnetic  film  running 
through  the  Kinevox  sound  reproducer.  Circa- 
rama sound  is  recorded  on  four  magnetic  chan- 
nels. Sound  was  not  synced  with  the  shooting, 
since  this  is  hardly  ever  necessary  on  a  trav- 
elogue  presentation. 

Circarama  s  sound  is  carried  through  a  bank 
of  speakers  mounted  beneath  each  projector.  This 
close  tie-in  between  picture  source  and  sound 
makes  it  possible  either  to  fill  the  house  with 
the  sound  bv  using  all  speakers  or  to  give  the 
sound  a  definite  directional  pattern  through 
speaker  selection. 

Installation  of  Circaramas  operating  compon- 
ents was  handled  by  the  Altec  Service  Corpora- 
tion, also  functioning  under  a  contract  with 
Ralke.  Altec  specializes  in  installation  and  main- 
tenance of  motion  picture  equipment.  In  the 
continuing  operation  of  all  three  Tomorrowland 
shows.  Altec  specialists  carry  out  the  preventi\e 
maintenance  checks  which  insure  smooth  opera- 
tiim.  Four  times  a  week.  Altec  technicians  clean  [ 
the  projectors  and  sound  equipment,  make  a 
timing  check  of  its  synchronization,  test  all  tubes 
and  timers,  take  instrument  readings  for  sound 
and  light  qualities  and  check  the  focus  of  all  ; 
projectors. 

The  focal  length  at  which  Circarama  is  pro- 
jected is  1  's  inches,  but  leeway  was  needed  to 
adjust  the  images  exactly  to  each  other  and  to 
their  individual  screens.  This  was  accomplished 
by  using  variable  focus  Expanso  lenses  made  up 
especiallv  for  the  Model  25  projectors  by  the 
Pacific  Optical  Company, 

It's  an  Experience  for  the  Audience 

From  the  publics  vantage  point,  Circarama 
generallv  registers  as  a  somewhat  awesome  but 
pleasant  experience. 

The  screen  itself  is  suspended  and  hanging 
free  for  more  than  200  of  its  360  degrees.  Forty 
feet  in  diameter,  it  hangs  approximately  eight 
feet  above  the  American  Motors  exhibits  asphalt 
floor.  The  great  bulk  of  the  area  of  the  exhibit 
is  standing  space  from  which  to  watch  Circa- 
rama. .\gainst  the  closed  portion  of  the  theater 
are  softly  lighted  displays  of  Kelvinalor  ap- 
pliances. Around  the  open  portion  of  the  screen 
American  Motors  shows  a  sampling  of  its  auto- 
mobiles. 

Standing  and  waiting  for  the  show  to  start, 
the  viewer  gets  the  feeling  of  being  in  a  tight 
little  area.  The  huge  screens,  tilted  .slightly  f^T- 
w  ard.  seem  to  close  in  on  the  spectators.  1  hen 
the  show  starts  with  the  title  projected  on  screen 
number  one  to  show  the  audience  which  way  is 
front.  W  ith  the  opening  announcement,  a  line  of 
Kelvinator  appliances  is  presented:  one  on  eai  h 
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screen   to   give   the   audience   the  feeling   of   the 
medium. 

At  the  end  of  this  introductory  scene,  the 
viewer  has  gotten  the  feeling  that  the  screens 
have  moved  back  to  about  twice  their  former  dis- 
tance. Then  there  is  a  short  presentation  of  the 
film's  title  —  A  Tour  oj  the  West  by  Circarama. 
From  there  the  scene  shifts  to  the  outdoor?  and 
the  screens  really  seem  to  move  back. 

Standing   through   more  than   a   dozen   Circa- 
rama presentations,  a  definite  pattern  of  audience 
reaction  unfolds.   With  the  opening  of  the   first 
[sequence,    a    ride    through    fashionable    Beverly 
I  Hills,  a  slow   giggle  seeps  through  the  crowd  — 
which   averages    about   300   persons.    Spectators 
nudge  the  people  beside  them  to  point  out  that 
I  they   can    see   the   cars    following   them    as   well 
las   those   ahead    and    on    either   side.    This   first 
[Sequence,  a  nice  gentle  ride,  is  usually  spent  in 
jrubber  necking  and  getting  the  feel  of  the  show. 
I     The  Circarama  camera  then  swings  into  Wil- 
'shire  Boulevard.  This  is  where  the  cameras  were 
(slowed  to  eight  frames  per  second.  A  siren  sound 
|effect   helps   give   the    illusion    of   tearing    down 
the  boulevard   in   a  police  car   at  90   miles   per 
hour.  In  the  audience,  people  feel  like  they   are 
.falling  over.   Some  close  their  eyes.   Others  put 
'their  hands  to  their  heads.  The  experienced  driv- 
ers  in   the   crowd   reach   for   imaginary   brakes. 
Each  sequence  on  The  Tour  of  the  West  has 
its  own  effect.  The  majesty  of  Monument  Valley. 
Utah,  and  the  Grand  Canyon  has  probably  never 
been    captured    as   realistically   on    film.    In    Las 
Vegas,  viewers  actually   feel  as  though  they   are 
sharing  the  fun  of  "Americas  Monte  Carlo."' 

Circarama  is  a  happy  experience.  This  is  just 
what  is  desired  by  executives  of  American 
Motors,  who  invested  a  reported  S3.50.000  in 
developing  the  show.  Their  stake  in  Circarama  is 
making  friends  v\ho  will  eventually  become  cus- 
omers  for  cars  or  appliances.  ^^ 
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Richfield  Shows  Its  Past  and  Future 
In  Dramatic,  Entertaining  Exhibit 


THE    Richfield   Show,   carrying   the   title 
The  If  orld  Beneath  is.  uses  two  separate 
motion  picture  media  — CinemaScope  and 
the  "underground"  fiberglass  dome  show. 

The  presentation  is  held  in  a  modernistic 
theater  which  accommodates  12.5  people.  As 
spectators  file  in.  they  see  a  wide.  CinemaScope 
screen  at  the  rear  of  the  theater.  In  front  of 
the  screen,  occupying  the  position  which  would 
normally  be  held  by  a  stage,  is  a  40-foot  wide 
diorama  of  the  Los  Angeles  basin. 

The  diorama  is  an  authentic  model  on  a  one- 
inch-to- 100-foot-scale.  Its  840  square  feet  repre- 
sent 4.50  square  miles  of  Southern  California. 
The  diorama  was  patterned  accurately  from 
some    100    aerial    photographs    taken    especially 
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to  guide  the  technicians  of  the  Dell  Display 
Company,  who  put  in  some  8,000  man  hours 
building  the  model. 

As  with  the  other  Tomorrowland  shows,  the 
movie  presentation  in  the  Richfield  exhibit  is  on 
a  highly  automatic  basis.  Pressing  a  single  but- 
ton starts  the  show  and  automatic  timing  controls 
do  the  rest. 

The  first  portion  of  the  show  is  on  the  wide 
CinemaScope  screen.  In  five  minutes  a  cartoon, 
produced  for  Richfield  by  Disney  Productions, 
tells  a  capsule-sized  three-billion  year  geological 
history  of  the  world.  A  full  scale  entertainment 
effort,  this  cartoon  was  turned  out  by  crack 
Disney  personnel,  some  of  them  with  experience 
on  such  major  works  as  Lady  and  the  Tramp. 
The  Disney  people  put  months  of  library  re- 
search into  historic  and  geophysical  study.  One 
portion  of  the  crew  even  went  through  a  con- 
centrated two-week  course  in  geology  to  pick  up 
background  for  depicting  underground  forma- 
tions. The  end  result  is  made  up  of  some  20,000 
drawings  on  450  feet  of  35mm  film. 

As  the  cartoon  comes  to  a  close,  the  electronic 
"brain  "  which  runs  the  Richfield  show  automati- 
cally brings  up  the  house  lights  and  starts  a 
recording  in  which  the  Diorama  is  described  and 
the  underground  dome  show  is  explained.  Also 
automatically,  the  hydraulic  hoist  in  the  pit 
beneath  the  Diorama  begins  to  rise.  The  "under- 
ground"' illusion  is  helped  by  the  fact  that  a 
section  of  the  Diorama  —  a  known  oil  producing 
section  of  the  Long  Beach  area  —  rises  above 
the  dome. 

Directly  beneath  the  surface  of  the  Diorama's 
land  and  above  the  domed  screen  is  a  battery  of 
model  underground  oil  and  pumping  equipment. 
Model  oil  well  shafts  emanating  from  this  equip- 
ment spread  out  around  and  down  into  the  dome. 

The  dome  comes  into  position  at  audience 
e),e  level.  As  the  brief  description  of  what  it  will 
do  draws  to  a  close,  the  house  lights  dim.  The 
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HOW   RICHFIELD   SHOWS   STORY   OF   OIL 

Left:  a  Disney  cartoon  on  the  wide  Cinemascope 
screen  briefs  spectators  in  the  Richfield  theater  on 
the  world's  geological  history.  Below:  this  novel 
fiberglass  dome  screen  gives  the  audience  an  ac- 
curate idea  of  how  oil  is  produced— previews  unit- 
ization, the  oil  production  method  of  the  future. 


BEHIND  THE  SCENES  AT  THE  RICHFIELD  SHOW: 


(CONTINUED  FROM  THE  PRECEDING  PAGE  I 
dome  is  spotlighted  and  its  movie  show  begins. 

Probably  the  oddest  shaped  movie  screen  ever 
devised,  the  dome  has  a  flat,  half  round  face  at 
the  front,  a  vertical  section  of  the  dome.  Thus, 
this  front  face  is  actually  one  of  two  adjoining 
screens.  The  second  is  spherical,  completing  a 
unit  shaped  something  like  a  quarter  of  a  water- 
melon. Overall,  it  is  10  feet  wide,  eight  feet  deep 
and  four  feet  high. 

Projection  into  the  domed  screen  was  compli- 
cated about  equally  by  its  movement  and  its 
shape.  With  the  screen  moving  up  and  down  in 
its  tight  little  well,  there  just  wasn't  room  for 
conventional    projection    facilities.    So.    the    two 


Model  25  Projectors  on  which  the  seven-minute 
show  is  run  had  to  be  fastened  right  to  the  hoist 
structure  by  supporting  arms.  The  two  projectors 
are  mounted  one  above  the  other.  The  upper 
projector  throws  its  image  on  the  forward  face 
of  the  dome.  Projection  from  the  lower  unit  is 
reflected  by  a  110-inch  mirror  which  throws  the 
image  upward  onto  the  curved  dome. 

Operationally,  the  projectors  for  the  dome 
show  operate  exactly  like  those  in  Circarama. 
Selsyn  controls  interlock  the  images.  Identical 
precautions  are  taken  to  guard  against  burnt 
bulbs  and  broken  film.  Sound  for  the  Richfield 
movies,  both  with  the  CinemaScope  cartoon  and 
the  dome  show,  is  through  optical  tracks  on  the 
film  itself. 

With  the  projectors  for  the  dome  shew 
fastened  to  the  screen  itself,  it's  obvious  that 
extreme  wide  angle  lenses  were  a  must.  The 
projector  casting  the  eight-foot  wide  image  on 
ihe  front  .screen  is  a  scant  1  1  feel  behind  it.  For 
the  lower  [jrojectors,  even  with  mirrored  deflec- 
ti(»n,  a  good  portion  of  the  domed  screen  is  closer 
than  ten  feet.  As  with  Circarama.  this  huge 
image  spread  called   for  niuximuin   light  output. 

Wide  angle  distortion,  of  course,  was  a  movie 
maker's  nightmare.  The  artists  at  Kling  Studios. 
Hollywood,  where  the  dome  show  was  produced, 
had  to  run  tests  in  which  they  purposely  dis- 
torted their  drawings  to  come  up  with  something 
that  would  look  normal  in  projection. 

\\  ithin  the  context  of  the  program,  the  open- 
ing cartoon  sets  the  stage  by  telling  what  nil  is 

*       *       * 
Behind   domed   screen   of  the   Richfield   show  are 
two  Model  25  projectors  mounted  one  above  the 
other  and  fastened  to  hoist  structure. 
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and  how  it  was  created.  Presented  in  the  form  of 
a  lecture  by  the  Disney  character.  Prof.  Rich 
Field,  the  film  traces  the  earth's  development 
from  the  time  when  it  was  a  hot  mass  whirling 
through  space  through  the  evolution  of  man  into 
the  age  where  petroleum  is  a  necessity  of  life. 

The  Prof.  Rich  Field  character  is  carried 
through  the  entire  evolution  sequence.  In  hu- 
morous but  believable  fantasy,  he  crops  up  as 
a  stone  age  man,  riding  a  bright  red  horse  or 
perched  on  the  forehead  of  a  robin's-egg-blue 
mastadon. 

After  the  cartoon  has  brought  the  history  nt 
oil  through  three  billion  years  up  to  the  present, 
the  dome  show  takes  over  to  predict  what  oil 
development  of  the  future  will  be  like. 

The  oil  field  of  the  future,  according  to  the 
Richfield  presentation,  will  be  developed  under  a 
unitized  plan.  Production  will  be  aimed  at  re- 
covering the  largest  quantity  of  oil.  with  individ- 
ual interests  subdued  to  the  overall  benefits  from 
each  oil  pool.  Projections  representing  a  cross 
section  of  the  earth  demonstrate  how  unitization 
enables  all  producers  virtually  to  double  the  yield 
of  the  same  pool.  Projected  images  are  tied  in 
with  moving  lights  in  the  simulated  wells  to 
show  how  developers  of  a  unitized  field  watch 
carefully  the  factors  of  salt  water  beneath  the 
oil  pool  and  gas  above  it.  Both  the  gas  and  the 
water,  it  is  explained,  are  needed  to  create  the 
pressure  which  forces  the  oil  to  the  surface. 

With  a  number  of  drillers  working  unrelatedly 
in  the  same  pool,  it  is  shown,  the  gas  and  water 
are  dissipated  too  quickly  and  the  field  loses 
pressure.  In  the  unitized  field,  gas  and  water 
are  pumped  back  into  the  earth  as  needed  to 
keep  pressures  up  and  oil  flowing.  9 
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T\^  A"s  Flight  to  the  Moon   is  the  only 
one  of  the  three  film  shows  which  operates  * 
as  a  Disneyland  "ride."'  While  admission  J( 
is  free  to  the  other  two,  a  trip  in  either  of  the* 
two  "space  ships  "  costs  fifty  cents  for  adults  am 
a  quarter  for  the  youngsters. 

This  is  not  to  suggest  TW.'\  is  trying  to  run 
money-making  proposition.  The  admissions  are 
the  property  of  the  Disneyland  management.  g6- 
ing  toward  offsetting  the  tremendous  cost  of 
building  the  complex  exhibit.  TWA"s  motive,  as 
with  the  other  exhibitors,  is  sound  institutional 
promotion. 

Reminiscent  in  its  contours  of  the  trylon  and 
perisphere  which  symbolized  the  New  York 
World's  Fair,  the  TWA  exhibit  is  one  of  the 
dominant  landmarks  of  Disneyland. 

Directly  in  front  of  the  domed  space  theaters 
s  a  76-foot  high  rocket-ship-shaped  pylon.  Serv- 
ing a  symbolic  function  only,  this  model  rocket 
took  .S.OOO  hours  to  build.  Some  1.5.000  square 
feet  of  ^^-inch  aluminum  plating  were  needed  to  • 
:over  the  towering  pylon. 

Behind  the  pylon  is  a  ticket  window.  TIm  is 
^resided  over  by  a  gentleman  in  a  space  unijorm 
vhich  TWA  officials  consider  a  feasible  piijec- 
ion  of  the  flying  uniforms  of  1986.  I 

Another  space  suit  clad  young  man  takes  pas- 


sengers'  tickets   and   ushers   them   into   a   ready 
area  to  prepare  for  their  flight. 

While  passengers  are  waiting  to  board  the 
rockets,  they  watch  an  overhead  screen  which 
gives  them  a  "televised"  briefing  on  space  travel. 

The  "briefing"  is  a  1,5-nifhute  film  projected 
from  the  rear  by  one  of  the  Trip  to  the  Moon's 
five  Model  2.5's.  The  filming,  done  by  Disney 
Productions,  is  a  three  way  combination  of  pho- 
tography of  live  actors  portraying  space  ship 
ci"ews,  photography  of  models  of  rockets  and 
planets  and  animation.  Presided  over  by  a  man 
in  a  TWA  captain's  uniform,  the  briefing  offers 
a  short  history  of  space  travel  documented  by 
demonstrations  of  how  it's  done. 

The  waiting  room  film  runs  1.5  minutes.  Its 
showings  are  timed  to  coincide  with  the  presen- 
tations in  the  two  theaters.  The  theater  shows 
themselves  run  eight-and-a-half  minutes.  Allow- 
ing for  filling  and  emptying  the  theater,  each 
theater  averages  four  shows  an  hour.  Activities 
bel,ween  the  theaters  and  waiting  room  are  syn- 
chronized so  that  when  the  "TV"  film  shows  a 
<et  has  landed  and  passengers  are  disembark- 
people  actually  do  walk  down  the  runway 
frtin  one  of  the  two  theaters. 

s   the   audience   files   into   one  of   the  TWA 
theaters,  they  are  shown  to  seats  and  made  com- 


The  pictures  show  (top  left)  spectators  previewing 
rocket  travel  as  they  wait  to  enter  the  space  thea- 
ter. Below:  the  inside  of  one  of  TWA's  space  ship 
theaters;  films  are  projected  on  the  circular  screen 
below.  The  center  diagram  shows  the  details. 
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Above:  TWA's  76-foot  high  rocket  shaped  pylon 
towers  over  the  exhibit  area. 

Below:  projectors  serve  both  lower  and  upper 
scanners  of  the  space  ship  theaters  utilizing  mir- 
rors as  shown  in  the  diagram  on  preceding  page. 
Note  Selsyn  controls  and  bulb  reversing  mecha- 
nisms on  projector. 


(CONTINIJKD      FROM      THK      PRECEDING     PACE) 

fortable  by  TWA  hostesses.  The  entire  bearing 
of  the  theater,  from  molded  metal  seats  to  the 
hostesses  uniforms  is  in  futuristic  design. 

Each  theater  seats  102  persons.  Seats  are  ar- 
ranged in  three  circular  tiers  around  the  ship's 
space  scanners.  One  of  the  scanners  is  located  in 
the  floor  of  the  theater,  the  other  overhead. 

You  Really  Feel  This  Trip  in  Space 

The  trip  is  accomplished  through  synchronized 
motion  picture  projection  in  the  two  scanners 
plus  an  assortment  of  sound  effects — realistic 
enough  literally  to  shake  spectators  by  the  seat 
of  their  pants. 

Projection  is  started  when  the  stewardess  wel- 
comes the  passengers,  makes  sure  everybody  is 
set,  and  pushes  a  control  button. 

The  narrator  introduces  himself  as  a  TWA  cap- 
tain. He  explains  that  the  first  42  seconds  of 
flight  will  be  too  noisy  for  conversation  due  to 
the  rushing  tail  blast.  After  that,  the  ship  will 
pass  the  speed  of  sound  and  gain  steadily  until 
it  reaches  a  maximum  velocity  of  38  miles  per 
second. 

During  the  initial  remarks  and  throughout  the 
show,  background  sound  effects  add  a  continuing 
realistic  touch.  During  the  early  stages,  the  audi- 
ence hears  the  radio  from  the  tower.  Then  it  is 
the  terrific  sound  of  the  blast  off,  radio  bearing 
signals  and  rocket  thrusts.  The  sound  effects  con- 
tinue in  seemingly  natural  sequence,  while  the 
captain,  acting  as  though  they  are  normal  occur- 
rences, carries  on  his  narration  of  the  flight. 

The  captain  counts  the  seconds  to  blast  off. 
The  roar  of  the  rockets  swells  through  the  room. 
Simultaneously,  passengers  feel  the  vibrations  of 
motion  in  their  seats.  This  effect  is  created 
through  an  air  motor  which  rattles  the  specially- 
arranged  tiers  to  which  the  seats  are  fastened. 

Outer  Space  Looms  as  Earth   Recedes 

Looking  at  the  lower  scanner,  the  passengers 
see  the  rocket's  flames  and  the  receding  Southern 
California  coast  line.  In  the  upper  scanner,  they 
can  watch  the  progress  through  layers  of  clouds 
and  into  the  outer  atmosphere. 

The  narrator  explains  that  at  the  halfway  point 
to  the  moon  the  rocket  has  reached  its  38  miles 
per  second  speed  and  is  119.000  miles  above  the 
earth.  Passengers  have  already  seen  a  space  sta- 
tion circling  the  earth  and  had  a  close  up  look 
at  Halleys  comet. 

Now.  the  captain  explains  it  is  necessary  to 
brake  this  tremendous  speed  or  the  ship  might 
hurtle  indefinitely  into  space  and  be  lost  forever. 
To  illustrate  the  braking  maneuver,  the  upper 
scanner  focuses  on  a  sister  space  ship.  The  ship 
in  the  scanner  then  does  an  end-over-end  flip, 
reversing  its  direction  so  that  the  rockets  can  be 
brought  into  position  for  use  as  brakes.  Then,  the 
captain  explains,  his  ship  will  now  execute  the 
same  maneuver.  Both  scanners  become  a  mass 
of  whirling  stars  and,  in  exactly  three  seconds, 
the  moon  appears  in  the  lower  scanner  and  the 
earth  in  the  upper  one.  Realism  is  added  with 
an  air  motor  vibration  to  indicate  the  rockets 
being  turned  on. 

Highlight  of  the  trip  is  the  circling  of  the 
moon  for  a  close  up  look  at  its  surface.  This  is 


done  with  film  sequences  made  from  a  sculptured 
model  of  what  two  leading  experts  think  the 
moon  looks  like.  Dr.  Wernher  von  Braun  and 
Willy  Ley,  both  leading  rocket  and  astronomical 
experts,  acted  as  advisers  to  the  Disney  techni- 
cians who  created  this  show.  The  effects,  includ- 
ing the  replica  of  the  moon,  are  based  on  their 
most  current  knowledge  of  actual  conditions.  The 
lighted  side  of  the  moon  is  first  seen.  The  un- 
lighled  side  is  momentarily  illuminated  by  flares 
projected  from  the  rocket.  The  audience  hears 
the  captain  call  for  the  flares  and  they  are  first 
seen  passing  across  the  screen  and  then  the 
moons  surface  is  seen  briefly  lighted. 

On  the  return  trip,  the  now-seasoned  space 
travelers  take  the  turnover  and  approach  to  earth 
in  routine  fashion,  landing  and  disembarking 
eight-and-a-half  minutes  after  blast  off. 

How  the  Projection  System  Operates 

Projection  for  this  show  is  from  a  room  on 
the  outside  of  the  circular  corridor  which  rings 
the  theater.  Again  the  two  projectors  are  syn- 
chronized in  the  same  fashion  as  those  in  Circa- 
rama  and  the  Richfield  show.  In  this,  as  well  as 
in  the  other  t«<)  theaters,  there  is  a  fully-equipped 
spare  projector  which  can  be  put  into  use  in  less 
than  five  minutes  in  case  of  mechanical  difficulty. 

The  Moon  projectors  direct  their  images  onto 
the  scanner  screens  through  mirrors  —  one  lo- 
cated beneath  the  floor  of  the  theater,  the  other 
above  its  ceiling.  At  this  writing,  the  Moon  show 
was  run  with  conventional  film  reels.  There  were 
three  shows  on  each  of  the  trip  reels,  so  that 
rewinding  had  to  be  done  only  after  every  three 
presentations.  However,  Busch  continuous  maga- 
zines for  all  projectors  in  this  show  were  already 
on  order.        , 

With  the  Moon  show,  there  was  a  problem  sim- 
ilar to  Circarama.  since  projection  is  from  three 
levels  and  the  projectionist  cannot  see  the  ma- 
chines all  the  time.  This  show,  therefore,  has  a 
control  panel  very  similar  to  the  one  set  up  in  i 
Circarama.  Both  the  control  panel  and  the  sound 
consoles  for  this  exhibit  were  provided  by  Kine- 
vox.  The  Model  2.5  projectors  for  all  three  shows 
were  modified  identically  by  LIrban  Engineering. 

Split-second  Timing  Makes  It  EfFective 

Still  another  master  control — this  one  tieing  in 
the  movie  and  sound  operation  with  the  seat 
shaking  and  other  special  effects  —  was  con- 
structed at  the  Disney  Studios.  Without  this  split- 
second  electronic  timing,  of  course,  the  effective- 
ness of  the  show  would  be  lost. 

The  big  payoff  in  TWA's  sponsorship  of  the 
Moon  trip  comes  with  the  closing  line  of  the 
narration,  when  the  pilot  tells  the  audience  he 
hopes  they  enjoyed  their  trip  and  that  they  will 
be  flying  with  TWA  again  soon.  This  message 
will  be  delivered  personally  to  an  estimated  8.000 
people  a  day  when  the  Trip  to  the  Moon  exhibit 
is  operating  at  capacity.  Most  of  those  who  don't 
get  this  message  personally  will  read  about  it  or 
hear  it  via  TWA's  strong  national  advertising 
program  tieing  in  with  its  Disneyland  presenta- 
tion. 

After  watching  these  three  shows  in  Disney's  , 
land  of  1986,  the  natural  conclusion  almost  draws 
itself:  Motion  pictures  have  a  great  future.         Ht 
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VALID  RESEARCH  AND  SOUND  STATISTICAL  DATA  ON  AUDIENCES  CAN  INCREASE  SPONSOR  PARTICIPATION  IN  THE  FILM  MEDIUM 

Measurini]  the  Sponsored  Film  Audience 

Now  Reaching  Audiences  Upwards  of  50  Million,  the  Sponsored  Film  Medium 
Merits  Continuing  Research  on  Viewer  Size  and  Character  to  Guide  Its  Future 


SPONSORED  FILM  RESULTS 
are  most  tangibly  measured  in 
the  numbers  of  persons  now 
seeing  these  pictures  through  well- 
developed  channels  of  distribution 
and  by  growing  evidence  of  active 
response  among  these  influential 
audiences.  Reaching  the  total  audi- 
ence most  efficiently  entails  such 
considerations  as  the  cost-per-person 
viewing  the  film,  most  efficient  use 
of  available  print  supply,  reach- 
ing maximum  effectiveness  in  the 
shortest  space  of  time  and.  finally, 
the  condition  of  each  film  print  as  it 
reaches  the  critical  stage  of  projec- 
tion before  its  ultimate  individual 
target  audience. 

Beyond  these  factors,  however, 
are  those  important  facts  which  re- 
veal the  SIZE  and  NATURE  of  seg- 
ments of  the  sponsored  film  audi- 
ence, particularly  in  the  broader 
area  of  institutional,  public  relations 
and  general  informational  pictures. 
Films  like  these  are  presently  achiev- 
ing audiences  upwards  of  50  million 
persons  during  their  useful  life 
span;  audiences  of  10.  20  and  30 
million  are  coming  into  the  records 
on  other  specific  films  in  current 
circulation. 

Who    Is   In   the    Audience? 

Obviously,  the  sponsored  film  is 
getting  to  the  people  for  whom  it 
is  intended.  The  nature  of  that 
audience,  served  by  hundreds  of 
thousands  of  16mm  sound  project- 
ors now  owned  by  schools,  church- 
es, lodges,  unions,  factories,  rural 
groups  and  similar  organizations, 
bears  a  closer  look.  It  is  also  view- 
ing sponsored  motion  pictures 
through  equally  important  channels 
such  as  theatres,  television  and  rural 
roadshow  operations. 

Through  all  of  these  well-devel- 
nped  channels,  it  represents  a  vir- 
tual cross-section  of  Americans. 
\oung  and  old,  who  are  (or  soon 
will  I  influence  the  business  and 
[ulitical  affairs  of  the  nation.  The 
1 6mm  audience,  specifically,  repre- 
sents that  phenomenon  we  call 
"group-minded  America"  and  from 
its  ranks  come  the  leaders  of  civic 
and  community  affairs. 

Some  Approaches  to  Research 
Closer  study  of  this  audience  has 
long     interested     both     active     and 


prospective  sponsors  of  films.  Some 
qualitative  study  has  been  under- 
taken through  such  organizations  as 
Schwerin,  working  with  test  audi- 
ences on  reactions  to  film  content 
for  such  clients  as  American  Tele- 
phone &  Telegraph. 

The  recent  studies  by  Sindlinger 
on  behalf  of  the  theatre  advertising 
film  makers  ha\e  provided  useful 
clues  on  response  to  sight  sound 
promotion  through  this  type  of 
theatrical  screen  advertising.  Fur- 
ther research  showing  the  selling  ef- 
fecti\eness  of  these  potent  plavlets 
would  be  indicated  b\'  the  success  of 
the  initial  venture,  as  was  done  bv 
National  Carbon  on  E\ereadv  bat- 
terv  sales  some  years  ago. 

IBM  Analysis  of  Audiences 
The  adoption  several  years  ago  of 
IBM  equipment  for  the  accurate 
calculation  of  audience  data  by 
Modern  Talking  Picture  Service, 
Inc.  was  the  predecessor  to  another 
large  step  forward  in  the  measure- 
ment of  the  rapidlv-growing  spon- 
sored film  audience.  Handling  hun- 
dreds of  thousands  of  bookings  for 
well  over  200  sponsors  each  month. 
Modern "s  regional  network  of  film 
exchanges  now  "covers"  the  coun- 
try through  28  key  cities  from  coast 
to  coast. 

In  the  past  two  years,  for  exam- 


ple. Modern  has  located  and  classi- 
fied more  than  43.000  new  projector 
equipped  adult  audiences.  Deter, 
mining  audience  interests  and  needs 
has  been  a  regular  part  of  the  net- 
work's convention  exhibit  activity 
and  its  local  exchanges  perform  the 
same  kind  of  "preference"  research 
in  their  informal  "over-the-counter 
interviews  with  film  users.  Many 
sponsors  have  based  new  films  on 
Moderns  special  IBM  analyses  of 
their  existing  programs. 

A  First  Pilot  Assignment 
The  recent  establishment  of  a 
Research  Department  and  the  un- 
veiling of  a  first  broad  study  of 
audience  practice  as  its  first  pilot 
assignment  is  Modern's  answer  to 
a  great  and  growing  need  of  the 
sponsor  and  producer  for  accurate 
data  on  which  to  base  present  and 
future  program  assignments.  This 
first  big  step  involved  a  "Study  of 
Sponsored  Film  Utilization  in 
United  States  High  Schools.' 

The  high  school  study  was  under- 
taken by  an  independent  market  re- 
search firm.  John  T.  Fosdick  Asso- 
ciates. It  took  more  than  five 
months  to  complete  and  its  cost  (in 
excess  of  $15.000 1  is  a  valid  clue 
to  the  serious  interest  which  Mod- 
ern holds  for  organized  audience 
research  and  the  responsibility  this 


Geographical    Balance   of    16mm.    Distribution 

This  interesting  tabulation  shows  how  16mm  sound  motion 
picture  bookings  of  Modern  Talking  Picture  Service,  Inc. 
are  closely  related  to  projector  ownership,  to  population 
percentages  and  further  verified  by  Curtis  Publishing  Com- 
pany "llnits  "  used  in  magazine  reference  studies.* 


%  of 
AREAS  Equipments 

New  England  6 

Middle  Atlantic  19 

East  North  Central.   .  26 

West  North  Central  14 

South  Atlantic  1 1 

Eost  South  Central----  6 

West  South   Central  8 

Mountain  3 

Pacific         7 


%  of 

MIPS 

Curtis 

%  of 

Population 

Aud. 

Units 

cokings 

1950  Census 

by  % 

by  % 

5 

6 

5 

7 

18 

20 

20 

19 

26 

20 

25 

22 

15 

9 

11 

12 

9 

14 

10 

11 

5 

8 

5 

5 

7 

10 

7 

8 

4 

3 

4 

4 

10 

10 

13 

12 

*The  above  analysis  is  based  on  a  study  of  more  thon  115,000  audience 
groups  and  a  breakdown  of  600,000  Modarn  bookings  of  sponsored  fre« 
films    during    a    rvcsnt   6-month    pariod. 
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distributor   feels   toward  the  broad 
goals  of  the  medium. 

Importance   of  Youth  Market 

The  tremendous  forward  surge  of 
our  youth  population  now  crowding 
the  nation's  classrooms  is  of  obvious 
economic  and  social  importance  to 
the  nation.  Their  present  direct  in- 
fluence on  purchases  and  family 
habits,  their  attitudes  toward  free 
enterprise,  the  behavior  patterns  be- 
ing set  during  formative  years — all 
of  these  are  vitually  significant  to 
the  sponsor. 

For  it  is  also  coincidental  that  the 
secondary  school  ownership  of 
16mm  sound  projection  equipment 
makes  it  one  of  the  most  accessible 
fields  for  sponsored  films  which  gen- 
uinely serve  educational  needs. 

Geographical  distribution,  age 
group,  film  handling  and  procure- 
ment personnel  and  the  general 
knowledge  of  high  school  people 
about  the  values  and  problems  per- 
taining to  films  make  the  secondary 
schools  an  excellent  choice  for  a 
soundly-conceived  and  accurately 
tabulated  survey  of  sponsored  film 
usage. 

Let's    Have    Further    Research 

Business  Screen  reviews  the  Fos- 
dick study  with  the  fervent  hope 
that  it  is  only  the  first  of  many  use- 
ful chapters  in  the  overall  "book  of 
knowledge"  which  can  be  so  widely 
useful  to  the  film  medium.  Well 
aware  that  its  statistical  progress 
has  been  tremendous  in  these  post- 
war years,  we  agree  that  the  inter- 
pretation of  this  audience  potential 
is  long  overdue.  Nobody  has  a  copy- 
right on  the  broad  idea  of  sound 
research  into  any  phase  of  this  me- 
dium, all  it  takes  is  the  recognition 
of  the  responsibility  by  the  princi- 
pals most  directly  concerned  and 
the  adequate  funds  to  carry  out  such 
projects  with  sufficient  personnel, 
sufficient  samples,  and  capable  re- 
search organizations  and  individ- 
uals. 

As  Modern's  recently-formed  Re- 
search Department  neared  the  com- 
pletion of  the  high  school  study, 
another  project  on  sponsored  film 
use  via  television  was  well  imder 
way.  An  adult  audience  survey  is 
also  planned  "for  the  near  future." 
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STUDY  OF 
SPONSORED   FILM 
UTILIZATION 

IN  UNITED   STATES   HIGH   SCHOOLS 


SIX  SPECIFIC  GOALS  were  set 
up  for  the  '"Study  of  Sponsored 
Film  Utilization  in  United 
States  Hit;h  Schools"  prepared  for 
Modern  Talking;  Picture  Service. 
Inc.  by  John  T.  Fosdick  Associates, 
an  independent  and  impartial  mar- 
ket research  organization. 

The  goals  were  to  determine: 

(1)  The  numbers  of  films  used 
by  high  schools  and  the  proportion 
which  are  business  sponsored  free 
films. 

I  2  I  Tlie  school  personnel  respon. 
sible  for  securing  sponsored   films. 

(3)  Tlie  utilization  and  demand 
for  correlated  printed  teaching  aids. 

(41  Curriculum  areas  inade. 
quately  served  by  business  spon- 
sored films,  and  suggestions  by  the 
schools  of  subject  matter  for  new 
productions. 

(5)  The  manner  in  which  the 
major  sources  for  business  spon- 
sored free  films  serve  the  high 
schools. 

(6)  How  business  sponsored  free 
films  are  used  in  high  schools. 

Basic  Statistics  of  the  Survey 

The  basis  of  the  survey  vvas  a  list 
of  23.622  high  schools,  approxi- 
mating more  than  96'^r  of  all  U.S. 
high  schools.  4.226  high  schools  an- 
swered, providing  a  17.9'^r  re- 
sponse. 

First  and  second  mailings  were 
tabulated  separately  and  revealed 
less  than  2%  average  variation. 

Because  competitive  questions 
were  included  and  to  insure  accu- 
rate and  unbiased  response,  ques- 
tionnaires were  mailed  on  the  letter- 
head of  a  Fosdick  affiliate.  Busi- 
ness Research  Institute.  No  incen- 
tive of  any   type  w'as  offered. 

Various  acceptable  forms  of  the 
questionnaire  were  pretested  in 
personal  interviews  with  high  school 
administrators  by  principals  of  the 
Fosdick  group.  Then  the  two  better 
forms  as  determined  by  the  pretest 
were  mailed  on  an  alternate  name 
basis  to  every  high  school  in  two 
separate  test  areas.  After  analysis  of 
these  returns,  the  final  and  simpler 
questionnaire  was  printed  and 
mailed  to  all  of  the  remaining  high 
schools. 

Follow-up  mailings  to  secure  re- 
plies from  the  non-respondenls  of 
the   original  survey   were   made;    a 


second  questionnaire  was  mailed  to 
all  of  the  schools  which  did  not 
respond  within  three  weeks:  a  third 
mailing  was  made  to  non-respond- 
ents for  which  returns  were  below 
the  national  average  four  weeks 
after  the  second  mailing. 

Statistical  Tabulation  and  Validity 

All  returns  were  received  by  the 
Fosdick  organization.  These  were 
opened,  identified  and  edited  by  the 
Fosdick  staff  and  turned  over  to 
MTPS  for  key  punching.  All  ma- 
chine tabulation  was  conducted  at 
the  client's  office  under  the  personal 
supervision  of  principals  oi  the  Fos- 
dick organization.  Responses  to 
these  key  questions,  privately  se- 
lected by  the  Fosdick  group  were 
independently  tabulated  by  them 
for  statistical  control.  In  comparing 
the  tabulations  they  revealed  better 
than  99'^  agreement  on  every  ques- 
tion. 

What  the  Survey  Revealed 

To  the  question  "Does  your 
school  use  motion  pictures"  a  total 
of  4.16t)  out  of  4.226  schools  re- 
porting replied  in  the  affirmative. 
98.4"^^  of  these  schools,  using  films, 
were  further  verified  as  owning  pro- 
jection equipment.  (  A  L.S.  Office  of 
Education  survc)   of  projector  own- 


Department  heads  3% 


School  Film  Coordinator 
Director  Visual  Education 
(full  or  part  time) 


Survey  Chart:  (Sunmiary  o(  Tabulations)  this  breakdown  of  people 
who  answered  questionnaires  shows  autboritntiveness  of  the  responses. 


ership  several  vears  ago  also  veri- 
fied in  excess  of  20.t)()0  high  schools 
with  UiTuni  sound  projector  equi|]- 
ment.  I 

The  high  school  principal  (33''r  I. 
a  teacher  acting  as  part-time  film 
co-ordinator  ( 36^"^  I  and  various 
teachers,  acting  individualh  I  28T  I 
accounted  for  the  answer  to  the 
question  on  personnel  responsible 
for  securing  sponsored  films.  Al- 
though this  professional  field  is 
growing,  only  T'r  of  the  film  pro- 
curement responsibility  was  attrib- 
uted to  a  full  time  director  of  visual 
education  or  film  coordinator.  The 
school  librarian  was  responsible  for 
6??  of  film  procurement  for  high 
schools.  Although  the  figures  reveal 
some  multiple  answers  and  sharing 
of  procurement  responsibility-  the\ 
also  "reveal  that  there  is  apparently 
a  strong  tendency   (in  72*;?    of  the 


The  Survey  Table  below  offers  special  analysis  of  data  on 
the  total  number  of  motion  pictures  and  the  number  of  free 
films   used  bv   schools   responding   to   surve\    (|vusii(innairis. 

AVERAGE  NUMBER  OF  FILMS  (Total  and  FREE)  USED  PER  YEAR 


Total  number 

films  used 

per  year 


1000  or  more 

500-999 

200-499 

100-199 

50-  99 

1-49 


Average  number  of 

films  (all)  used 

per  year 


MEDIAN 


Average  number  of 

FREE  FILMS  used 

per  year 


62 


schools)    to  have  ordering  of  films 
centralized." 

Purposes  for  Which   Films   Used 

Classroom     teaching     aids     were 
cited  by  r>9'^r  and  general  classroom 
information  by  another  279r  as  the  , 
primary   purposes  for   which   spon- 
sored  free  films   are   used   in   U.  S.  j 
high  schools.   Auditorium  activities  ; 
accounted    for    another    10%     and 
school  club  activities  for  4%  of  the 
use. 

The  sunnnar\  indicates  that  more 
than  five-sixths  of  the  use  of  spon- 
sored films  is  in  the  classroom  and 
recent  audience  figures  showing 
lower  averages  per  showing  bear 
this  out.  There  is  significance  in 
this  data  for  both  the  sponsor  and' 
the  producer. 

The  question  concerning  the  num. 
ber  of  motion  pictures  used  per 
school  year  gave  some  interesting 
lesulls.  The  median  was  80  motion 
pictures  used  per  school  year  among  ■ 
some  3,861  schools  replying  to  this 
question.  1,8.58  schools  reported 
that  they  used  100  and  more  films 
per  school  year  while  2.003  said 
the\    used   from  one  to  99  filing. 

Demand  for  Correlated  Printed  Aids 
9K;  of  the  4.16(1  answering  the 
(|uestioii  "do  you  consider  a  teach- 
er s  guide  an  important  addition  to 
the  film"  replied  in  a  strong  affirma- 
tive. Only  7' V  didn't  think  them  im- 
portant and  just  2^r  didn't  answer. 
Backing  up  this  obvious  preference. 
.56%  of  the  schools  said  they  used 
them  regularly  when  furnished  and 
38%  reported  occasional  use.  Only 
4%  indicated  seldom  use  of  supple- 
mentarv  printed  teaching  aids  siirh 
as  charts,  booklets,  etc. 

English,  mathematics,  commen  iiil 
subjects  and  social  studies  «ert 
cited  by  89%  of  the  respondents 
I  including  multiple  answers  I  a- 
curriculuiu   areas  now    inadeqiuiti  l\ 
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served  by  business  sponsored  sub- 
jects. Science,  on  the  other  hand, 
showed  its  popularity  as  a  film 
usage  area  with  58^  reporting  that 
they  felt  this  field  "best  served  by 
existing  free  films.  The  social  stud- 
ies with  45rr  mentions  were  a  close 
second  as  a  field  for  existing  free 
films.  Home  economics  and  business 
and  industry  were  runners  up  as 
■ell-ser\  ed  curriculum  areas. 

Users  Express  Their  Opinions 
A  number  of  survey  respondents 
made  some  very  interesting  com- 
ments about  the  present  and  future 
place  of  sponsored  fibns  in  high 
schools.  The  favorable  ranged  from 
m  Illinois  visual  aids  director's 
'keep  more  coming — they  are  a 
boon  to  all  teachers  and  students  in 
iiastering  all  of  the  facts  and  ideas 
)i  the  modern  world"  to  a  princi- 
pal's thoughtful  comment  "some  of 
he  films  are  excellent  in  terms  of 
larity  of  exposition  and  integra- 
>on  .  .  .  many  of  the  films  cannot 
)e  integrated  into  the  subject  mat- 
er for  which  they  are  prepared." 

The  unfavorable  comment?  found 
most  of  these  films  were  made  to 
le  effective  advertisements,  not  ef- 
ective  tools  of  education  .  . 
lakers  should  hire  educators  for 
idvice"  Ian  Iowa  superintendent) 
.  and  .  .  .  "some  of  the  indus- 
ry  films  could  be  used  in  advanced 
cience  classes  such  as  chemistry 
nd  physics  if  they  devoted  more 
ootage  to  scientific  explanation  and 
■ss  to  mechanical  processes  (a  New 
ork  advisor ) . 

Competitive  Data  on  Film  Sources 

Revealing  their  preferences  for 
aurces  of  business  sponsored  free 
Inis,  survey  respondents  gave  Mod- 
rn  a  high  rating.  Data  concerning 
Jtings  based  on  the  print  condition 
f  fihns  received,  dependability  (in 
■rms  of  service  and  promptness  of 
JnfirmationI  and  convenience  fac- 
IT  also  found  Modern  rated  high. 

But  it  is  the  factor  of  the  high 
•hool   audience   itself  which   bears 

final  close  look. 

Li.S.  high  schools  are  obviously  a 
■sponsive  audience  for  well-pared 
lonsored  motion  pictures  which 
ke  into  careful  account  their  cur- 
culum  needs  and  their  insistence 
3on  accuracy  and  a  minimum  of 
)mmercialisni. 

Importance  of  Teen-Age  Market 

But  solid  market  facts  like  the  re- 

ntly  revealed  figures  that  showed 

at  48CJ    of  teen-age  girls  do  the 

ain  family  food  shopping  at  least 

ice  a  month  (37^7  at  least  twice  a 

onth)     and    the    knowledge    that 

lese  girls  are  marrying  early  .  .  . 

■i%   of  all  first  brides  are  women 

iider    20  .  .  .  these    facts    under- 


score  the   importance   of   the   high 
school  audience. 

E\en  more  important  were  those 
figures  revealed  several  years  ago 
which  indicate  that  52%  to  61% 
of  high  school  seniors  in  three  typi- 
cal schools  would  vote  for  close 
regulation  of  business;  that  thev 
showed  strong  preference  for  gov- 
ernment controls  and  ownership  of 


banks,  railroads  and  steel  compa- 
nies. These  youths  of  today  are  the 
citizens  of  tomorrow.  What  they 
know  about  American  business,  the 
functions  and  benefits  of  our  pres- 
ent enterprise  system,  does  not  de- 
pend alone  on  books  ...  it  niav 
well  depend  on  how  well  and  hon- 
estly business  tells  them  the  fads 
of  our  economic  life. 


♦  Copies  of  the  first  Modern  pilot 
project  "A  Study  of  Sponsored  Film 
Utilization  in  United  States  High 
Schools"  are  available  to  business 
firms,  listed  advertising  agencies 
and  trade  associations  only  on  print- 
ed letterhead  request  to  the  Re- 
search Department.  Modern  Talking 
Picture  Service.  Inc.,  45  Rockefeller 
Plaza,  New  York  20,  N.  Y.  » 


Sample  Questionnaire:  the  15  sources  listed  (names  deleted)  provide  more 
than  91' ,    ul  mII  business-sponsored  free  films  used  by  U.  S.  hi^h  schools. 


BUSINESS  RESEARCH  INSTITUTE 

60  East  42iKJ   St..  New  York    17.   N.  Y. 


r.p.I: 


This  Uitci  IS  in  enlisc  yout  htlp  in  •  itstuch  proirci  lor  ihc  16mn  hloi  industr».   The  accepiuice  snd  use  o( 
spe.nso.ed  moi.on  p,cr„,e.  b,   schools  .„!,,  ..del,   .,ih   ,he   seciion  o(  ihc  couni,,.   size  o(  c.iy   snd  n,eihods 
ol  d.st..bui.on.  Our  pu.poses  «e  .o  encouc.je  ihe  p.oduc.on  of  more  usch.1  school  films   uid  lo  mslie   beiier 
free  films  more  (enersll,  ..sil.ble  Co  schools.   The  replies  lo  ihe  enclosed  ,u.siionn.ire.   .hen  combined 

"^*^^^   -^^-^-ifLLK.  -  •'*  o'her  bno.n  „.„siic.l  d.r.  .ill  provide  ..lu.ble  inform.r.on  for  ihe  producer,  and  di.iribuio..  ol  morion 

(/  y  piciure  programs. 

r''^         *»/"  respon.ibil.i,  for  .isu.l  .ids  ..ries  Irom  school  ,„  school,  .e  h..e  .Jdressed  ihis  ler.er  ro  ,ou  ud 
^  ^  ask  ih.i  you  di.eci  II  lo  ihe  .iieniion  ol  ihe  person  .ho  is  hesi  qu.lilied  lo  reply  lor  your  school. 


<) 


no.  necessu,  ro  Idem, I,  the  reply  unless  you  pielei  lo  do  so.   As  consider.ble  r.bul.i.i 
hope  II  ..II  be  possible  lo  reiurn  ibis  form  lo  us  .iihin  ihe  net.   le.  d.ys. 

TTi.ok  you  fo.  your  help  —  it  is  gre.tly  .ppreci.ied. 


ecessvy.  .e 


PS.  —  PIe.se  lememhe.  In.  meuiinglul  .n.ly.is  ii  i.  impoiiani 
lor  you  to  respond  diough  your  school  does  not  use  mo- 
uon  pictures  (see  quesuoo    II. 


Sincerely. 


JOHN  T.  FOSDICK.  Director 
Bu.ine.e  Re.evch  Institute 


YOUR  F/LM  PROGRAM 
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SURVEY  OF  BUSINESS  SPONSORED  FREE  MOTION  PICTURES 
F/LMJ  AND  THE/R  SOURCES 
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A  film  scene  shows  the  posting  of  commodity  prices  on   huge    board    which    dominotes    the    block-long    trading    floor. 

AqricullurGs  Economic  BaromelEr 

The  Chicago  Board  of  Trade   Shows   Inner  Workings   of  the   Grain   Market   in   "After   the    Harvest" 


Grains  moved  u\j  and  down. 
reversing  their  trend  numerous 
times  .  .  .  Soybeans  displayed 
the  most  consistent  strength  . .  . 
beans  never  advanced  jar  .  .  . 
During  the  afternoon  wheat  be- 
came quite  popular  .  .  .  Corn 
and  oats  had  a  slightly  iveaker 
undertone  but  never  lost  much 
ground  .  .  . 


THESE  Grains  of  News,  sown 
across  the  land  via  the  press  and 
over  the  air  are  the  informational 
seeds  from  which  20th  century  agri- 
cultural commerce  grows.  They  ema- 


nate from  an  imposing  tower  which 
stands  on  Chicago's  Jackson  Boule- 
vard and  stares  dowTi  La  Salle 
Street.  This  tower,  a  temple-like 
mystery  to  many  city  slickers  and 
country  jakes.  is  an  august  silo  filled 
with  contradictory  guesses  and  little 
sample  bags  of  grain.  It  is  the  Board 
of  Trade  of  the  City  of  Chicago 
which  claims  to  do  more  than  SS'^r 
of  the  world's  trading  in  grain 
futures. 

Although  the  Board  of  Trade  has 
been  in  existence  for  108  years  and 
plavs  a  big  part  in  the  American 
and  world  economy,  its  function  is 
not  clearh  understo...!  I.\   tin.-.-  out- 


side the  clustered  hearth  of  profes- 
sional speculation.  This  lack  of 
understanding  can  help  to  generate 
public  distrust  and  political  curtail- 
ment of  the  board's  activities. 

The  Board  of  Trade's  effort  to 
educate  the  public  in  its  favor  his- 
torically has  taken  the  form  of 
printed  information,  lectures  and 
the  channeling  of  familiarization 
courses  through  schoolmen. 

Hold  an  Annual  Symposium 

A  major  moment  in  the  Board  of 
Trade's  long-term  educational  en- 
deavor is  an  annual  symposium 
which  brings  college  and  university 
professors  of  agriculture,  business, 
marketing,  economics  and  sociology 
together  with  Board  of  Trade  mem- 
bers to  discuss  marketing  practices 
and  progress.  The  eighth  symposium, 
held    in    Chicago    Sept.    7-3-9,    wit- 


A  Significant  Chapter  in  the 
Story  of  American  Enterprise 

nessed  a  new  addition  to  the  Board  s 
educational  system.  Climaxing  the 
~\  mposium's  opening  night  session 
in  the  Crystal  room  of  the  Lnion 
League  Club  was  a  premiere  show- 
ing of  the  first  motion  picture  to  be 
sponsored  bv  the  Board  of  Trade. 
A  hint  of  the  new  film's  job  in 
the  Board's  over-all  education  pro- 
gram was  heard  during  the  Crystal 
room  hoe-down  as  a  few  of  the  68 
\  isiting  professors  arose  to  question 
and  comment  on  a  speech  by  Paul 
K.  Berrv.  a  Board  director. 

Explains  the  Futures  Market 
Berry  read  a  seven-page  speech  .m 
"The  Speculator  and  the  Commoilit\ 
Futures  Market."  The  reason  for  a 
futures  market  and  speculators. 
Berrv  said,  is  tltat  so  many  people 
are  trving  to  avoid  speculation  .  .  . 
"because  they  are  seeking  security.' 
The  banker  who  loans  money  on  cash 
grain  in  storage,  the  country  eleva 
tor  operator  buying  grain,  the 
processor  all  want  profit  and  se- 
curity, as  does  every  one.  Berry 
pointed  out.  The  job  of  hedging 
goes  to  the  speculator,  he  said,  bul 
eventually  all  people  "end  up  a- 
speculators. 

After  Berry  had  studiously  ex 
plained  how  various  types  of  specu 
lators  go  about  their  hedging  anc 
keep  the  market  both  stable  ant 
liquid  and  how  everyone  is  a  spei  ii 
lator  uhimately,  one  of  the  visitor 
inquired  if  it  wasn't  true  that  man\ 
people  don't  like  to  think  of  them 
selves  as  speculators  because  the\ 
think  "speculation"  is  somehov 
naughty.  Berry  said  he  wasn't  awart 
that  it  was  so  considered. 

The  Board's  Real  Functions 
W  hether  or  not  the  public  recog 
nizes  that  speculation  is  a  part  o 
everv  one's  life,  whether  the  publn 
regards  it  as  a  shady  business  o 
whether  most  people  simply  prete 
to  have  someone  else  make  the  edu 


Addressing  the  symposium  of  college  and  university  professors  at  the  recent 
Chicago  gathering  sponsored  by  the  Board  of  Trade  were  (left  above)  Paul  E. 
Berry,  a  Board  director  and  Professor  Schuyler  T.  Otteson  (right)  who  is  heod 
of  the  Bureau  of  Business  Research  at  Indiana  University  and  chairman  of  the 
Board  of  Trade's  Educational  Advisory  Committee.  Guests  also  premiered 
"After  the  Harvest"  during  three-day  meeting;  answered  questionnaires  (right). 
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ualed  guesses  is  itself  a  matter  uf 
speculation.  But  without  the  least 
tone  of  categorical  argument,  the 
Board  of  Trade  film  introduces  its 
arena  of  speculation  as  a  vital, 
security-conscious  market  place,  a 
market  that  keeps  trading  active, 
protects  grain  buyers  and  sellers 
and  permits  grain  products  to  be 
sold  at  prices  lower  than  unhedged 
commerce  would  allmv. 

A  27-Minute  Color  Film 
^jler  the  Harvest,  produced  by 
W  ilding  Picture  Productions.  Inc.. 
Chicago,  for  16mm  distribution,  was 
shown  in  35mm  at  the  premiere. 
With  a  farmer,  his  city-sister  and 
her  husband,  the  audience  visits  the 
Board  of  Trade.  For  27  minutes, 
the  film's  amber  and  umber  shades 
register  the  temple  -  silo  -  market 
moods  of  the  Board's  interior. 

First,  the  early  morning  exchange 
floor,  empty,  regal,  vault-like.  Just 
after  9:00:  enter  one  white  coated 
servitor;  another,  another,  and  the 
rest.  Soon  the  "pit"  is  full,  the 
trading  begun.  As  the  farmer  and 
his  kin  watch,  the  audience  sees  the 
spectacle   of   grain    trading   —    the 


Symposium  professors  "living"  scene  from 
"After  the  Harvest"  among  traders  on  the 
busy  floor  at  the   Board   of  Trade. 

scalpers,  the  spreaders,  the  cash 
grain  receivers,  pit  brokers  —  men 
hopping  and  hedging,  screaming 
and  finger-signaling  in  the  scramble 
for  security.  Shrewd  men  dipping 
their  hands  into  small  sacks  of  grain, 
men  recording  the  mathematical  in- 
tricacies of  the  day  on  high  black- 
boards, men  taking  the  quick  chance, 
men  biding  their  time. 

In  the  visitors'  balcony,  the  fasci- 
nation of  the  farmer's  relatives 
turns  to  confusion.  What  does  all 
this  have  to  do  with  the  farm,  uilli 
ihem? 

Story  Behind  the  Market 
"That's  my  market."  savs  tin- 
farmer.  W  hat  it  has  to  do  with  his 
farm  and  with  his  grocerv-buving 
ister  and  her  factory-working  hus- 
band the  farmer  explains  with  the 
d  of  cinematic  excursions  to  coni- 
iiercial  growing  areas  and  sequences 
n  which  grain  operators,  processors 
md  others  explain  their  dependence 
)n  a  speculative  market  ivhich  co\  ers 


the  risk  of  trading  in  grain  before, 
during,  and  after  the  harvest. 

While  the  complexities  of  cash 
and  futures  trading  requires  long 
application  for  thorough  compre- 
hension, the  film  serves  to  present 
the  market  as  an  integral  part  of  the 
economic  machine  and  the  compe- 
tently dramatized  testimony  makes 
the  phenomena  of  speculation  and 
mutual  hedging  seem  a  credible  way 
to  maintain  the  "year  round  flow  of 
agricultural  products  ...  an  Ameri- 
can achievement.  " 

To  supplement  the  film's  school 
lesson  potential  the  Board  of  Trade 
will  provide  a  teachers'  guide  pre- 
pared by  a  member  of  the  Education 
Department  of  Northwestern  Uni- 
\ersity.  For  the  Board's  own  guid- 
ance, the  symposium  professors  an- 
swered a  preview  questionnaire 
which  asked:  Did  the  picture  give 
you  a  new  concept  of  services  and 
functions  performed  by  the  Chicago 
Board  of  Trade?  Could  you  use  this 
film  in  your  regular  classes'? 

Uf  the  68  professors  attending  the 
premiere  of  Ajler  the  Harvest.  67 
turned  in  their  <|uestionnaires. 
Sixty-six  of  them  thought  the  film 
"generally  good."  Of  these.  63  said 
the\  would  use  the  film  in  class. 
Three  professors  were  not  teaching 
but  said  they  wanted  the  film  for 
service  groups.  One  of  these  three 
was  a  state  extension  director  who 
thought  his  organization  should 
screen  it  for  possible  use  with  ex- 
tension audiences.  Most  of  the  pro- 
fessors wrote  from  one  to  three  para- 
graphs of  comment.  Their  sugges- 
tions formed  no  pattern  but  reflect- 
ed individual  reactions  and  needs. 
After  the  Harvest  was  scheduled 
for  October  release  to  be  distributed 
by  Modern  Talking  Picture  Service. 
Inc.  It  will  be  available  to  club 
groups  and  television  as  well  as 
school  audiences. 

Burton  D.  Loken.  director  of  the 
Board  s  public  relations  department, 
said  that  the  Board  is  consider- 
ing more  motion  picture  produc- 
tion. Heretofore,  the  Board  has  con- 
fined its  use  of  visuals  to  internal 
slidefilms  for  its  lecturers.  1^' 

Buyer  and  seller  try  to  arrive  ot  a  sole  of 
cash  groin  in  scene  from  the  Wilding  pro- 
duction  "After  the  Harvest." 


The  County  Aqenl:  His  Story 

Most  Recent  in  Texaco's  Popular  Rural  Series  Depicts 
the  Activities  and  Services  of  Typical  County  Agents 


Sponsor:  The  Texas  Company. 

Title:  County  Agent.  26  min.  color, 
produced  bv  Audio  Productions. 
Inc. 

*  The  1955-56  Texaco  farm  film. 
latest  in  a  series  which  has  seen 
one  new  film  every  \ear  for  the 
past  ten  years,  documents  the  work 
of  the  County  Agent. 

3.000  County  Agents  are  active 
in  the  United  States — with  few  ex- 
ceptions, one  for  each  county.  They 
are  representatives,  not  onK  of  the 
U.S.  Department  of  Agriculture,  but 
of  their  various  states  and  counties, 
all  of  which  provide  funds  for  the 
Agents'  work. 

To  show  examples  of  the  County 
Agents'  activities.Texaco  and  Audio 
Productions  approached  the  U.S. 
Department  of  Agricuhure  last 
spring,  and  with  the  assistance  of 
the  Department  and  several  State 
Agricultural     Departments    selected 


four  counties  as  typical  of  the  na- 
tional farming  scene:  Hohnes  Coun- 
ty. Mississippi:  Yakima  County, 
\^ashington:  Jasper  County,  Indi- 
ana: and  Edgecombe  County,  North 
Carolina. 

The  film  shows  how  County 
Agents  serve  the  farmer  by  provid- 
ing information  on  the  latest 
achievements  in  soil  science,  farm- 
ing methods  and  implements.  In 
performing  these  services  the  Agents 
made  over  3V2  million  personal 
visits  to  farm  homes  last  year. 

County  .Agent  is  full  of  good  pic- 
torial shots  showing  new  and  inter- 
esting farm  developments.  It  will 
be  shoHTi  to  farm  meetings  by  Tex- 
aco representatives  during  the  com- 
ing year,  and  prints  will  be  made 
available  to  County  Agents  for 
showings  under  their  own  auspices. 
The  picture  is  completely  non- 
commercial except  for  title  credits. 
Even  the  familiar  red  Texaco  fails 
to  make  a  brief  appearance.  jg" 


Supervisinq  the  Office  Worker 

Six   New  Sound  Slidefilms  Give  Practical  Guidance  on   Problems 


*  Training  in  human  relations  for 
business  office  supervisors  is  pic- 
torialized  in  six  sound  slidefilms 
announced  by  the  Text  Film  Depart- 
ment of  McGraw-Hill  Book  Com- 
pany. 

The  slidefilms  of  the  series.  Su- 
pervisory Problems  in  the  Office, 
are  tooled  to  enlarge  the  supervis- 
or's understanding  of  the  people 
who  work  under  his  direction  and 
impress  him  with  the  crucial  part 
that  his  attitude  and  their  attitudes 
play  in  job  performance. 

The  series  was  produced  in  col- 
laboration with  the  Films  Com- 
mittee of  the  National  Office  Man- 
agement Association.  Technical  ad- 
viser was  John  F.  Shafer.  manager 
of  the  Supervisors'  Development 
Program,  personnel  division.  Met- 
ropolitan Life  Insurance  Companv. 

Each  Title  Covers  a  Problem 
\n  office  problem  rooted  in 
human  relations  is  presented  in  each 
slidefilm.  Circumstances  and  back- 
ground of  the  situation  are  devel- 
oped to  the  point  where  remedial 
action  on  the  part  of  the  supervisor 
is  required.  Each  fibn  poses  its 
problem  in  the  form  of  a  specific 
question   to  be  answered  bv  super- 
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visors     in     "conference-discussion" 
training   sessions. 

Helping  the  supervisor  to  see 
employee  responsiveness  and  loyalty 
in  a  beyond-the-salary  light  and 
helping  him  to  establish  a  more 
positive  work  atmosphere  are  goals. 

Individual   Titles   Reviewed 

Understanding  Employee  View- 
point: Everyone  gets  to  work  on 
time  but  Sue,  who  depends  on  a 
bus  that  frequently  is  late.  Super- 
visor Bill  greets  Sue  sarcastically, 
ignores  her  excuse.  Sue  cries;  Bill 
apologizes  but  tells  her  not  to  men- 
tion the  incident.  Sue's  friends  man- 
age to  spread  the  story  anyway. 
Bill  bawls  them  out.  At  limch  time, 
resentment  spreads,  causing  a  drop 
in  work  output.  Question:  What 
built  this  molehill  into  a  mountain? 

Error-Correction  Talk:  Group 
Supervisor  Dave  tries  to  talk  to 
Grace,  a  stenographer,  about  her 
careless  errors  which  jeopardize  the 
company  s  orders.  He  puts  her  on 
the  defensive  immediately.  Dave  tells 
Department  Supervisor  Paul  that 
Grace  should  be  let  go  or  put  on  a 
less  important  job.  Paul  feels  this 
is  a  waste  of  company's  investment 
(CO.NCLLDED      ON      P.\CE      80) 
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Hard  Facts  About  Soft  Water 

The  Dow  Chemical   Company  Broadens  an   Educational 
Campaign   With   a   New  Color   Film   "Soft  As  a   Cloud" 


This  Chicago  hotel  audience  watched   bargaining  sessions  via   television. 

Caodid  View  of  Laiior  Relations 


American    Management    Assn.    Films    Rogers'    Bargaining    Sessions 

gaining  talks.  Both  sides  in  the  dis- 
cussions  present   their   cases   force- 


Sponsor:     .-Vnierican    Management 
Association. 


Title:  You  Are  There  al  the  Bar- 
gaining Table.  .50  min.  b  \v.  pro- 
duced on  kinescope  b\  Box  Office 
Television.  Inc.,  revised  and  edit- 
ed by  Knickerbocker  Produc- 
tions. Inc. 

•*  Last  » inter-  at  a  personnel  con- 
ference of  the  ■\nierican  Manage- 
ment .\ssociation.  in  Chicago.  2.000 
business  executives  watched,  on 
closed  circuit  television,  a  manage- 
ment-labor bargaining  session  tak- 
ing place  in  Rogers.  Conn.  The 
Rogers  Corp.,  manufacturers  of 
plastic  and  fibre  products,  and  rep- 
resentatives of  the  International 
Brotherhood  of  Paper  Makers 
(AFLi  were  hammering  out  the 
terms  of  next  year's  contract. 

From  a  kinescope  of  this  session, 
the  American  Management  Associa- 
tion has  made  an  excellent  motion 
picture  which  brings  the  viewer  into 
the    midst    of   actualitv    in    the    bar- 


fullv.  and  with  complete  oblivion 
of  the  cameras.  There  is  suspense — 
viewers  continue  to  wonder  up  until 
the  closing  minutes — will  they  reach 
agreement?  Who  will  make  the  best 
deal? 

Some  of  the  issues  discussed  in 
the  negotiations  are  fringe  benefits, 
wage  rates  and  the  share  of  produc- 
tion incentive  pay  plan.  A  brief. 
unobtrusi\e  ct)mmentar\  brings  the 
implications  of  the  live  dialog  into 
focus.  It  explains  the  background 
to  the  wage  discussion,  reports  the 
results  of  negotiations,  outlines  the 
final  agreement,  and  points  out  sig- 
nificant bargaining  maneuvers  and 
techniques. 

The  film,  and  an  accompanying 
146  page  conference  kit.rent  for  850 
for  one  dav  and  S15  for  each  addi- 
tional dav.  Purchase  price  is  S135. : 
Management  Film  Library.  AMA. 
.330  West  42nd  Street.  New  York 
City  36.  S' 


Here  are  the   Rogers  Corp.   executives  and   labor  representatives  who   took 
part  in   the   televised   bargaining   sessions   now   available   in   film    form. 


<.i 


SKl.TZKK.  PlKA.SI-.."  said  lllr  IIIUII 
as    he    waited    his    turn     lo 
riinipliinent  the  host. 

(Jalhering  al  the  small  bar  in  the 
Old  Chicago  Room  of  the  Hotel 
Sherman,  the  previewers  could  not 
Im;  blamed  for  preferring  seltzer  in 
llicir  highballs.  The  previewers.  some 
7.5.  were  September  Tth  guests  at 
the  Chicago  Premiere  of  Dow  Chemi- 
cal Company"?  new  motion  picture. 
Sojt  as  a  Cloud,  a  market-builder 
which  sav?  hard  things  about  water. 
To  the  majority  of  the  pre\  iewers. 
the  film  s  information  was  not  new 
—  most  of  the  guests  were  members 
of  the  water-softening  industry  which 
has  its  hub  in  Chicago.  \\  hat  was 
new  to  the  water-softeners  was  the 
market  opportunity  which  Dow  s 
Sojl  as  a  Cloud  promised  lo  pro- 
vide: full  scale  entry  into  the  home 
market. 

Campaign  Is  Well-Supported 

The  chance  to  tell  hard  water 
facts  to  housew  ives  and  future  house- 
wives  in  terms  that  would  bring  the 
soft  water  industry  into  the  home 
was  a  prospect  which  seemed  to 
make  post-film  enthusiasm  transcend 
the  conventional  amenities  ex- 
changed with  cocktails  and  hors 
d'oeuvre.  Generous  with  compli- 
ments, too-  were  representatives  of 
the  appliance  industry,  home  econo- 
mists and  editors.  Dow  is  enlist- 
ing home  economists  and  "shelter 
magazine  editors  in  the  public  edu- 
cation program  upon  which  Dow 
and  the  water  softening  industry  is 
basing  the  into-the-home  campaign. 

Dows  program  began  in  1953. 
with  research  pegged  on  the  fact 
that  "85  per  cent  of  the  I  nited 
States'  has  a  hard  water  problem, 
that  automatic  appliances  have  in- 
creased water  use  in  most  homes, 
that  the  public  lacked  information 
on  water  use  in  the  home. 

Film  to  Reoch  Home  Makers 
Under  the  direction  of  Mrs.  Leone 
Rutledge  Carroll,  nationalh  known 
home  economist.  Dow's  educational 
program  prepared  information  to 
be  relaved  through  11.000  home 
economists  and  editors.  As  research 
progressed,  Dow  recognized  the 
value  of  a  medium  which  could 
unifv  and  personalize  information 
on  water  use  in  a  way  interesting 
and  comprehensible  to  the  mass  of 
ordinary  home  makers.  That  medi- 
um, the  compatiy  decided,  was  the 
motion  picture. 

Early  this  year,  Dow  sunnnoned 
Scripts    By    Oeveste    Granducci    to 


tuin  data  arc  uinulated  over  three 
years  into  a  brief,  understandable 
stor\ :  the  chemical  company  then 
called  on  Roland  Reed  I'roductions, 

Inc..  Holhwoofl.  to  produce  the 
lllin. 

A  24-Minute  Pictorial  Gem 
hi  a  i|uick-(lowing  21  minutes  of 
soft-water-clear  Eastman  color,  Soft 
as  a  Cloud  tells  its  home-maker  en- 
lightenment story  with  living  and 
animated  images.  Following  a  word- 
less scenic  prelude  which  discovers 
water  in  its  picturesque  sources  — 
clouds,  rivers,  lakes  —  the  film's 
chief  image  is  a  housewife  in  her 
home  setting  who  faces  an  unseen, 
water-wise  narrator  and  the  audi- 
ence. 

Blond,  attractive,  with  just  a 
trace  of  ennui,  the  housewife  is  a 
convincing  mirror  of  the  American 
Mother  as  she  reacts  to  the  sur- 
prising facts  supplied  by  the  courte- 
ous tutor.  Her  dismay  at  learning 
how     ]>n'\  all-Ill    luird    water    i-    ami 


Above;  discussing  a  kitchen  scene 
from  the  film  "Soft  As  a  Cloud" 
are  Helen  Mowery  (the  housewife), 
shown  with  Paul  Landres,  director 
and  R.  W.  Forsythe,  Dow  advisor. 

how  hard  it  is  on  clothes,  skin,  hair 
and  household  equipment,  her  in- 
terest as  she  learns  what  makes 
water  hard  and  her  vivacious  satis- 
faction as  she  is  told  the  most  effec- 
tive wav  to  soften  water  —  these 
reactions  should  easily  impose  their 
identitv  on  the  women  who  see  Soft 
as  a  Cloud. 

The  narrators  chat  with  Milady- 
in-lhe-kitchen  is  aided  by  household 
)irops  which  pop  into  view  on  cue 
and  b\  animation  which  depicts  the 
chemical  composition  of  water  as  it 
acquires  hardness  (dissolved  calci- 
um and  magnesium  salts  I ,  how  this 
thwarts  water's  cleansing  action  and 
the  effect  of  "high-capacity""  resins 
in  reducing  water  hardness.  With- 
out (lipping  a  price  tag,  the  film 
irONTIMED      ON       PAGE      t'l 
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"GIMT  IN  THE  LAND 


\ow  hold  \tiur  hand  steady,  boy. 

Don't  move  it  while  I  strike: 

If    this   hammer   of   mine   should 

miss   just   once  — 
There'll    be    blood    all    over    the 

sf^ike. 


Like   I   li'as   sayin':   So   he    makes 

himself 
A  cylinder  of  tempered  steel  that's 
True  and  perfect  to  a  gnat's  heel. 
And  he  slides  a  piston  inside  of  it 
With  exfmndins;  rini^s  to  make  it 

fu. 


The  piston  goes  up  and  compress 

es   the  air 
Till  it  gets  so  lint  it  would  singe 

your  hair  .  .  . 
And  before  that  air  has  a  chance 

to  cool 
An   injector  shoots  in   a   spray  of 

fuel: 
Fuel  explodes  —  drives   the  piston 

down 
And   the  crankshaft   begins  to  go 

round  and   round   .   .   . 


Gonna   bust  that  rock. 
Gonna  move  that  earth  aside: 
Gonna  build  iis  a  smooth  straight 

highway 
Long  and   wide   .   .   . 


UMBER     6 


VOLUME 


\tm  ^^ 


,1''"' 


HK"^ 
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Visitors  by  the  thousands  throng  GM  Poweromo  exhibits  during 
its  recent  26-day  run  on  Chicago's  lakefront,  ending  Sept.  25. 

Two  Million  Visit  G  Ms  Powerama 

Capacity  Crowds  Attend  Chicago  Lakefront  Exposition 
to    View    Diesel    Power    Exhibits    and    Colorful    Films 


FOR  26  U.WS  through  Septem- 
ber 2.5  approximate!)  2.200.0(XI 
visitors    attended    General    Mo- 
tors    Corporation's     exhibition     of 
diesel   and  gas  turbine  power   held 
on  Chicago's  lake  front. 

The  "V^  orlds  Fair  of  Power" 
covered  more  than  1  million  square 
feet  and  iniluded  more  than  2.S0 
spectacular  exhibits,  including  an 
open-air  stage  presentation  "More 
Power  to  You."'  Both  civilian  and 
military  applications  of  diesel  and 
gas  turbine  engines  shared  the  lime- 
light at  the  Chicago  show.  All  di- 
visions of  the  corporation  concerned 
with  this  equipment  participated  as 
well  as  Frigidaire  and  the  GM  auto- 
mobile companies. 

Thoroughly  visualized  exhibits 
included  a  tent  theatre,  similar  to 
those  used  for  portable  aircraft 
hangers.  In  this  GM  Aerodome  tent, 
continuous    film    showings    featured 


Giant  in  the  Land,  a  27-minute  color 
motion  picture  by  MPO  Produc- 
tions, Inc.,  telling  the  storv  of  diesel 
progress  in  lyric  form.  Music  for 
this  top-flight  film  was  composed  by 
Earl  Robinson,  with  lyrics  and  nar- 
ration by  Joseph  March. 

Showings  of  Giant  in  the  Land 
were  followed  by  a  stage  demonstra- 
tion of  diesel  principles.  Capacity 
audiences  were  noted  at  nearly  all 
performances  throughout  the  run. 
the  film  will  not  be  released  for 
public    showings    until   earlv    19.56. 

Diesel  trains  exhibited  included 
the  new  lightweight  train  and  huge 
Flectro-Motive  diesel  locomotives. 
Marine  exhibits  featured  the  L  .S. 
Navy  submarine.  ""Tautog".  a  diesel 
tugboat,  shrimp  boat  and  other 
craft.  Chicagoans  and  visitors  from 
all  over  the  Midwest  found  the  whole 
affair  an  exciting  adventure  in  mod- 
ern industrial  progress.  R" 


The   GM   AERODOME   theatre    pictured    below    featured    continuous    showings 
of  a   new  diesel   power  27-minute  color  film   titled   "Giant   in   the   Land." 


GIANT  IN  THE  LAND" 


Train   ride   .   .  .    Train    ride   .   .   . 
.Uy  home  is  far  away  now 

Roll  along,  roll   along: 
And  it's  far  to  where  I'm  gain' 

Roll   along,   roll   along: 
I'm  ridin'  fast  and  lonesome 
Through  a  land  that's  strange  and 

wide. 


Saw  a   \iup   may   be  fnoud 
.-Ind  a  ship   may   be  fair: 
She  may  enter  a  harbor 
With   her  nose  in   the  air — 

(chorus) 
But   wherever  she's  from 
Or  irherever  she's  bound. 
She  should  never  try  pushin'  a 

tug-bc/at  around! 

(Just  don't  crrjwd  me.  sister!) 


I  looked   out   at   the  river,  and  I 

seen   the  water  ri.c: 
I  looked  out  of  my  window,  mid 

I  seen  the  water  rise: 
It    came   so   fast.   I   could    hardly 

believe  my  eyes. 


]yith  the  power  I  have  at  the 
touch  of  my  hand 

I  stand  as  tall  as  a  giant  would 
stand 

.is  I  tame  the  river  that  once  de- 
stroyed our  land. 
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CASE    HISTORIES    OF    FIVE    NEW    SPONSORED    FILMS 


Retail   Promotion   Aids  Leather  Glove  Sales 


^  \Km^  m    I 


Archimedes  exploini  the  imporlonce  of  ihe 
wheel  ond  polley  to  Gus,  coretoker  in  the 
Nolionot  Museum. 


Another  scene  from  To  Enrich  Mankind" 
pictures  the  curotor  of  the  Engineering  Divi- 
sion  in   the   Notiono)  Museum  and  Gus. 


The  Engineer  Explains  His  Profession 

means  to  them.  One  of  the  objects 
of  the  75th  Anniversary  of  the 
American  Society  of  Mechanical 
Engineers  this  year  is  to  bring  to 
the  "man  on  the  street"  a  better 
understanding  of  how  engineering 
— and  particularly  mechanical  en- 
gineering— brings  great  benefits  to 
him  as  an  individual.  ^ 


Sponsor:  The  American  Society  of 

Mechanical  Engineers. 
Title:  To  Enrich  Mankind,  2.5  niin. 
color,  produced  by  The  Jam 
Handy  Organization.  Inc. 
M  The  engineering  profession  has 
long  felt  the  lack  of  understanding 
on  the  part  of  the  general  public 
of  what  the  engineer  and  his  work 


A  Comprehensive  Picture  Story  of  Nickel 


Sponsor:  The  International  Nickel 
Company. 

Title:  Mining  for  Nickel.  45  min. 
color,  produced  by  Film  Graph- 
ics. Inc. 

M  The  International  Nickel  Com- 
pany has  sponsored  the  production 
and  distribution  of  26  educational 
motion  pictures  during  the  last  26 
vears.  and  Mining  for  Nickel  is  the 
latest  addition  to  this  series.  It  is 
truly  an  extraordinary  film.  No  cost 
or  effort  seems  to  ha\e  been  spared 
to  make  it  exact  and  comprehensive 
in  everv  respect,  and  the  result  is 
a  good,  honest  film  that  reflects  the 
greatest  credit  to  Inco.  It  could  be 
called  a  model  for  all  educational 
films  on  industrial  processes. 

About  a  third  of  the   film   is   in 

Beneath  the  surface  in  the  International 
Nickel  Company's  new  film  "Mining  for 
Nickel"  described   above. 


technical  animation,  showing  how 
different  types  of  nickel  mines  are 
planned  and  constructed.  Live  ac- 
tion photography  (by  Dave  Quaid 
on  35mm  Eastman  Color  I  was 
shot,  in  some  scenes,  as  much  as  a 
mile  deep  in  one  of  Inco's  mines  in 
Sudbury,  Ontario. 

Mining  jor  Nickel  will  be  offered 
to  audiences  of  industrial  organiza- 
tions, technical  and  engineering 
societies,  colleges  and  high  school 
science  classes.  Inco  hopes  it  will  be 
a  useful  teaching  aid  as  well  as 
serving  to  stimulate  an  interest  in 
metallurgy.  Some  theatrical  show- 
ings are  also  planned. 

Distributor  of  this,  and  other  In- 
ternational Nickel  films,  is  Roth- 
acker.  729  Seventh  Avenue.  New 
York  19.  ^ 

A  good  pictoriol  angle  during  the  processing 
of  nickel  ore  in  another  scene  from  this 
comprehensive    study   of   mine   operations. 


Sponsor:  Leather  (>love  Producers 
of  Erance. 

Title:  The  French  Stamp  oj  Fash- 
ion, in  two  parts.  1. '}'/■!  min  and 
7  min.  color,  produced  by  Victor 
Kayfetz  Productions,  Inc. 

■K  A  travelog  of  southern  France  is 
the  setting  for  this  film  which  shows 
hfiw  fine  French  gloves  are  made. 

The  first  portion,  for  general  re- 
lease and  television  use.  takes  a  girl 
magazine  photographer  from  Paris 
through  (^hartres  for  a  look  at  the 
cathedral:  through  Limoges  where 
French  porcelain  is  made:  to  the 
glove  centers  in  the  mountain  coun- 
try of  southern  France. 

Photographing  the  step-by-step 
operations  from  tanning  the  skins, 
through  softening  and  dyeing  the 
leather,  and  following  one  skin 
through  the  remaining  handiwork 
until  it  yields  one  pair  of  gloves, 
the  story  assignment  flashes  back 
to  Paris  where  a  high-fashion  model 
wears    a    complete    glove    wardrobe 


ilispla\eil  with  the  lali-»t  costuim^ 
from  Paris  couture  collections. 

The  second  portion  of  the  film  is 
designed  for  showings  to  merchan- 
dising and  retail  sales  people. 
Scenes  photographed  at  the  glove 
counter  of  a  Paris  store  show  the 
correct  way  to  sell  the  French 
leather  glove. 

The  film  is  a  key  part  of  a  pub- 
lic relations  campaign  coojieratively 
sponsored  by  the  manufacturere 
and  importers  of  French  leather 
gloves.  Edward  Gottlieb  &  Associ- 
ates, public  relations  counsel  to  the 
French  glove  industry  in  the  U.S., 
engaged  Victor  Kayfetz  to  go  to 
France  to  direct  the  film.  Using  all 
French  technicians  and  equipment 
the  script,  location  shooting  and 
finishing  of  the  film  was  completed 
in  2^  2  months. 

The  French  Stamp  of  Fashion  b 
available  to  groups  of  retail  sales 
people  on  request  from  Edward 
Gottlieb  &  Assoc,  2  W.  45th  St.. 
New   York.  9t 


The  Helicopter  as  a   Peacetime  Vehicle 

Sponsor:  .Sikorsky  Aircraft  Divi- 
sion. 

Title;  Three  If  By  Air,  23  min, 
color,  produced  b\'  Marathon  TV 
Newsreel. 


"tt  Now  that  helicopters  are  moving 
out  of  the  sphere  of  strictly  military 
use,  Sikorsky,  originator  and  lead- 
ing manufacturer  of  the  ""whirly- 
birds."  is  directing  its  public  rela- 
tions more  towards  the  many  civil- 
ian uses  of  helicopters. 

For  some  time,  the  Division  has 
fed  15-miiiute  film  programs  to  tele- 
vision stations  and  supplied  TV  and 
theatrical  newsreels  with  clips  on 
helicopter  progress.  These  have  had 
mainly  to  do  with  the  copter  as  a 
rescue  ship  in  Korea,  or  the  heli- 
copter-borne infantry  attack  tech- 
niques worked  out  by  (he  Marine 
Corps. 

Three  If  By  .4ir  goes  into  the 
use  of  helicopters  in  exploration  for 
minerals  and  oil.  supplying  outly- 
ing mining  camps,  ferrying  men  to 
off-shore  oil  well  installations. 

In  addition  to  television  and 
newsreel  use.  the  new  film  will  also 
be  used  for  general  showings  to 
public  groups,  and  as  a  sales  pro- 
motion tool  by  the  Sikorsky  sales 
staff. 

Color  quality  is  an  especially 
good  feature  of  the  film.  It  is  origi- 
nal Commercial  Kodachrome,  print- 
ed on  Ansco  duplicating  stock.  It 
produces  a  slightly  more  pastel 
effect  and  is  most   pleasing.  ^ 


The  helicopter  is  on  invaluable  oily  of  the 
petroleum  industry,  serving  offshore  oil  well 
installations  as  shown. 


Can   Manufacturers 
Tell   Restaurant  Story  _ 

Can    Manufacturers   In- 


Sponsor: 

stitute  and  The  National  Reslau 
rant  .Association. 

Title:  Billion  Dollar  Dish,  15  mm 
color,  produced  by  Elan-Porter 
Productions.  Inc. 

*  This  film  shows  the  functioning 
of  controls  in  the  procurement, 
preparation,  presentation  and  serv- 
ing of  food  in  restaurants.  The 
pitch  is  that  canned  foods  enablf 
the  restaurateur  to  offer  wider  vari- 
eties and  precise  quantities  morf; 
easilv  than  with  fresh  foods.        If' 
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Kodak  shutter  development  eonibines 
sound-and-silent  versatiliti/  irith 
■40%  extra  screen  briltianeel 


iVofr  in  i^at/eant  A-V  models  irithout  extra  eost . . . 

Kodak's  amazing  new  SUPER-40  Shutter 


Kodascope  Pageant  Sound  Projeclors  have  long  been  respecied 
as  outstanding  in  all  16mni.  sound  projection's  most  important 
characteristics.  Exclusive  permanent  pre-lubrication,  for  ex- 
ample, makes  Pageants  the  easiest  of  all  projectors  to  main- 
tain, the  surest  to  use,  and  the  most  permanently  quiet  in  opera- 
tion. And  there  are  other  features,  like  the  unique  sound- 
focusing  Fidelity  Control  and  the  built-in  field-sharpening 
element,  that  make  Pageants  outstanding  in  sound  and  picture 
quality,  too. 

Now,  with  the  Super.40  Shutter,  there's  still  another  basis 
of  Pageant  superiority.  This  amazing  shutter  provides  more 
than  40°„  extra  illuminaiion  at  sound-speed  operation;  yet 
thanks  to  its  automatic-shift  feature,  movies  are  comfortably 
free  from  flicker  at  both  sound  and  silent  speeds. 


Pageant  Sound  Projectors,  more  than  ever,  merit  top  recom- 
mendation, because  Pageants  have  now  achieved  a  versatility 
of  performance  never  before  approached  in  16mm.  projection! 
The  Super-40  Shutter  equips  Pageant  .\-\  Model  Projectors 
for  both  sound  and  silent  operation  .  .  .  makes  them  capable 
of  projection  not  only  under  "normal"  conditions,  but  also 
under  difficult  conditions  of  illumination,  in  hard-to-darken 
rooms,  in  large  halls— wherever  additional  brilliance,  extra- 
long  "throws,"  or  unusually  large  images  are  required! 

The  Super-40  Shutter  is  supplied  without  extra  cost  in  any 
of  three  new  Kodascope  Pageant  Sound  Projector  models  of 
varying  amplifier  output  and  speaker  capacity.  See  your 
Kodak  Audio-Visual  Dealer  for  full  details  ...  or  just  mail 
the  coupon  for  a  new  free  Pageant  Projector  catalog. 


EASTMAN  KODAK  COMPANY,  Dept.  a 


Please  send  catalog  on 
new  Pageant  Projectors 
with   Super-40  Shutters. 
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A  Coliiwii  of  Production  Notes 
&    Viewpoints    for    the    Sponsor 

We  arc  jjiimd  n\  iht-  opportunity  lo  demonstrate 
further  the  +  l';iclor  in  our  current  productions. 
Anionj;  these  is  the  45-niinutc  color  film  tor  the 
Nfw  York  1  ki.epkone  Company.  This  picture, 
which  will  he  seen  nationwide  hv  teleplione  per- 
sonnel, was  desij^ncd  as  an  enipli)\ee  relations  film. 
but  its  hi,t;h  de.i'ree  ol  entc-rtainiiicnt  and  general 
interest   make   il   adajJiahle   to  .in\    t\pt-   audience. 

+  +  + 
The  +  Factor  is  again  relletted  in  oiu"  miusual  ap- 
pro,n  h  lo  TV  spot  commercials.  We  make  certain 
tiiat  our  "  l\'  spots"  contain  the  same  sellini^  im- 
pact as  our  l(jni;er  commercial  and  dramatic  fihns. 
Watch  them  on  "Serj^cant  Prcsiori  nl  the  \'iikon" 
ior  Quaker  Oats. 

+  +  + 
"Sergeant  Preston  oi  the  Yukon"  is  representative 
ol  the  cjuality  1  V  dramatic  series  tliat  we  produce. 
. .  .  Premiereci  in  September  over  CBS-T\'  nation- 
wide network.  Sergeant  Preslon  was  enthusiasti- 
callv  rc-cei\ed- 

TI.is  all  ilu-  pt>tL-nii.tli[i('s  loi 
]>ripularil\  ...  A  lacloi  is  tlic- 
impressive  production  .  .  ." 

—  Hollywooii  Reporter 
"Sergeant  Prestc^n  has  just 
about  evervthing." 

—  Jack  O'Brian 
syndicated  columnist  lor 
New  York  Journal-.-Vnierican 
Tops  in  1  \'  Fare  .  .  ." 

—  Los  Angeles  Herald  Express 
+    +    + 
"King  (Preston's  dog)  is  entitled  tr)  extra  rations..." 
—  fuck  Gould.  Sew  ^'ork  Times 
+    +    + 
Sgt.   Preston   is  being  contract   produced   in   wide- 
screen     Eastman     c<»lor     for     Trendle  ■  Campbell - 
Maurer.  Inc.  and  is  sponsored  by  the  Quaker  Oats 
Comj)any  (.Xgency— Wherry,  Baker  &:  Tilden). 

+   +   + 
This  is  the  kind  of  diversified  operation  we  do  for 
our  clients,  frf)m  coast  to  coast. 

^,m^m-  We   invite   your   inijuiry. 

J  ne 

p^^yoa  actions    "nc 


"Sergeant  Presti 


In    New    York: 
Circle  6-691S-6 


In  Hollywood; 
Hollywood  2.6555 


lUie,  CdaxCe.^  £.  Sbinne.x  3\oduclJijon.i. 


AN    EVENT   IN    BUSINESS   FILM   HISTORY 

First  T.A.T.  Flight  in   1929  Filmed 
by  Speidell;  Forerunner  of  Today 

•^  The  nations  first  transcontint'iital  air  pas- 
senger service  is  just  26  years  old  in  ".)5.  As  the 
past  t«o  and  a  half  decades  of  unbelievably 
swift  progress  wing  their  way  through  the  jet- 
stream  of  history,  the  F.ditors  of  BisiN'KSs  Screen 
turn  Mill  hack  lirielh  to  a  memorable  first  page 
ulicn  IraiiM  ciiiliiiiiilal  \  ir  Transport  announced 
its  rc\oiiitionar\  ser\  ice  —  New  ^  ork  to  Los  An- 
geles ill   Ifi  hours. 

An  old  print  of  the  film  of  that  first  com- 
mercial airline  in  l'^2'J  turned  up  recently  in  the 
vaults  of  Audio  I'roduclions.  Inc.  It  was  pro- 
duced h\  Audio  s  president.  Frank  Speidell.  then 
director  and  editor  for  Visugraphic  Pictures.  Inc.. 
assisted  by  Alex  Gansell  who  is  now  a  producer- 
director  for  Audio.  As  far  as  we  know,  it  s  ihc 
first  complete  airline  picture  ever  made. 

Lindbergh,  Amelia  Earhart  Were  There 

TAT.  billed  as  "The  Lindbergh  Line,  com- 
bined both  rail  and  air  service  for  the  coast-to- 
coast  trip.  Charles  A.  Lindbergh  and  Amelia 
Earhart  took  active  roles  in  the  historic  affair. 
"Lindy"  flying  his  Curtiss  Hawk  "inspection 
plane"  alongside  the  Ford  Tri-motor  which 
carried  the  first  passenger  loads. 

The  "first  flight"  feature  has  another  historic 
touch  as  one  of  the  earliest  sound  pictures  for 
business.  Through  all  the  years,  the  sound  rates 
surprisingly  good  despite  the  technical  limita- 
tions of  that  period.  Musical  background  features 
tunes  familiar  to  the  geography  of  the  trip  .  .  . 
the  St.  I.ouis  llltie.t  .  .  .  Calijoiniii.  Here  I  I'.oine. 

These  Sequences  Have  Familiar  Lool< 

Airline  service  and  maintenance  made  a  good 
start,  right  from  the  beginning.  Frequent  engine 
inspections  were  ]Hiiiited  '»ut  in  the  film:   scenes 


(^w'f^wr'''"'"*"*'*^^'^^^ 
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Encouraging  the  ladies  to  travel  by  air  was  (right 
foreground)  Mrs.  Frank  Speidell,  shown  enjoying 
a  meal  aloft  on  historic  early  flight. 

of  lunch  being  served  aboard  herald  the  "delici- 
ous food"  served  on  this  TAT  flight. 

The  film,  produced  in  3.5inin.  played  a  large 
number  of  the  nations  theatres  as  a  prominently 
billed  short  subject  and  was  accompanied  b\ 
reams  of  local  newspaper  publicity  in  cities 
across  the  land. 

TAT  was  the  forerunner  of  toda\"s  1  W  \  and 
when  Frank  Speidell  went  over  to  Audio  Pro- 
tluctioiis.  founded  b\  Western  Flectric  in  the 
earU    SO's.   some    of   the    best    of    the    <.ld    \  isii- 


Flying  a  Curtiss  Hawk  (of  top),  Charles  A.  Lind- 
bergh accompanied  the  T.A.T,  passenger  ship  on 
one  leg  of  first  transcontinental  flight. 

graphic  staff  went  aliui:;  uitli  him  and  are  still 
there. 

Ihi^  inonlli.  as  cinemactor  Jiinmv  Stewart 
coin))letes  shooting  sequences  at  Le  Bourget  in 
Paris,  and  the  "Spirit  of  St.  Louis"  takes  the  air 
again  in  a  forthcoming  feature  on  Lindbergh's 
life,  this  first  airline  motion  picture  takes  on 
fresh  significance.  It  might  be  a  good  idea  for 
TV\  A  to  build  a  new  picture  around  it  .  .  .  there's 
real  appeal  in  this  fascinating  story  of  a  begin- 
ning that  has  meant  so  much  to  the  nation  ...  a 
preface  to  modern  air  transport  history.  1^' 

Predicts  Shortage  of  Film  Animators 
Soon  to  Become  industry  Problem 

M  111  aiiliiipatiiiii  ol  cxpeitcd  ilciiiaiids  of  color 
television.  W  alter  Lowendahl.  executive  vice- 
president  of  Transfilin  Incorporated,  said,  last 
nnnith.  that  the  present  shortage  of  motion  pic- 
ture animators  will  soon  pose  a  serious  industry 
problem.  Lowendahl.  who  is  currently  president 
of  the  Film  Producers  ,\ssociatit)n  of  New  York, 
predicted  that  television  commercials,  especially, 
will  rely  heavily  on  animation  because  such 
films  allow  for  greater  color  control  than  live 
action.  Sponsors,  he  said,  will  find  this  a  most 
important  consideration. 

The  present  shortage,  brought  on  by  the  de- 
mands of  television,  exists  among  all  the  skills 
necessary  in  animation  production.  These  include 
designers,  inkers,  in-betweeners  and  opaquers.  he 
said.  According  to  a  spokesman  of  New  \ork 
Local  i!41  of  the  Motion  Picture  Screen  Cartoon- 
ists, there  is  now  full  emplo\  ment  among  all 
animation  workers  despite  a  usual  sunnner  drop. 

rhe  need  and  opportunity  for  specialty  schools 
to  train  animators  is  a  great  one.  There  are  no 
such  private  schools  today  despite  the  good  pay 
animation  workers  now  enjov.  .\t  least  two  of 
the  major  theatrical  animation  companies  do  con- 
duct a  limited  training  program,  but  these  hardly 
fill  the  needs  of  the  industry.  Producers  of  H 
conmiercials  and  industrial  films  do  occasionally 
i-inplo\  no\  ices  for  training,  but  anv  large  seal'- 
program  would  seem  to  be  impractical. 

The  pay  scale  of  animation  workers  is  higher 
than  in  other  art  fields,  said  Lowendahl.  This 
point  alone  should  attract  main  talented  artists 
whose  skills  can  be  adapted  to  animation.  The 
need  is  ex  ident  no»v  and  will  certainly  increase, 
he  said.  Private  schools  should  take  this  into 
consideration.  Limited  courses  in  animation, 
could  also  be  offered  to  advertising  agencv  exec-. 
iitivo  who  Mould   find  such  training  invaluablr. 
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^HAT  IS  THE 


FACTOR... 


that  makes  a  better  motion  picture, 
TV  presentation  or  convention 
FOR  YOU? 

It  is  the  INTANGIBLES...  the  things  you  can't  see,  over  and  above  the 
normal  skills  and  facilities,  but  which  determine  the  basic  quality  of  all 
creative  work... the  things  that  make  a  great  craftsman  or  artist. 

THE  +  FACTOR    ...starts  with  individual  INSPIRATION... from  which  is  born 

the  IDEA  that  motivates  fine  work...  it  ends  with 
EXECUTION  ...  the  ability  to  carry  to  an  intelligent,  work- 
manlike completion  the  idea  that  solves  your  present  problem 
. . .  and  gets  results! 

Typical  of  the  viany  clients  u'ho  tell  us  that  they  find    THE  +  FACTOR  reflected  in 
motion  pictures  and  allied  media  by  Charles  E.  Skinner  and  his  associates  are: 

•  AMERICAN  TELEPHONE  &  TELEGRAPH  CO.  and  associated  BELL  Companies.  , 

"NOW  YOU  CAN  DIAL"  and  "DIALING  TIPS"  in  Eastman  Color,  currently  in  release  in  wide-screen  theatres,  on 

TV,  and  non-theatrical .. .  obtaining  outstanc/i'ng  public  influence  results. 

•  NATIONAL  DISTILLERS  CORP.  through  LAWRENCE  FERTIG  AGENCY 

for  OLD  CROW  BOURBON. 

4  COLOR  FILMS  for  sales  projrrams ..  assisted  in  Stimulating  salesmen-distributors, 

which  placed  OLD  CROW  sales  ahead  of  ALL  LEADING  BOURBONS. 

•  UNITED  STATES  RUBBER  CO. 

Our  original  revolutionary  sales  device  used  with  COMPELLING  EFFECT  in  sales  meetings. 


Jliz  diazLzi  c,.  c^kinnsn,  lJ\odiiation^ 


General  Offices  and  Studios  Rental  Studio  Facilities  1600  Broadway 

6226  Yucca  (at  Argyle)  New  York  •  Detroit  Suite  312,  New  York,  N.  Y. 

Hollywood  28,  Calif.  •  HO.  2-6555  Miami  Circle  6-6915-6 

ANNOUNCEMENT: 


Because  of  our  expanding  operation  we  have  taken  over  complete  studio  facilities  in 

Hollywood,  to  fill  our  many  added  diversified  requirements  in  the  production  of  .  .  . 

•  TV  Dramatic  Programs  •  TV  Commercials  and  Spots  •  Theatrical  Subjects 

•  Business,  Industrial  and  Commercial  Films 


T.  M.  Reg. 
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SPECIALISTS  IN  VISUAL  SELLING 


^9^ 


IN  MOTION  PICTURES 
AND  SOUND  SLIDE  FILMS 


^H>^- 


UMK 


IN  ADVERTISING 
ILLUSTRATION 


ALWAYS  SHOOTS  TO  SELL 


NEVIf  YORK 

200   East   56th   Street 

CHICAGO 

16   East   Onta'ro   Street 


IN  TV  COMMERCIALS 


Instruments  of  Rocket  Flight 
Shown  in  "Eye  of  the  Range" 

♦Optical  ami  I'lctlruuir  iliviio 
used  to  iiislrumeiit  a  ronket  or  guid- 
ed missile  flight  are  shown  in  Eyes 
0/  the  Range,  a  new  2()-minute  color 
niotifni  picture  released  U\y  local 
(listrihiition  by  the  Flight  Determi- 
nation Laboratory.  While  Sands 
Proving  (Iround.  N.M. 

The  film  depicts  data  reduction 
and  film  processing  equi])ment  em- 
ployed at  FDL.  A  special  sequence 
is  devoted  to  the  UNI  VAC— the 
giant  electronic  brain  that  FDI. 
uses  to  compute  the  final  report  on 
a  missile  flight. 

Eyes  nj  the  Range  also  shows 
NIKF  and  Oirporal  rocket  firings 
along  with  actual  data  films  of  a 
NIKFJ  intercepting  its  aerial  target. 
The  films  climax  shows  accelera- 
tion sled  tests  at  Holloman  Air  De- 
velopment Center. 

The  film  employs  a  new  high 
fidelity  sound  system,  recently  per- 
fected in  Hollywood,  that  authenti- 
cally reproduces  missile  and  rocket 
sounds,  telemetry  signals,  timing 
pulsations  and  many  other  audio  ef- 
fects in  their  true  perspective.  It 
was  filmed  in  the  new  Eastman 
Color  process. 

f yes  0/  the  Range  was  completed 
ill  Holly  wood  by  the  \X'hite  Sands 
Signal  Corps  Agency  Pictorial  Divi- 
sion. It  was  produced  by  Williani 
Lieberman.  directed  by  Henry  Bal- 
cerzak  from  a  script  by  Wyndel 
Haynes  and  Robert  B.  Steel. 

«        *        * 
Coast  Guard  Releases  Film 
on  Philippine  Loran  Stations 
♦  Loran    (Monies    to    Batan,    a    new 
16mm    documentary    in   color,   was 
released  by  the  United  States  Coast 
Guard  in  September. 

The  28-minute  film  records  the 
planning  and  erection  of  a  chain  of 
r^oran  stations  in  the  Philippine 
area.  Emphasis  is  on  the  Batan  Is- 
land station,  where  construction  ac- 
tivities are  followed  from  breaking 
of  the  ground  to  on-air  operation. 
The  film  is  cleared  for  television. 


New  Films  Listed  in 
U.S.  Steel  Catalog 

♦  Latest  edition  of  the 
U.S.  Steel  Corporation 
motion  picture  catalog 
contains  listings  of  four 
recent  films.  Barns  for 
Better  Dairying  (  2<". 
mill.  I  :  Sinews  0/  the 
Sonlh  (3i  min.  restricted 
to  southern  states  I  :  The 
Suspension  liri(/ge  1 26 
mill.  I  ;  and  The  It  ailing 
Harvest  (23  min.  I.  Free 
copy  is  available  from 
.S2.<   Wm.    IViin    Pla.c. 

i'iii>i.iir"h  m 


Meet  "John  Henry"  in  the  new  Gerber-spon- 
sored   motion   picture  now  available. 

Gerber  Products  Sponsors 
Film  on  Infant  Nutrition 

♦  The  Gerhcr  Produc-ts  Company, 
Fremont,  \fichigan.  makers  of  foods 
for  infants,  has  launched  its  first 
film.  Mealtime  for  John  Henry. 

This  27-niinute.  black  and  white 
picture  shows  parents,  grandparents 
and  parents-to-be  the  importance  of 
good  nutrition  to  growing  infants. 
It  is  anticipated  that  hospitals  will 
use  the  film  in  pre-natal  courses  for 
expectant  mothers. 

Produced  by  Wilding  Picture  Pro- 
ductions. Inc..  the  fihn  will  be  circu- 
lated to  private  groups  and  television 
stations  by  Modern  Talking  Picture 
Service,  Inc.  Gerber  representatives 
also  will  make  use  of  prints. 
»        »        • 

Kling  Producing  Seven  Films 
for  General  Electric  Company 

♦  Seven   product  films   for  General 
Electric   Company,   Louisville,   Ky.. 
currently    are    being    produced    al  , 
Kling  Film  Productions,  Chicago.     I 

The  pictures,  in  Eastman  color, 
are  on  combination  washer-dryers, 
ranges,  kitchen  centers,  freezers,  air 
conditioners,  refrigerators,  washers  ^ 
and  dryers.  Each  runs  from  10  tot 
l.S   minutes   in   length. 

Two  crews  are  shooting  siniul-i 
taneously.  Directors  on  the  series' 
are  Llo\d  liethune.  Don  Zabel  and 
Bob  Edmunds.  Dave  Savitt,  A.S.C.. 
and  Peter  Wexler  are  the  camera- 
men. Kling  writers  Hilly  Rose  anri 
Ruth  L.  Ratny  cooperated  on  thf 
proj  ect. 
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DAILY  IIGHT  TESTS  are  shown  to  Uu  Font 
Technical  Representative  Jack  DuVall 
by  Director  of  Photography  Bill  Brad- 
ford. In  center  is  Director  George 
Archainbaud. 


I 


GENE  AUTftT'S  FLYING-A  RANCH  is  the  locale  for  a  scene  from  the  "Butfalo 
Bill,  Jr.  Show."  For  outdoor  shooting  under  a  wide  range  of  lighting  con- 
ditions. Director  of  Photography  Bill  Bradford  depends  on  Du  Pont 
"Superior"  2. 


(( t 


Superior'  2  has  plenty  of  flexibility 
helps  us  meet  tight  TV  schedules," 


"Shooting  TV  Westerns  really  keeps  us 
going  at  a  fast  pace!"  comments  Bill  Brad- 
ford, "but  Du  Pont  Superior'  2  helps  us 
keep  right  on  schedule.  It's  seldom  that  we 
miss  getting  all  the  action  on  film  on  the 
first  take. 

"I've  used  'Superior'  2  for  several 
years."  the  veteran  photographer  con- 
tinues. "Superior'  2  speed,  latitude  and 
image  quality  are  exce|Jtionally  good,  and 
I  appreciate  the  helpful  service  I've  al- 
ways had  from  Du  Pont  Technical  Repre- 
sentatives. The  resolution  of  Du  Pont  Film 
is  excellent,  too  —  gives  us  really  fine  pic- 
ture quality.  " 

Bill  Bradford's  been  shooting  Westerns 
ever  since  1923  and  was  First  Cameraman 
on  one  of  the  first  motion  picture  series  on 
television.  "In  .shooting  for  TV,"  the  well- 


says  Bill  Bradford,  ASC,  Director  of  Photography.  Flying-A  Productions 


known  photographer  says,  "the  range  of 
subject  contrast  is  considerably  lower  than 
for  motion  picture  work.  The  flexibilitj'  of 
"Superior'  2  meets  this  need.  Our  camera- 
men shoot  without  restrictions . . .  have  al- 
most unlimited  freedom." 

There's  a  type  of  Du  Pont  Motion  Pic- 
ture Film  to  meet  your  requirements:  tele- 
vision . . .  studio  .  .  .  feature  . .  .  instrumen- 
tation .  .  .  sports  .  .  .  newsreel  and  high 
speed.  To  be  sure  of  the  best,  specify 
Du  Pont  Film  in  any  standard  length  (100 
to  3,000  feet). 


WM: 


Belter    Things    fof    Belter    Li^ 


through    Chemistry 


l^' 


DUPONT      MOTION      PICTURE      FILM 


FOR     MORE     INFORMATION 

.  .  .  write  or  call  the  nearest  Du  Font  Di.-i- 
tricl  Office  (IL'^ted  belowi  or  the  Du  PonI 
Company.  Photo  Producl.s  Department. 
Wilmington  98.  Delaware.  In  Canada: 
Du  Pont  Company  of  Canada  Limited, 
Montreal. 

DISTRICT   OFFICES 

ATLANTA  5.  GA 805    Peachttee   BIdg. 

BOSTON   10.  MASS 140  Federal  SIteel 

CHICAGO  18.  ILL 3289  N.  California  Ave. 

CLEVELAND  14.  OHIO 1033  Union  Commerce  Bide 

DALLAS  7.  TEXAS   1628  Oak  Lawn  Ave 

LOS  ANGELES  38,  CALIF 7051  Santa  Monica  Blvd. 

NEW  YORK  11.  N.  V 248  WesI  I8lh  Street 

PHILADELPHIA  2.  PA 225  Soul n  I5th  Street 
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Dramatic 

NEW 


Teaching  Aid 


OPTICAL 


AMERICA 
OPAQUE 


Here's  a  simple  way  to  project  books,  papers,  coins,  lab  samples 
directly  on  a  screen.  An  AO  Opaque  Projector,  with  the  large 
10"  X  10"  aperture,  projects  practically  anything  that's  opaque, 
and  not  more  than  iVi"  thick.  Blows  it  up  on  a  screen,  large 
enough  for  whole  audiences  to  see.  People  understand  quicker, 
remember  longer  when  they  can  see  what  you  are  talking  about. 


In  Schools,  Churches.  Project  lest 
papers  for  comparison,  news  clip- 
pings, coins,  gears.  Show  Bible 
Stories,  pictures  from  books  and 
other  teaching  materials. 

In  Business.  Industry.  Magnify 
products,  papers,  objects  on  screen 
so  customers,  salespeople,  audiences 
of  all  kinds  can  see  belter,  learn 
better,  compare  and  inspect. 


Educator  500 

Your  brightest  buy  for  2"  x  2"  slides  and 
film  strips.  500  watt  —  blower  cooled  — 
3'/^",  5"  or  7"  projection  lens. 


Costs  Little  lo  Run.  With  an  AO 
Opaque  Projector  there  is  no  film 
lo  buy  —  no  rentals  to  pay  —  no 
slides  lo  make  —  the  whole  world 
provides  your  material. 

Simple  to  Operate.  Just  flip  a  switch 
and  insert  copy.  The  AO  Opaque 
focuses  easily  —  keeps  projected  ob- 
jects cool.  Readily  portable.  1000 
watt  lamp  gives  unmatched  screen 
brilliance. 


16mm  Picture  Converted  to 
Filmstrip  by  WolfF  Studios 

♦  I  misiKil  lifaliiit^iil  o[  a  -lUiinl- 
and-color  16mni  niotioit  picture  to 
convert  it  to  a  reading'  film  striji 
has  been  complctetl  by  tlio  Kapbail 
G.  Wolff  Studios.  Inc. Of  lloll\»ooil 
for  use  by  the  American  Meat  In- 
stitute as  a  feature  of  the  latter 's 
display  at  the  Cologne  Food  Fair  in 
Germany  in  October. 

Twenty-eight  key  scene  frames 
from  This  Is  Life,  the  2'J-niinute 
film  produced  by  \\  cillT  .'>lu<lios  for 
AMI  four  years  ago.  have  been 
transferred  to  .3.5mm  Eastman  color. 
Each  frame  is  preceded  by  a  title 
card,  in  German,  using  the  gist  of 
the  narration  which  covered  the 
original  pictures.  The  resultant  read- 
ing film  strip  is  designed  for  a 
running  time  of  approximately  10 
minutes. 

Wolff  Studios  currently  also  is  in 
production  on  a  new  sound  and 
color  motion  picture  for  the  Ameri- 
can Meat  Institute  entitled  Three  lo 
Gel  Ready,  to  be  completed  late  this 
year. 

i:-  a  ft 

RCA's  Compatible  Color  TV 
at  Biological  Photo  Meeting 

♦  A  conipatible  col.n  teles  jsioii  sys- 
tem developed  by  the  Radio  Cor- 
poration of  America  for  medical  use 
was  shown  before  the  con\ention  of 
the  Biological  Photographic  Associ- 
ation, held  in  Milwaukee.  Wiscon- 
sin. ,\ugust  .30. 

The  new  s\stem  can  be  used  for 
closed-circuit  color  tv  applications 
or  for  handling  program  material 
o\er  cominercial  W  facilities,  ac- 
cording to  L.  E.  Flory.  RCA 
scientist,  who  conducted  the  show- 
ing. 

The  BPA  embraces  medical,  edu- 
cational and  industrial  technicians 
engaged  in  the  preparation  and  pre- 
sentation of  visual  programs,  such 
as  films,  charts,  and  slides,  for  in- 
structional and  demonstration  pur- 
poses. 


tT.M    Reg.  by  Americon  Opficol  Co. 

CHELSEA,  MASSACHUSETTS 


Vistascope  16  35  mm 
Lenses  Available 

♦  The  16  3.Siniii  \  isla- 
scope  wide-screen  lenses, 
featured  at  this  sum- 
mers National  .'\udio- 
Visual  trade  show  in 
Chicago,  are  available 
for  immediate  delivery. 
Both  projection  and 
taking  lenses  are  eco- 
nomically priced.  For  de- 
tails write  \  istascope 
Corp..  100  Central  Park 
South.  New  York  10.  A 
review  of  recent  wtirk 
done  with  this  lens  will 
appear  soon. 


Scene  obove  is  from  the  new  Kodak  filni 
"Meet  Photoscreen  Printing"— of  speciol  in- 
terest to  graphic  arts  executives. 

Photoscreen  Printing  Shown 
in  Kodak  Promotional  Film 

♦  \rl  dinilors.  atUcrti^itig  clubs, 
and  photoscreen  printers  are  ex- 
pected to  find  useful  a  new  film. 
Meel  Pholuscreen  Prinling.  pre- 
pared bv  the  Eastman  Kodak  Coin- 
pan  v  and  now  ready  for  national 
distribution.  Potential  audiences  in- 
clude printing  customers,  service 
and  community  clubs  and  technical 
groups. 

Produced  in  color,  the  1.5-minute 
film  tells  the  story  of  photoscreen 
printing's  abihties  in  printing  any 
color  on  any  object.  Made  in  Ko- 
dak's department  of  manufacturing 
experiments — where  the  Kodak  Ek- 
tagraph  process  continually  is  tested 
under  trade  conditions — the  picture 
shows  how  the  versatility,  accuracj 
and  sharpness  of  photography  have 
been  combined  with  the  manual 
skills  of  the  silk  screen  artist  to  pro- 
duce this  new  technique. 

Companion  to  the  film  is  an  eight- 1 
page  pamphlet  which  also  stresses 
the  hundreds  of  ways  photoscreen 
printing  can  be  used  in  advertising. 
sales  pri:imotion  or  wherever  the 
printed  image  is  needed. 

Meel  Pholoscreen  Priming  i- 
available  without  charge  on  request 
to:  Camera  Club  and  School  Service. 
Eastman  Kodak  Company,  Roches- 
ter 4.  N.  Y.  Copies  of  the  pamphlet 
for  audience  distribution  alsti  are 
available  without  charge.  Sf 


i^oronet 

A  beautiful  script  for  titles 


These  lines  set 
in  60  point  size 


Available  in  36.  46. 
60  and  72  pt   sizes 


One  of  irany  typefaces  available  in  Knight  Studio  Titles 

KNIGHT  STUDIO 

159  East  Chicago  Avenue,  Chicago  II,  Illinois 
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WITHOUT    TEMPERAMENT 


A  star  performer  always  .  .  .  one  that  you  can 
depend  upon  to  provide  a  real  showing— not  a 
show  of  mechanical  temperament.  For  quick, 
easy  threading,  for  silent  mechanism,  for  clear, 
steady  pictures  and  smooth,  clean  sound— choose 
the  RCA  400  16  mm  sound  projector.  With 
your  first  experience  you'll  appreciate  why  novice 


operators  develop  cniificlence  in  their  abilities 
when  using  this  simple,  tamper-proof  machine. 
Even  beginners  learn  quickly  to  put  on  a 
show  in  5  minutes  with  an  RCA  400!  Ask  your 
local  RCA  Distributor  for  a  demonstration  at 
your  convenience  ...  or  send  coupon  for  further 
information  today. 
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Continuing  an  Ediforial  Symposium  on  Today's 

Visual  Preseiitatinn  Technique 

Producer  Executives  Give  Their  Views  on   the 
Effective   Use  of  the  Sound   Slidefllm   Medium 

Cnmmentary  uu  Slidefilms 

by  Pud  Lane,  Vice-President,  Slidefilm  Division,  Transfilm,  Inc. 


¥>LSiNESS  Screen  recently  edi- 
■*-'  torialized  on  the  need  for  a 
I'ublic  relations  campaign  to  pro- 
mote the  16mm  motion  picture  in- 
dustry. We  in  slidefilms  need  such 
a  program,  too.  By  far.  the  greater 
percentage  of  business  and  indus- 
trial firms  do  not  use  this  visual  aid 
in  their  sales  and  training  programs. 

Potential  users  of  such  film  must 
be  taught  that  the  modern  sound 
slidefilm  is  a  great  improvement 
over  the  clumsy  and  poorly  con- 
ceived slide  systems  of  the  past.  \^  e 
must  destroy  the  old  conception  that 
slidefilms  are  a  "poor  man  s  motion 
picture".  Good  public  relations  will 
help  accomplish  this. 

Because  new  techniques  and  pro- 
jection equipment  have  been  intro- 
duced by  the  slidefilm  industry,  our 
job  of  education  is  doubly  impor- 
tant. At  Transfilm,  we  ask  ourselves 
a  very  basic  question  before  ad- 
vising the  use  of  any  one  system. 
Will  deviation  from  the  standard 
method  of  production  and  projec- 
tion improve,  have  no  effect  or  de- 
tract from  the  message  of  the  film? 
From  this  point,  we  then  consider 
budget  and  work  out  the  best  pre- 
sentation. Slidefilms  and  motion 
pictures  do  have  this  one  point  in 
common  . . .  the  most  expensive  pro- 
duction is  not  always  the  most 
effective. 

If  the  use  of  wide  screens  and 
appropriate  lenses  have  no  added 
impact  to  a  slidefilm  presentation. 
why  go  through  the  expense  of 
added  equipment  and  larger  screen- 


ing facilities?  Unless  wdening  the 
field  of  vision  gives  the  viewer  a 
greater  grasp  of  the  film  s  message, 
the  use  of  such  equipment  becomes 
an  additional  production  expense 
and  a  misuse  of  promotional 
moneys.  This  applies  mainly  to  the 
workaday  film  which  pitches  dol- 
lars and  sense  ideas  to  a  captive,  but 
willing  audience.  In  other  instances, 
es|)ecially  conventions  where  large 
audiences  are  involved,  a  bit  of 
""splash"  may  be  helpful  and  leave 
a  more  lasting  effect. 

The  purpose  of  the  majority  of 
slidefilms  is  not  to  entertain.  There- 
fore, the  entertainment  values  of  new 
devices  should  be  secondary  con- 
siderations. If  the  prime  objective 
. .  .  that  of  selling,  training  or  in- 
spiring ...  is  considered  first,  any 
entertainment  value  which  comes 
as  a  result  is  so  much  gravy. 

Slidefilms  should  not  be  made  to 
emulate  or  compete  with  motion  pic- 
tures. If  we  persist  in  pacing  the 
slidefilm  to  the  motion  picture,  we 
will  surely  perpetuate  the  "poor 
mans  film  "  concept. 

We  in  the  industry  must  give 
slidefihns  the  distinction  they  de- 
serve. For  the  moment,  let  us  not 
rush  to  make  all  slidefilms  wider, 
deeper,  louder,  taller,  more  colossal 
or  stupendous.  Let  us.  instead,  give 
slidefilms  a  greater  dignity  by  ha\- 
ing  them  accomplish  the  jobs  for 
which  they  were  conceived.  Re- 
sults will  bring  recognition  and 
acceptance.  ^ 


Frum  the  Agency  Viewpnint 

by  C.  Robert  Isely,  President,  Pilot  Productions,  Inc. 


THE  .MOTIO.N  PiCTLRK  and  films 
for  television  have  cf)me  to  be 
considered  a  more  "glamorous"' 
type  of  activity,  which  may  have 
contributed  to  the  neglect  of  the 
sound  slidefilm. 

We  should  all  remember,  how- 
ever, that  the  workhorse  of  our  in- 
dustry, the  sound  slidefilm  has  moti- 
vated   hundreds    of    thousands    of 


salesmen,  who  in  turn  have  sold 
billions  of  dollars  worth  of  goods 
and  services.  It  has  trained  count- 
less service  personnel  to  the  end 
that  they  have  kept  tractors,  trucks 
and  various  other  mechanical  de- 
vices in  top  operating  condition  — 
thus  preserving  the  inventory  value 
of  our  economy.  And  perhaps  most 
important  of  all.  the  sound  slide- 


film  has  increased  efficiency  by  help- 
ing people  to  communicate  with 
other  people. 

Specifically,  we  should  like  to 
describe  a  current  and  growing  use 
of  the  medium  in  the  advertising 
agency  field. 

Agencies  must,  of  course,  pre- 
pare their  campaigns  six  months  to 
a  year  in  advance.  These  plans  re- 
volve around  a  central  theme,  and 
in  order  that  the  result  be  con- 
sistant  .  .  .  roughs,  layouts,  and 
similar  visual  material  must  be  pre- 
pared f(»r  the  entire  campaign  .  .  . 
at  least  in  the  broad  details. 

This  early  planning  material  must 
be  approved  by  the  Client,  and  in 
the  past  has  been  looked  at  and  dis- 
cussed by  the  men  involved,  around 
a  table  or  in  a  meeting. 

Many  agencies  now  prepare  a 
color  slidefilm.  using  as  pictorial 
material  the  rough  drawings,  mar- 
ket analysis,  and  similar  related  ma- 
terial. The  description  of  the  cam- 
paign is  on  the  recording. 

Using  the  slidefibn  medium,  those 
people  who  must  approve  such  a 
program  can  see  clearly  the  visual 
aspects  of  their  campaign,  at  the 
same  time  they  hear  a  considered 
and  lucid  description.  Perhaps  most 
important  of  all.  thj  program  can 


be  presented  in  it's  proper  secpience, 
and  with  it's  continuity  uninter- 
rupted. 

Another  variation  of  this  same 
type  cjf  use  involves  a  different  audi- 
ence. Many  times  the  sales  manapir 
wants  to  show  his  distributors,  dis 
tributor  salesmen,  and  his  own 
regional  sales  staffs,  what  kind  of 
national  advertising  is  backing  up 
their  efforts. 

A  sound  slidefilm  can  show  what 
magazine  ads,  newspaper  ads.  bill- 
boards, and  point-of-purchase  ma- 
terial is  in  the  planning  stage  for 
the  next  six  months  or  year. 

The  sound  slidefibn  condenses  in 
a  small,  efficient  package,  a  multi- 
tude of  facts,  plans  and  items  of  a 
visual  nature.  It  lets  a  salesman  in 
Nebraska  in  January  see  what  bill- 
boards in  his  area  will  show  in 
June:  what  ads  in  "Life"'  will  look 
like  in  September;  what  store  ban- 
ners will  be  used  in  December;  and 
the  basic  sales  philosophy  behind 
the  whole  campaign. 

In  our  opinion,  the  sound  slide- 
film  medium  is  successful  in  the 
agencv  communications  field  be- 
cause of  its  three  basic  attractions: 
economy,  short  fast  production 
schedules,  and  flexibility  to  allow 
inclusion  of  many  varied  kinds  of 
visual  material.  9" 


Memu  tu  Pruducer  Salesmen 

by  J.  J.  Chisholm,  Sales  Manager,  Associated  Screen  News,  Ltd. 


1%/f  ANY  Production  Salesmen  in 
■'■•'■  the  motion  picture  industry 
overlook  one  of  the  most  versatile 
and  successful  audio-visual  aids 
used  commercially,  the  sound  slide- 
film.  Too  many  producer-salesmen 
think  only  of  the  sound  motion  pic- 
ture when  discussing  the  use  of 
film  with  a  prospective  customer 
and  pay  little  attention  to  the  re- 
quirements of  the  customer.  In  some 
cases,  otlier  visual  aids  can  prove 
to  be  more  profitable  (o  the  client. 
In  reality,  these  producer-sales- 
men do  not  do  justice  to  either  the 
customer,  the  business  film  industry 
as  a  whole  or  to  themselves.  The 
producer-salesman  who  sells  audio- 
\  isual  aids  should  be  an  authoritv 
on  the  use  and  purpose  of  the  dif- 
ferent aids,  methods  of  production 
and  methods  for  successful  distribu- 
tion. In  the  eyes  of  the  client,  the 
salesman  is  the  producers  repre- 
sentative and  is.  therefore,  con- 
sidered to  be  an  authority  on  all 
audio-visual  aids.  His  responsibility 
goes  a  step  further  for  on  the 
strength  of  his  proposals,  he  has 
either  developed  and  produced  a 
successful  aid  for  his  customer  or. 


because  of  poor  judgment,  he  has 
soured  his  client  from  ever  con- 
sidering this  medium  again. 

Let  us  pan  to  a  close-up  of  a 
discussion  between  a  film  producer- 
salesman  and  a  woolen  manufac- 
turer who  turns  out  woolen  vardage 
that  is  sold  nationally.  They  are  dis- 
cussing a  proposed  film.  Tile  manu- 
facturer has  a  limited  budget.  The 
woolen  market  is  in  a  somewhat 
distressed  state  due  to  so  many 
s>iithetic  materials  on  the  market 
His  competitors  are  underselling 
him  slightly  with  inferior  product 
and  his  salesmen  need  a  good,  prac- 
tical convincer  to  break  down  sales 
resistance  and  increase  \olume. 

The   manufacturer   would   like  ' 
produce  a  sound,  color  motion  pi 
ture  of  his  manufacturing  plant  1' 
stress    qualitv    in    his    nierc-handi-' 
styling  in  his  patterns,  etc.  He  1 
some  sound  selling  points.  He  u- 
pure,  color-fast  vegetable  djes  nui 
superior    to    his    competitors     I' ■ 
substantial  mineral  dyes.   In  weav 
ing.  he  uses  a  uniform  twist  in  l< - 
yarns,  thereby  eliminating  flaws  .hi 
uneven  weave.  His  patterns  are  jn 
(continued     on     pace    f>_' 
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UNITED  STATES  GYPSUM  COMPANY 


300        WEST        ADAMS         STREET 


CHICAGO         6        •         ILIINOIS 


July  21,  1955 


Mr.  Kern  Moyse 

Peerless  Film  Processing  Corp. 

165  W.  ^►6th  Street 

New  York  36,  N.  Y. 

Dear  Mr.  Moyse: 

During  the  past  2  years,  you  have  completely  checked, 
rep>aired  and  rejuvenated  between  30  and  35  prints  of 
8  different  motion  pictures  used  by  our  field  sales 
organization. 

You  handled  this  job  very  thoroughly  and  competently 
and  did  everything  that  you  could  to  protect  our  invest- 
ment and  to  get  the  work  done  within  our  budget. 

The  finished  results  have  been  highly  satisfactory  to 
all  of  us  including  our  management  people  and  our  field 
sales  organization. 

We  appreciate  your  excellent  handling  of  this  job  for 
us,  and  as  we  have  further  work  of  this  type,  we  will 
certainly  plan  to  send  it  along  to  you. 

Very  truly  yours, 

UNITED  STATES  GYPSUM  COMPANY 


H.  R.  Deadman, 

Manager,  Advertising  Department 


HfiD:ag 


JH-iV^ii-jS^Kb^.'/SiS-^ 


EERLESS 

FILM  PROCESSING  CORPORATION 

165  WEST  46ih  STREET,  NEW  YORK  36,  N.  Y. 
.959  SEWARD  STREET,  HOUYWOOD  38,  CAIIF. 

22  yEARS  EXPERIENCE  IN  SAFEGUARDING  AND  RECONDITIONING  FILM 


260  prints  reconditioned . . .  over 
285,000  feet . . .  and  not  a  dollar 
expended  for  replacement  footage. 

Reconditioning  of  prints  can  prolong 
their  useful  life  and,  at  little  cost, 
avoid  expensive  replacements 
—  a  boon  to  any  film  budget. 


(CONTINUED  FROM  PACE  60)        AN  EYE-FILLING  MOMENT  FROM  "SOFT  AS  A  CLOUD"       (continued  from  page 


a  little  ililTerpiit  and  more  appealing. 
Abme  all.  his  plant  and  ecpiipnient 
are  spotless  and  his  employees  are 
trained  experts,  not  just  factory 
hands. 

However,  because  of  the  location 
of  his  factory  and  scattered  distri- 
bution, he  cannot  brins;  his  custom- 
ers to  the  factory.  Reasoning  thai 
pictures  of  some  sort  uill  enable 
him  to  tell  the  story  and  sell  more 
goods,  he  has  called  in  a  well-known 
producer  to  advise  him  of  costs. 
procedure  and  distribution. 

After  listening  to  his  story,  the 
producer-salesman  finds  that  the 
budget  will  allow  for  a  16mni  color, 
sound  picture  but  with  not  money 
left  over  for  projection  equipment 
or  additional  prints.  This  plan  is 
immediately  discarded  by  the  pro- 
ducer-salesman. They  then  discuss 
the  possibility  of  a  short,  silent  pic- 
ture. The  producer-salesman  points 
out  that  this  would  be  equally  fool- 
hardy as  it  would  be  too  expensive 
and  a  picture  without  sound  would 
not  carry  impact.  .At  this  point,  the 
producer  puts  forth  a  sound,  prac- 
tical approach  to  the  problem.  A 
sound  slidefilm  in  color. 

His  reasoning  was  thus:  The 
small  budget  would  provide  for  a 
slidefilm  that  would  contain  all 
necessary  pictorial  information  and 
the  sound  on  record  would  tell  the 
story  in  a  truly  convincing  manner. 
Each  salesman  could  be  provided 
with  a  complete  kit  containing  a 
small,  portable  sound  film  projector, 
copy  of  the  color  filmstrip  and  a 
record.  The  sales  story  would  be 
approved  by  the  manufacturer,  his 
sales-manager  and  his  ad\ertising 
department. 

In  using  the  slidefilm.  the  sales- 
man would  have  a  selling  tool  that 
could  be  shown  to  individuals  or 
small  groups  in  any  customer's  of- 
fice or  sales  room.  The  equipment 
is  easil\  carried  and  can  be  set  up 
very  quickly  in  any  office  or  hotel 
room.  The  presentation  would 
arouse  the  customer "s  curiosity  and, 
in  seeing  it.  he  would  be  more  con- 
vinced of  the  quality  of  the  manu- 
facturer's product.  In  short,  it 
would  build  a  better  relationship 
with  the  client  both  for  the  company 
and  the  salesman. 

This  sound  selling  on  the  part  of 
the  producer-salesman  made  a  new 
customer  for  the  motion  picture  in- 
dustry— a  customer  whose  problem 
was  intelligently  analyzed  and  who 
would  not  conclude  that  audio- 
visual aids  were  a  costly  venture 
that  did  not  produce  results  and 
drop  them  from  any  future  sales 
planning.  In  this  case  the  producer 
was  honest  in   his  sales  procedure. 


This  lovely  miss  enjoys  the  benefits  of  soft  water  in  one  of  the  lighter  moments 
from  the  Dow  Chemical  Company's  "Soft  As  a  Cloud." 


If  you're  in  the 
MOVIE  business 


1 


...and  should  have 
fades,  dissolves 
and    WIPES... 


'7u  e<^ 


Complete  Services  .  .  .  Color  Processing  &  Priniing, 
B  IV  Processing  &  Prinfing,  Recording,  Edit'mg, 
Optical  Effects,  Artimation,  Titles  aiyd  Magnetic 
Sound    Striping 


.liL^i 


THE   CALVIN    CO. 

1105  TRUMAN   ROAD 
KANSAS  CITY  6.  MISSOURI  —  HA.  1230 


states  that  while  soap  and  deter^/mi. 
help  to  a  degree  in  the  cleaning  I'.h 
nothing  really  excludes  the  scum- 
formed  disasters  caused  by  hard 
water  except  soft  water.  Water- 
softener  equipment  in  the  home, 
utilizing  high-capacity  resins  is  ihr 
real  solution,  the  film  says.  Such 
e(pii[)ment  assures  rain-like  water 
lor  all  cleansing  purjjoses. 

Premiered  in  New  ^  ork.  Chicago 
and  Los  .-Vngeles,  circulated  b\'  deal- 
ers who  have  initial  priority  on 
prints,  plugged  by  home  experts, 
shot  to  public-service-time  audiences 
on  television  and  distributed  on  a 
steady  national  basis  by  Modem 
Talking  Picture  Service,  Inc..  on 
free  loan.  Soft  as  a  Cloud  will  be 
bringing  Dow  Chemical  Company'? 
resin-soft  water  ideas  to  home- 
making  clinics,  general  adult  groups. 
secondary  schools  and  colleges.  Dur- 
ing the  cocktail  hour,  Dow  official 
ears  heard  favorable  comments. 

Sofl  as  a  Cloud  was  out  in  time 
for  National  Soft  Water  Week,  Sep- 
tember 12-18.  Modern  Talking  Pic 
ture  Service  arranged  2.5  telecasts  ol 
the  film  for  that  week.  Dows  film  is 
beginning  its  long  range  job  of  con- 
vincing homeniakers  that  in  an  agf 
of  appliances  hard  water  is  "old 
fashioned.  "  The  film  can  serve  tc 
arouse  keener  interest  in  the  morf 
detailed  printed  matter  which  Dow 
research  has  inspired.  Dow  expect- 
that  the  kind  of  enthusiasm  gener 
ated  at  the  premiere  can  be  used  b\ 
soft  water  equipment  dealers  t( 
draw  attention  to  themselves  ant 
their  wares  and  to  rally  the  dealers 
to  a  new   market.  Q 

*        *        * 

Safeguarding  Power  Line;' 

Westinghouse  Film  Task 
Sponsor:     Westinghouse    Eleclrii 

Company. 
Title:    Pouer  to   Protect.   16  rain! 

color,  produced  by  Depicto  Films: 

Inc. 
•K  Westinghouse.  in  this  film,  show:! 
the  history  of  lightning  protection 
from  the  early  experiments  v 
Franklin  and  others,  to  the  mos 
modern  de\  ices  w  hich  prevent  dam 
age  to  the  nation's  power  trans 
mission   facilities. 

With  a  script  by  Oeveste  Grand 
ucci.  Depicto  Films  has  made  tli 
picture  as  a  Filmagraph  (slidr 
motion  technique i  with  special  el 
fects  which  make  it  a  unique  am 
handsome  presentation.  Artwork  fo 
the  film  I  by  Maribn  Fisher!  wai 
done  in  crayon  on  pebble  grai) 
boards,  giving  a  deep,  opalesccn 
(piality  to  the  film.  .Mso  notable  i 
a  striking  use  of  black  and  low-ke 
colors  not  usually  seen  in  art  ffli! 
mation.  I 
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With  successful  color  film  producers, 
Ansco  Type  238  Duplicating  Film  is  tops 

"Consistently  outstanding"  is  the  phrase  commonly  used  to  describe  the  work 
of  Campus  Film  Productions.  But  those  who  know  Nat  Campus  well  are 
not  mystified  bv  this  continuing  record  of  successful  pictures. 

For  Nat,  the  guiding  hand  of  his  organization,  has  been  directing  and  producing 

fine  motion  pictures  in  color  for  twenty-one  years. 

Although  his  films  have  covered  a  wide  variety  of  subjects,  Nat  recently  has 

specialized  in  human  relations  pictures  in  color.  A  perfectionist  in  story 

and  detail,  it  was  only  logical  that  Nat  should  have  been  one  of  the  first  producers 

to  recognize  the  superior  qualities  of  Ansco  Type  238  Color  Duplicating  Film. 


Nat  Campus,  Campus  Film  Productions,    New  Yorfc 

Among  the  recent  Campus  productions  printed  on  Ansco  Type  238  are: 

"That  the  Deaf  May  Speak" 
"And  So  They  Grow" 
"Three  to  Make  Ready" 
"There's  Color  in  Your  Life" 
"Nephrosis  in  Children" 
"Broncho  Pulmonary  Segments" 

Why  nnt  let  the  record  of  successful  producers  and  film  laboratory  management  serve  as 
your  guide?  Insist  on  Ansco  Type  23S  Color  Duplicating  Film  for  printing  your  next 
production! 

Binghamton,  N.  Y.  .A  Division  of  General  Aniline  &  Film  Corp.  "From  Rt-search  to  Reality." 
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M.  L.  Clough,  Management 
Executive,  Joins  Strauss  &   Co. 

♦  M.  L.  Clough.  receiilly  Director 
of  Management  Development  for 
the  Studebaker-Packaril  Corporation 
I  as  a  member  of  Anna  M.  Rosen- 
berg Associates  1.  has  joined  the 
stafi  of  Henry  Strauss  &  Co..  Inc. 

Mr.  Clough  has  a  fifteen  year 
background  in  management  and 
sales  training.  In  his  post  with 
Studebaker-Packard  he  was  charged 
with  implementing  a  company-wide 
communications  and  training  pro- 
gram covering  the  whole  range  of 
supervisory  activities  from  human 
relations  and  contract  interpreta- 
tion to  grievance  handling,  quality 
maintenance  and  cost  control. 

Prior  to  Studebaker.  Mr.  Clough 
served  as  associate  director  of  the 
AMA  School  of  Management.  In 
this  capacity,  he  planned  and  ad- 
ministered national  conferences  for 
the  Association's  Personnel  and 
Manufacturing  Divisions,  and  par- 
ticipated in  the  creation  and  direc- 
tion of  the  AMA's  Management 
course  for  senior  company  officers 
and  directors. 

Mr.  Clough  has  also  held  posts  as 
Assistant  Training  Director  for  the 
Bigelow-Sanford  Carpet  Company. 
Inc..  Training  Director  for  E.  R. 
Squibb  and  Sons,  and  Associate 
Professor  of  Personnel  and  Indus- 
trial Management  at  The  Citadel. 
He  was  a  consultant  for  manage- 
ment training  to  the  Lnited  States 
Office  of  Education  and  precharter 
President  of  the  Society  for  the  Ad- 
vancement of  Management.  R" 
*        «        • 

Cooper  Named  PR-Ad  Director 
for  Associated  Screen  News 

♦Kenneth  \.  (iuopi-r  lias  been  ap- 
pointed director  of  public  relations 
and  advertising  at  Associated  Screen 
New,  Ltd..  Toronto. 

Jack  Chisholm  has  relinquished 
this  post  to  head  Associatcd's  On- 
tario sales  department  and  Toronto 
production  unit.  In  addition.  Cooper 
will  manage  the  studios  theatre 
trailer  sales  division. 


News  About  the  People  Who  Make  Sponsored  Pictures 

lri(..  Dctroil-baseil  aficnc)  siiecial- 
i/in^  in  training  an<l  manpower  de- 
\clo|)ment.  has  been  announced  by 
G.    A.    Florez.   president. 

Radclilfe  has  been  in  contat  I  and 
planning  work  in  the  visual  field 
with    i  lie  Jam  lland\   Organization. 

Green  Joins  George  Blake,  N.Y. 

♦  ('harles  H.  Green  has  joined 
(Jeorge  Blake  Enterprises.  Inc.,  as 
an  account  executive.  He  was  for- 
merly production  manager  of  the 
Radio-TV  department  of  Doyle, 
Dane.   Berbach. 

*         *         » 
Hundt  to  Gray-O'Reilly  Studios 

♦  Charles  J.  Hundt  has  joined  Gray- 
O'Reillv  Studios  in  New  York  as  a 
producer-director. 


J.  R.  von  Maur  to  Depicto  Films 
as  the  Executive  Vice-President 

♦John  Hans.  I'r.^l.lcnl  ..f  Drpi.l,. 
Films.  Inc..  has  announced  the  ap- 
pointment of  Jack  R.  von  Maur  as 
Executive  Vice-President. 

Mr.  von  Maur's  activities  will  be 
directed  toward  visual  sales  train- 
ing and  promotion  programs. 

He  was  formerly  with  the  market- 
ing services  department  of  McCann- 
Erickson.  Inc..  as  creative  consult- 
ant for  petroleum  clients. 

*  S}  « 

Florez  Appoints  Radcliffe 
Eastern  Account  Executive 

♦  Appointment  of  Victor  F.  Rad- 
cliffe as  an  account  executive  on 
the    eastern    seaboard    for    Florez. 


TRI  ART 
COLOR . . 


SPECTRUM 
BRIGHT! 


•  35mm  color  release  prints 

•  Kodachrome  printing       *   35mm  filmstrips 

•  16mm  Kodachrome  enlarged  to  35mm  color 


Let  our  Tri  Art  Color  Special- 
ists show  you  how  to  make 
prints  that  will  do  a  better 
selling  job. 


CORPORATION 


245  West  55th  Street,  N.  Y.  19,  N.  Y.  •  Plaza  7-4580 


Rophael  G.  Wolff  (right)  presents  watch 
honoring    service    to    Arthur    W,    Treuteioor. 

R.  G.  Wolff  Honors  Treutelaar 
for  Quarter  Century  of  Service 

♦In  September.  1930.  Herbert 
Hoover  was  President  of  the  L'nited 
States:  the  stock  market  was  trying 
to  recover  from  its  biggest  collapse; 
the  British  arrested  Mahatma 
Ghandi  again  —  and  Arthur  W. 
Treutelaar  went  to  work  for  the 
Raphael  G.  Wolff  Studios,  Inc.,  pro- 
ducers of  business  and  industrial 
films. 

In  commemoration  and  celebra- 
tion of  the  twenty-fifth  anniversary 
of  the  latter  event  Treutelaar.  now 
executive  studio  supervisor  for  the 
picture  company,  w  as  guest  of  honor 
at  a  mid- September  luncheon  ten- 
dered all  studio  employees  by 
Raphael  G.  Wolff,  president  of  the 
company,  and  presented  with  a  gold 
wrist  watch. 

«  *  * 
Kayfetz-Hoskins  Form  Service 
♦Victor  Ka\fetz.  head  of  the  film 
production  company  of  the  same 
name,  and  Winfield  Hoskins.  re- 
cently T\'  Copy  Supervisor  of 
Needhani.  Louis  &  Brorby.  Chicago 
advertising  agency,  have  set  up  a 
new  service  to  advertising  agencies 
called  Creativision. 

Creativision  will  seek  to  function 
in  four  capacities:  creative  adver- 
tising consultation,  copy  writing  and 
art.  NYC  production  liaison,  and 
film  production. 

Though  a  separate  organization, 
the  new  service  will  be  closely  asso- 
ciated with  Victor  Kayfetz  Produc- 
tions. Inc..  and.  in  fact,  will  use  the 
same  staff,  facilities  and  office  — 
1780  Broadway.  New  York. 

*  *  * 
Masters  Sells  Boston  Studio 
♦  Maurice  Masters,  who  has  oper- 
ated the  .Master  .Motion  Picture 
Compan\  since  192.1.  has  sold  the 
business  to  Avner  Rakov.  former 
program  manager  of  radio  station 
WBZ  in  Boston.  Masters  will  pro- 
vide a  film  consultant  service  for 
business  users  of  film. 


64 


BUSINESS      SCREEN      MAGAZINE 


GUARANTEED 


for  films  that  meet  Steilhig's  stamliirds  as  sustaining  progiamsi 


^ 


Coverage  of  90^0  of  all  TV  stations 
and  markets  with  your  film! 

The  Sterling  Television  Co.,  Inc.  has  been  in  the  television 
film  business  since  1946.  A  pioneer  in  the  servicing  of 
films  to  TV  stations.  Sterling  and  its  sales  force  have  built 
a  reputation  of  unqualified  success  and  integrity. 

Now,  the  knowledge  and  ability  of  Sterling  is  available  to 
the  sponsored  film  field,  bringing  to  the  placement  of 
these  films  the  kind  of  intelligent  "sales  sense"  that  can  be 
developed  only  through  years  of  e.xperience  and  intimate 
knowledge  of  the  medium  and  its  requirements. 

Sterling  applies  this  experience  and  know-how  to  the  job  of 
placing  your  film : 

•    lis  THE  RIGHT  MARKET 


•  WITH  THE  RIGHT  AUDIENCE 

•  WITH  THE  MAXIMUM  COVERAGE 

Sterling's  special  syndication  programs  are  created  for 
your  film,  to  fulfill  your  objectives.  To  see  how  you  can  get 
the  maximum  television  use  for  your  film,  send  for  your 
free  copy  of  the  16  page  booklet,  "SYNDICATION  OF 
SPONSORED   FILMS   TO   TELEVISION    STATIONS." 

INDUSTRIAL    FILM    DIVISION 

STERLING  TELEVISION  COMPANY,  INC. 

205   EAST  43rd   ST.,  NE>V  YORK,  N.  Y. 


MAYTAG  COMPANY 
SOCONY-MOBIL  OIL  CO. 
ROCK  ISLAND  RAILROAD 
TAMPA  CHAMBER  OF  COMMERCE 
BRITISH  PETROLEUM  COMPANY 
COLUMBIA  GAS  SYSTEM 


PARTIAL   CLIENT  LIST 


RUDER  &  FINN 
C.  M.  BASFORD 
JOHN  PATTERSON 
FULLER  &  S.MITH  It.  ROSS 
BO  BERNSTEIN- 
JAMES  STEWART 


CUBA 

UNITED  NATIONS 

AUSTRALIA 

NORWAY 

NETHERLANDS 

TURKEY 


EFFECTIVE 
VISUAL  PRESENTATION 

will  carry 
YOUR  SALES  MESSAGE 

right  to  the 
POINT  OF  PURCHASE 


EXECUTIVE  NOTES 

Jamieson  Film  Company,  Texas 
Expands  Sales  Activities 

♦  Jaik  (;«Mi  lias  been  appointnl 
Southui'slciM  sales  reprrsenlative 
of  The  Jamieson  Film  (Company, 
Dallas.  Texas,  motion  picture  pro- 
ilucer.  He  will  work  with  the  com- 
pany s  clients  in  the  production  of 
industrial  and  sales  trainin;;  films 
and  television  films. 

Gwyns  appointment  is  part  of  a 
general  expansion  of  the  Jamieson 
Film  Company  which  next  year  ob- 
serves its  40th  anniversary.  Gwyn 


CONSULT  US  ON  ALL 
YOUR  FILM  PROJECTS 

We  bring  creative  plan- 
ning, expert  writing  and 
technical  skill  to  the  pro- 
duction  of  successful 
Sales  Training  and  Pro- 
motional film  projects. 

•  Motion  Pictures 

•  Slidemotion  Films 

•  Sound  Slidefilms 

•  Animatic  Filmstrips 

•  TV  Commercials 

•  Slide  Presentations 

•  Telops 

•  Vu-Graphs 

254  West  54th  Street 
New  York  19,  N.  Y. 
COIumbus  5-7620 


Need  Production   Service? 

♦A  detailed  listing  of  leading 
fihn  laboratories,  animation, 
music  and  similar  sources  for 
producers  and  sponsors  will 
be  featured  in  the  November 
issue  of  Business  Screen. 


'^J^^ 


J^. 


L'l 


JACK  GWYN 

has  been  acti\e  in  the  Dallas  ad- 
vertising picture  for  the  past  eight 
years.  He  has  been  directly  associ- 
ated with  the  motion  picture  field 
for  two  years  prior  to  joining  the 
Jamieson  Film  Company. 
«        *        ■^- 

Larr/  Wagner  to  Disney  in 
Expansion  of  16mm  Film  Sales 

♦  Larry  Wagner  has  been  placed  in 
charge  of  all  school  sales  for  Cali- 
fornia by  Walt  Disney  Productions' 
Non-Theatrical  Film  Division. 

In  joining  the  Burbank  studio. 
Wagner  replaces  Paul  Roelofs.  who 
in  turn  has  accepted  additional  re- 
sponsibilities for  over-all  adminis- 
tration of  the  Disney  16mm  oper- 
ation. 

This  appointment  brings  an  ex- 
perienced audio-visual  specialist  to 
the  Disnev  staff  and  marks  an  ad- 
ditional step  in  the  expanding  plan 
of  the  studio  toward  making  selected 
Disney  materials  more  readily  avail- 
able to  educational  film  libraries. 
»        *        » 

ATV  Films  Productions  In 
New  Long  Island  City  Studio 

♦F,xcculi\c  oHiccs  and  the  editing 
department  of  ATV  Film  Produc- 
tions. Inc.  have  moved  from  101)11 
Broadway.  New  ^  ork.  to  the  stu- 
dios at  35-01  Northern  Boulevard. 
Long  Island  City.  ATV  has  been 
operating  twi)  large  sound  stagi> 
at  the  Long  Island  City  site  for  the 
past  six  months  while  an  adjacent 
building  was  remodelled  to  accom- 
modate an  additional  stage. 


A  block  from  heart  of  Hollywood:  the  main  studio  of  Skinner  Productions. 

Skinner  Productions  Offers  Full  Sponsor  Service 


+  With  studio  facilities  at  6226 
Yucca  Street  in  Hollywood  now 
fully  equipped.  Skinner  Productions 
has  announced  a  full  range  of  spon- 
sor services,  from  creative  to  com- 
plete production  of  motion  pictures 
and  slidefilms.  standard  and  wide- 
screen,  in  color  and  black  and  white. 
Creation,  production  and  direction 
of  business  conference  and  closed- 
circuit  T\  presentations  are  listed 
by  the  company. 

The  main  sound  stage  at  Yucca 


Street  plant  is  110'  x  110'  x  40'  with 
a  second  stage.  4.5'  x  70'  x  40'  per- 
mitting simultaneous  production  of 
TV  spots  and  slidefilms.  Assisting 
Mr.  Skinner,  as  president  and  execu- 
tive producer,  are  Tom  Curtis,  in 
charge  of  production :  Arnold  Daly, 
general  sales  manager:  Albert  Kelley, 
in  charge  of  the  Commercial  Film 
Division;  Nelson  Gidding,  execu- 
tive story  editor  and  writer:  and 
Alan  Crosland.  Jr..  chief  film  editor, 
heading  up  the  staff.  Jf 


^AouaftaEbi 


FILM  CABINETS 


PROTECTS 

YOUR 

FILM! 


ALL 
STEEL 

MM-n9 
A  practical 
storage  cabi- 
net  for  ttie 
varied  film  li- 
brary. Holds 
400.800,1200, 
1600  (t.  reels; 
100  filmstrip 
cans  plus  util- 
ity drawer  in 
base.  Overall 
size:  30"  wide, 
70"  high,  16" 
deep. 

OVER 
SO  MODELS 


FILM   RACKS 

ALL  SliES-ALl  TYPES 
RK.250  Ishown)  Ideal 
lor  School  Filrr  Librar- 
ies. Seven  tiers  of 
Separator  Racks  hold 
250-400  feet  16mm 
reels.  Many  models  to 
choose  from. 


SEND  FOR  CATAIOG 


PRODUCTS     CORPORATION 
250  West  57th  Street     New  Yorlc  19,  N.  Y. 
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ONE-STOP  SOURCE  for  FILM  PRODUCTION  EQUIP! 


A  Profitable  All-Purpose  Film  Processor 


THE 

AUTOMATIC 

16mni 


BRIDGAMATIC  JR.  REVERSAL  assures  quality  pictures  in  min- 
utes— Spot  news  and  sports  events  can  be  shown  immediately 
after  they  occur.  The  Perfect  All-Purpose  Processor  at  a  price 
anyone  can  afford.  Reversal  speed  1000'  per  hour — also  does 
negative  and  positive  film.  Light-Tight  compartment  for  daylite 
operation,  8  stainless  steel  tanks,  completely  automatic  "Dry-to- 
Dry."  Ideal  for  TV  stations,  Photo-finishers,  Industrial  or  Docu- 
mentary Producers,  Universities,  Microfilmers,  Small  Labs.,  etc. 

MODEL  R  $1995 — includes  basic  Bridgamatic  features  such  as  overdrive,  ny- 
lon bearings,  air  squeegee,  built-in  drybox,  blower,  heating  elements,  400'  en- 
closed magazine  and  daylite  compartment. 

MODEL   RA   $2495 — Same  features  as  Model  R,  plus  continuously  variable 

speed  control    1200'  enclosed  magazine,  feed-in  and  take-up  elevators. 


!► 


TAKE  ADVANTAGE  OF  S.O.S.  TIME-PAYMENT  PLAN 

Trade-ins  Accepted  .  .  .  Send  List. 


Bliwping  Hnnd^  Auto  PaniUax 
Finder  icilii  Magazine,  Tripiul 


$.  O.  ST.  ka^  t/cuf  SeM  heai  ow 


The  All-NEW 
"AURICON  PRO-600 " 

l^or    16mm    \Jptical  ^ound-Kyn-ZJ-lim 

PROFESSIONAL  PICTURE  CAMERA  WITH  BUILT-IN  FEATURES 


"Auricon  Pio-«nir'  -.rilh  Sirii^lr- 
Leus  -C."  Mnnni.  T tit -finder 
Objective,  View  finder.  Magazine 


■^-^■'"AuricoTi   Pro-600"  u-ilh    Critical 
Gmund-Glass  foctisiTia,.  ^  frns  Tinrrt 


SPECIAL  OFFER  to 

AURICON-PRO 

OWNERS 

S.O.S.  will  accept  yaur  olil  camera 
as  a  trade-in  for  the  "ALL  NEW 
Aurlcon  Pro-600".  Time  Payments,  Too! 


■k  Self-blimped  for  completely 
quiet  studio  operation.  The  si- 
lent film  flow  of  The  "Auricon 
Pro-600"  is  proof  of  precision 
design.  Your  sound-recording 
microphone  never  picks  up 
"Pro-600"  Camera  noise! 

■k  600  ft.  film  Magazines  with 
Auricon-EIectromatic  Take-up, 
for  16  minutes  of  continuous 
"Talking-Picture"  filming. 

•*  Synchronous  Motor  Drive  for 


"Single-System"  or  "Double- 
System"  Recording. 

•k  Available  at  added  cost  is 
"Single-System"  equipment  for 
Optical  Sound-Track-On-Film, 
"C  mount"  Lenses,  Film  Mag- 
azines, View-Finders,  3-Lens 
Turret,  Critical  Ground-Glass 
Focusing,  Lens  Sun-Shades, 
Tele-Finders,  etc. 

•k  Sold  with  30  day  money- 
back  guarantee,  you  must  be 
satisfied! 


PRICES   START  AT  $1165 

Write  for  free  illustrated  "Alt  New  Auricon  Pro-600"  literature  and  prices. 


Z/he  department  J^ fore  of  the  f  f  lotion  f-^icture  JfnJuitru. 


S.O.S.  CINEMA  SUPPLY  CORP. 


Dept.  H,  602  WEST  52nil  STREET,  NEW  YORK  19,  N.  Y.      "".ffl  .926 

Phone:  PLozo  7-0440  Cable:  SOSOUND  ^^-^  =— 


HOLLYWOOD,    CALIF.    BRANCH    OFFICE  —  Dept.    H,    6331    Hollywood    Boulevard,    Hollywood    28  —  Telephone    HOllywood    7-9202 
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CRAIG  BIG  SCREEN  MOVIE  VIEWER 


•  Large  (3V4  x  41/4  in.)  hooded  screen 

•  Flat  field  projection  lens  and 
ground  &  polished  condenser  lens 

•  Rotating  optical  prism  shutter 

•  Stainless  steel  film  guide 

•  Left  to  right  film  travel 

•  Automatic  lamp  switch 

•  Built-in  frame  marker 

•  Focusing  and  framing  adjustments 

•  75  wott  projection  lamp 

'49.50  *°'  ^^  "^'"-  *"'  ^  ^^-  model 


above.  Take-up  and  Rewind  Reel 
Spindles,  Craig  Master  Splicer, 
Craig  =7  Film  Cement,  and  Carry- 
ing Case.  16  mm.  or  8  mm.  model. 
$79. .50  complete. 

CRAIG  PROFESSIONAL  EDITING 
EQUIPMENT- Consists  of  Craig 
Viewer.  Craig  Ma.ster  Rewinds 
which  accept  2000  foot  reels.  Craig 
Master  Splicer,  hardwood  mount- 
ing board,  and  Craig  Formula  -7 
Film  Cement.  16  mm.  model  only. 
$79.50  complete. 


No  need  to  darken  the  room  when 
you  use  this  brilliant  big  screen 
Craig  Movie  Viewer.  Ideal  for 
viewing  or  editing  mot  ion  pictures 
or  TV  films.  Easily  set  up  with 
Craig  or  other  standard  rewind- 
ing equipment.  Craig  complete 
editing  equipment  is  made  in  two 
models : 

CRAIG  PROJECTO-EDITOR-Portable 
motion  picture  viewer  and  editing 
outfit  weighing  lOVo  pounds.  Con- 
sists of  Craig  Viewer  illustrated 

Write    for    illuslroled    lileralure,    KALART,    PLAINVILLE,    CONN.    DEPT.      BS-9 


THE  BUSINESS  SCREEN  READER  SERVICE  BUREAU 
IS  NOW  SERVING  MORE  THAN  8,000  U.S.  FIRMS 
V/HO  USE  THIS  MAGAZINE'S   REFERENCE  KNOV^-HOW 


You  Asked  for  it- Here  it  is 


TWIN-SELECTROSLIDE 
WITH  96  SLIDE  CAPACITY 

Here's  an  unbelievably  versatile 
automatic  slide  changing  projector 
using  2x2"  slides.  'These  con  be 
mode  from  natural  color  or  block- 
ond-white  35mm  film).  Here's  projec- 
tion OS  you  won!  it— and  need  it,  with 
scientific  precision  and  occuracy. 


Behind  the  Production  Lines 


either  by  remote  control  or  set  outo- 
motic  controls,  to   run   continuously. 

SELECTROSLIDE  helps  you  sell 
ideas,  products,  facilities  ...  we  will 
be  glad  to  send  you  the  nome  of  our 
nearest  deoter  to  demonstrote  ttie 
new  TWIN-SELECTROSLIDE  or  any 
of  our  other  excellent  models.  Write 
for  illustrated  literature. 


#  Greater 
flexibility 
and  efficiency 

#  Can  be  used 
for  Stereo 
Realist  or 
Leico  Stereo 

#  New  control 
unit  mounted 
in  reor 

#  Endless  sound 
adaption 

is  possible 


YSpindler  &  Sauppe 
220)  Beverly  Blvd  ,  lot  Angeles  57,  Calif.,  Phone: 


ESTABLISHED  1914 
Dunkirk  9-1288 


SMPTE  Begins  Courses  on 
Film  laboratory  Techniques 

♦  I  hret*  (-(Hirers  of  instriutifiii  fm 
film  iiuliislry  tpclinicians  sponsorwl 
l)V  the  .SiiiietN  of  Motion  Picture 
Television  Ln^incers.  in  cooperation 
with  the  Liiiversity  of  California, 
are  underway  in  Los  Angeles.  The 
courses  represent  the  first  efforts  of 
the  SMPTE"s  Coniniittce  on  Educa- 
tion to  meet  the  growing  need  for 
trained  technical  people  in  the  mo- 
lion  picture  industry. 

I  hese  IH-week  seminars  in  ".Mo- 
tion Picture  Laboratory  Practice." 
"Uuplication  of  Color  Motion  Pic- 
tures," and  "lUuniinalion  Optics" 
grew  out  of  the  cooperative  efforts 
of  representatives  of  universities, 
labor  unions,  motion  picture  studios 
and  laboratories  to  bring  instruc- 
tion in  motion  picture  technology 
to  members  of  the  industry. 

Under  the  direction  of  Dr.  John 
G.  Frayne  of  Westrex  Corporation. 
SMPTE  president  and  chairman  of 
the  Education  Committee,  and  Sid- 
nev  P.  Solow  of  Consolidated  Film 
Industries,  chairman  of  the  Sub- 
committee on  Training  of  Film  Lab- 
oratory Technicians,  the  courses  are 
being  conducted  by  acknowledged 
experts  in  their  fields. 

The  courses  will  feature  William 
Gephart.  processing  director.  Gen- 
eral Film  Laboratories:  Alan  Gun- 
delfinger.  plant  administration. 
Technicolor:  Allen  Haines,  chief 
chemist.  Pathe  Laboratories,  and 
Donald  H.  kelh.  of  the  Technicolor 
research  staff. 

The  course  in  "Illumination  Op- 
tics" will  be  conducted  by  Ernest  W. 
Silvertooth.  engineer,  Librascope. 
Inc..  and  the  course  in  "Duplication 
of  Color  Motion  Pictures"  by  Rod- 
erick T.  Ryan,  quality  control  engi- 
neer, Eastman  Kodak  Company. 

«        *        * 

Circle  Film  Laboratories 
Completes  Expansion  for  Color 

♦  An  expansion  that  will  triple  color 
facilities  of  Circle  Film  Laboratories, 
\ew  York,  is  nearing  completion, 
according  to  Herbert  R.  PiLter. 
company  president.  Fred  Todaro  has 
been  appointed  as  head  of  the  de- 
partment. 

Todaro.  a  veteran  of  21  years  in 
the  film  laboratory  field,  is  a  special- 
ist in  color  processing  and  tpiality 
control.  He  designed  and  built 
several  pieces  of  equipment  now 
used  in  the  field,  such  as  negative- 
positive  developing  machines  for 
Eastman  Color  Film  and  machines 
for  printing  color  positive  film  with 
scene  to  scene  color  correction. 

2-4-hour  deliverv  service  on  work 
and  answer  prints  will  continue. 


Photographies   International 
New  Division  of  Wolff  Studios 

♦  Photographies  International,  a 
world-wide  service  to  bring  low-cost 
specialized  motion  picture  footage 
to  television,  theatriial  and  indus- 
trial film  producers,  has  been  estab- 
lished as  a  division  of  Raphael  G. 
Wolff  .Studios.  Inc..  of  Hollywoo<l. 
it  was  aimounced  recently  liy  Raph- 
ael G.  Wolff,  studio  president. 

The  new  company,  with  camera- 
men in  72  foreign  lands  and  in  key 
areas  of  the  I  nited  States,  will  de- 
liver film  of  any  length,  embracing 
anv  locale,  and  covering  any  sub- 
ject that  a  client  may  order.  The 
ser\ice  is  designed  to  make  im- 
mediatelv  available,  on  assignment, 
establishing  and  native-action  scenes 
for  every  possible  use  in  motion 
picture  and  TV  production. 

Concurrent  with  the  announce- 
ment of  Photographies  Interna- 
tional, the  \\(ilff  Studios  also  re- 
vealed that  its  vast  library  of 
domestic  and  foreign  stock  shots, 
acquired  over  the  period  of  twenty- 
five  vears  that  the  studio  has  been 
producing  business  and  industrial 
films,  will  also  be  available  to  pro- 
ducers of  all  types  of  motion  pic- 
tures. 

I5en  Munsey.  veteran  Wolff  pro- 
duction executive,  has  been  named 
managing  editor  of  Photographies 
International,  with  headquarters  at 
.5631  Hollywood  Boulevard.  Holly- 
wood. Calif.  S" 


For    16mm.    Film— 400'   to   2000'    Reels 

Protect   your   films 

Ship  in  FI6ERBILT  CASES 

Sold    t*   leading   deelert 


Onl, 

ir*nrT'  ffi 

bear 

oriqinal 

■  lll^ui  III 

fhli 

s^ — ^••"~-*.4j 

TRADE 

CdlVl 

SHIPPING 

M*«K 

68 


BUSINESS      SCREEN      MAGAZINE 


of  the  nation's  top  PR  executives  will  attend 


th      NATIONAL 

PUBLIC    RELATIONS 
CONFERENCE 

THE  AMBASSADOR,  LOS  ANGELES 
NOVEMBER  14-15-16 


RESERVE    EXHIBIT   SPACE 

Nowhere  -  but  nowhere  -  will  you  find  such  a  concentration  of  prospective  customers 
for  films  of  all  kinds  —  and  for  the  equipment  and  services  necessary  to  produce 
and  use  them  effectively. 

These  2,000  public  relations  executives  represent  clients  and  organizations  comprising 
the  bulk  of  America's  leading  companies,  industries  and  associations.  Thev  will  plan  and 
influence  the  purchase  of  many  millions  of  dollars  worth  of  films, 
equipment  and  services  in  1956. 

They're  important  people  -  to  you! 

Send  fof  this  fm  Btoehm 


it  tells  you. 


it  gives  you .. . 


WHO  WILL  ATTEND 


WHO  WILL  EXHIBIT 


FLOOR   PLAN  OF  EXHIBITS  AREA 

COST  OF  SPACE 

CHART  OF  AVAILABILITIES 

FULL  INFORMATION   FOR   EXHIBITORS 


Don't  Delay!  All  exhibit  space  on  "First  Come, 

First  Served"  basis!  Write,  wire  or  phone  TODAY  to.  _ 

Public    Relations    Society    of    America,    Inc 

2  W.  46th  St.,  New  York  36,  N.  Y.     .     W.  G.  Gatehouse,  Exhibits  Manager 
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How  TO  Sustain  and  make  most 
effective  use  of  the  new  record 
liifih  in  lliis  country's  church  en- 
rolhnent  is  a  primary  concern  of 
denominational  authorities.  The 
work  of  turning  the  fresh  memher- 
ship  into  an  active  religious  force 
is  a  labor  requiring  extensive  leader- 
ship. 

Application  of  audio-visual  tools 
in  the  enlistment  and  training  of 
leaders  for  church  activity  on  all 
levels  and  in  all  fields  was  the 
central  theme  of  the  12th  Inter- 
national Workshop  in  Audio-Visual 
Education,  conducted  at  Green  Lake. 
\^'isconsin.  September  3-9.  under 
the  auspices  of  the  Department  of 
Audio-Visual  and  Broadcast  Educa- 
tion of  the  National  Council  of 
Churches  of  Christ  in  the  U.S.A. 

15  Countries  Represented 
Attended  by  educator  specialists 
from  some  15  countries  and  29  of 
the  United  States,  the  workshop  ex- 
plored a-v  ways  to  develop  a  greatly 
broadened  and  belter  trained  leader- 
ship in  every  phase  of  church  work 
—  with  children,  youth  and  adults. 
in  family  living.  Christian  voca- 
tions, stewardship,  evangelism, 
school  administration  and  mission 
activities. 

Each  of  these  areas  were  dealt 
with  by  special  study  groups,  as 
were  various  skills  involved  in  the 
production,  distribution  and  effec- 
tive use  of  a  variety  of  audio-visual 
materials.  The  workshop  program 
was  conducted  with  the  aid  of  a-v 
tools  and  methods  —  motion  pic- 
tures, slides,  tapes,  charts,  role- 
playing,  skits.  Instead  of  lecture 
presentations,  '"buzz-sessions  drew 
on  each  member  to  speak  his  piece. 

"Equipment  Fair"  a   Feature 

The  workshop  also  was  the  scene 
of  conferences  between  Council  and 
denominational  leaders  and  pro- 
ducers and  distributors  of  audio- 
visual equipment  and  materials.  An 
"Equipment  Fair"  exhibited  recent 
advances  in  sight-sound  machinery. 

Church  use  of  "free"'  fihns  and 
current  religious  television  programs 
came  under  discussion.  Protestant 
churches  are  launching  two  new 
series  of  tv  programs  this  fall  and 
winter  and  are  developing  a  master 
plan  for  an  elaborate  Christian  edu- 
cation series  for  children  to  begin 
in  19.57. 

Previewed  at  the  workshop,  the 
two  new  series  are  Man  to  Man. 
sponsored  by  the  National  Council, 
and  The  Way,  sponsored  by  The 
Methodist  Church  for  release 
through  the  National  Council. 

Man  to  Man.  a  15-minute  series, 
starting  October  1.  will  feature  four 
Protestant  leaders:  Dr.  Ralph  W. 
Sockman,   New   York;    Dr.    Donald 


Using  Audio-Visual  Tools  to  Aid  Record  Church   Enroll 
ment  Primary  Topic  at  12th  Green  Lake  Workshop 


liarnliousc.  I'hiladclphia:  Dr.  l.ovii- 
Evans.  Los  Angeles,  and  Dr.  John 
A.  Redhead.  Greensboro.  N.C.  The 
shows  will  begin  in  different  sec- 
tions of  the  country  and  will  rotate 
every  13  weeks. 

The  ff'ov.  a  half-hour  dramatic 
series  on  the  Christian  gospel  of 
love,  with  a  different  cast  each  week, 
is  scheduled  to  begin  January  1. 

Hundreds  of  new  films  and  film- 
strips    were   previewed    during    the 


week  using  fifty  ihou^arid  (ll.lla^^ 
worth  of  eciuipment  supplied  by 
manufacturers. 

Architectural  Problems  Reviewed 
A  timely  sidelight  during  the 
workshop  was  a  study  of  the  impli- 
cations of  audio-visual  techniques 
and  requirements  on  church  archi- 
tecture. Modern  trends  in  church 
construction  present  the  same  prob- 
lems as  current  public  school  con- 


®^  /f^oaneec/a 
lOVIE  PROJECTOR/ 


^'  Cx/^6^    ^^»<i^    C^iUzA^  Ot^  .O-n^^^iJJy^ 
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IN   1  5    YEARS  ...  NO   ONE   HAS   DUPUCATED   THE 
MOVIE-MITE  ...  IN   WEIGHT,  SIMPLICITY,   OR   PRICE 

for   information   write   >o  .  .  . 


i 


-LiL     i 


THE  CALVIN   CO. 

1105  TRUMAN   ROAD 
KANSAS  CITY  6.  MISSOURI  —  HA.  1230 
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Dr.  Louis  H.  Evans,  noted  minister-lecturer,  ap- 
pears in  the  "Mon  to  Man"  television  series. 

struction  —  involving  as  they  do 
extensive  use  of  glass  and  steeL 
Lighting,  acoustical  and  ventilation 
problems  created  by  new  fashions  in 
institutional  construction  must  be 
quicklv  solved  so  that  architects  can 
adapt  building  plans  to  the  ex- 
panded use  of  today's  teaching  tools, 
members  were  warned. 

"The  half  billion-dollar-a-year 
new  church  building  program  is  in 
jeopardv  of  being  outdated  before 
construction  is  completed  if  Chris- 
tian education  leaders  and  architects 
fail  to  take  into  consideration  basic 
requirements  for  integral  audio- 
visual techniques." 

Thus  was  the  situation  stated  by 
The  Rev.  S.  Turner  Ritenour,  Phila- 
delphia. Since  over  50%  of  this 
multi-million  dollar  church  expan- 
sion goes  for  educational  facilities, 
budget-minded  individuals  should 
be  encouraged  to  know  that  no  ad- 
ditional spending  is  required  to  keep 
up  with  electronic  progress  through 
careful    advance    planning,    it    was 

pointed  out.  W 

*  •        * 

Exploitation  of  Indians 
Depicted  in  Missionary  Film 

♦  Contemporary  exploitation  of  the 
.\merican  Indian  is  dramatized  in 
Indian  American,  a  new  Cathedral 
Films  release  produced  b\  the  Rev. 
James  F.  Friedrich. 

The  40-minute  motion  picture  is 
the  story  of  Brother  David  Givings. 
a  missionary  who  brings  the  mes- 
sage of  Christ  to  white  Americans 
who  have  exploited  the  Indians  as 
well   as  to   the   Indians  themselves. 

Indian  American  is  designed  pri- 
inariK  to  meet  the  domestic  mission 
theme  for  Protestant  churches  in 
1955-56.  It  was  photographed  on  lo- 
cation in  the  heart  of  the  -Navajo 
countrv.  Television  actor  Hugh 
IVaumont  portrays  the  missionary. 
The  film  was  written  by  Don  John- 
son and  directed  by  Jan  Sadlo. 

•  •        • 
Slidefilm  Guide  Available 

♦  \  I'Ci.'v.iO  ediliiin  of  the  Souml 
>lia.-filni  Guide  is  available  from 
tin-  Dukane  Corp..  St.  Charles.  Ill- 
at  Sl.OtI  per  copy. 
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Wachrne  Track-loyer  of  tomorrow  wil 
enable  troins  to  ride  foster,  more  smoothly. 

Look  Into  the  Future: 

(continued  from  page  33  I 
if  gadgets  to  take  the  drudgery  out 
jf  their  preparation.  Things  like 
Packaged  foods  with  a  chemical 
leating  unit  right  in  the  carton: 
'Icctronic  computers  to  speed  the 
lousewife  through  the  super-market 
;heck-out  line:  wall-contained  gas 
ooking  units:  electronic  exhaust 
ans  to  whisk  cooking  odors  away, 
md  other  time  and  trouble  saving 
narvels. 

The  world  of  transportation  has 
I  "space  ship"  touch  to  it.  even  on 
he  ground.  Atomic-powered  auto- 
nobiles  and  locomotives  will  carr\ 
omorrows  travelers  with  speed  and 
omfort,  while  atom-driven  trucks 
vill  haul  the  nation "s  supplies  over 
ipecial  truck  lanes  on  super  high- 
vays.  The  jet-liner  and  the  "flying 
■aucer  will  make  a  transcontinen- 
al  trip  seem  like  a  commuter  hop. 
md  a  weekend  sojourn  to  Paris  or 
fokyo  can  be  a  common  affair. 

In  full  color,  these  and  the  many 
)ther  glimpses  of  the  world  of  1975 
eap  into  a  realism  that  is,  rela- 
ively  speaking,  just  around  tomor- 
ow's  corner.  They  form  a  fine  testi- 
nonial  to  the  imagination  and  pro- 
luctive  power  that  are  part  and 
jarcel  of  our  free  enterprise  econ- 
)my.  And  the)  combine  into  an 
doquent  explanation  of  the  need  for 
preserving  the  freedom  of  our  busi- 
jess  system. 

'  Prints  of  People.  Products  and 
'rogress:  1975  are  available  from 
be  Chamber  of  Conmierce  of  the 
i.S.,  1615  H  Street.  Washington  6. 
).C.  They  may  be  purchased  for 
125,  or  rented  for  seven  days  or 
"ss  at  SI  5.  B" 


Ptintm  »/  O'ulincfin  fiet-puss 

TYPE  TITLES 

Sim  ^  I93S 

Will,  1,1  nil  lit,  h„i 

Knight  Title  Service 

Ultfh,,:  WAiUtt  *-66lt 


xi u_-4 a n^^JL. 

DELUXE 


The   only    lu\ur'. 
in     the     medium 
field — wiih  njruinuous 
height      ad)ustabilio' 
no-tear  roller  pocket, 
automatic   leg   open- 
ing   and    glistening 
chrome    end    caps. 


sizes  from  30" 
'  fo  70"  X  70" 


Ad  outstanding  all  purpose  wall  and  ceil- 
ing screen  at  an  economy  price  .  .  ,  for 
semi -permanent  and  pern^anent  installa- 
tion. In  II  sizes  .  .  .  30"x40"  to  72"x96". 


W<>dd  'S6' 


The  simplest  and  most  efficieai 
large  audience  wall  and  ceiling 
screen  of  its  type  and  size — in  8 
sizes  from  6'  x  8'  to   12'  x   12'. 


E^  ADI  AISIT 


screenmaster 


The  world's  finest 
glass  beaded,  porta- 
ble rcreen  .  ,  .  with 
mildew-proof  Vyna- 
ilcct  labric  and  au- 
tomatic "tip-toe"  leg 
opening.  Modern, 
"Teardrop"  design 
case;  "Easy-Glide" 
Roller  Aaion.        ^ 


In  8  siies  from  30" 
X  40"  to  70"  X  70" 


R..a.DI  AMT 


coformaster 


For  magnificent  col 
or  and  stereo  projec- 
tion. New  Color- 
Fleet  fabric  and  new 
instant  tensioning 
and  automatic  safety 
roller  lock  guaran 
tees  flat,  tight  pro 
jection  surface! 


UAMv  I  Lf  vifhat  you  need 
in  projection  screens! 


> 


No  matter  what  type  of  Projection  Screen  you  need  —  portable 
tripod,  wall,  wall-ceiling,  table  or  wide  screen  —  Radiant  can  furnish 
it  in  a  wide  variety  of  sizes  to  meet  your  exact  requirements. 

Radiant  is  not  only  the  world's  largest  maker  of  Projection 
Screens  —  but  also  the  producer  of  the  most  complete  line  of  screens 
available  anywhere! 

You  will  find  in  the  Radiant  Screen  of  your  choice  the  rugged 
durability,  the  ease  of  operation  —  plus  the  most  advanced  reflective 
fabrics — that  experience,  research  and  manufacturing  skill  can  produce. 

For  complete  specifications  and  prices,  write  today  for  the 
latest  full-color  illustrated  Radiant  Catalog  and  free  Radiant  Prq;_ 
jection  Charts. 
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RADIANT  MANUFACTURING  CORPORATION 

1225    S.  TALMAN  CHICAGO  8,   ILLINOIS 


WIDE 
SCREENS 

There  is  now  avaiiabie  a  full  line  of 
Radiant  Wide  Screens  foi  l6mm.  projec- 
tion —  in  Tripod,  Lace  and  Grommet 
(as  illustrated),  Wall  and  Wali-Ceiling 
Models.  These  wide  screens  embody  every 
feature  for  the  effective  presentation  of 
the  new  wide  screen  films. 
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NEW  AUDIO-VISLAL  EQUIPMENT 


Recent    Equipment    Developments   for    Production    and    Projection 


It  Sells-     . 
On  Sight    \ 

THE  COMPLETELY  ^ 

DEPENDABLE  SALESMAN 

SELLING  YOUR  PRODUCT- 

YOUR  STORY-ENDLESSLY  Performs  in 

WITHOUT  SUPERVISION  "  lighted  room 

•  Self-contained  speaker  •   Self-contained  screen 

•  800-foot  continuous  film  reel  •  Pre-threoded  film 
Direct  sales  are  easier  .  .  .  promotion  more  potent  .  .  .  training  work 
simpler  .  .  .  operating  costs  dramatically  lower  with  the  Busch  CINE- 
SALESMAN  I6mm  continuous  movie  projector  on  your  staff.  Hundreds 
of  CINESALESMAN  projectors  are  now  selling  for  scores  of  national 
concerns  everywhere.  Look  for  the  CINESALESMAN,  it's  sure  to  catch 
your  eye  and  ear  at  conventions,  sales  presentations,  displays,  point  of 
sale  locations,  trade  shows  ...  in  fact,  anywhere  and  ever\^vhere  that 
sound  and  motion  are  combined  for  more  effective,  potent  sales  impact. 
Color  or  black  and  white,  sound  or  silent,  any  1 6mm  film  works  al- 
ways in  the  CINESALESMAN  ...  and  the  Busch  CINESALESMAN 
alwavs  works  for  voul 


BUSCH    FILM    & 

212  South  Hamilton  Street 


EQUIPMENT    COMPANY 

•  Saginaw,  Michigan 


Mark  II  Shutter  Conversion 
Kits  for  Victor  Projectors 

♦Because  market  tt>t>  ha\c-  ^hu^^M 
that  51%  of  16mm  sound  projectors 
sold  in  recent  months  have  been 
equipped  with  a  two-interruption 
shutter,  the  Victor  Animatograph 
Corporation.  Davenport.  Iowa,  has 
introduced  the  Mark  II  Shutter  Con- 
version Kit  for  its  complete  line  of 
16nim   projectors. 

Recommended  for  use  where 
light  interference  and  large  screens 
are  a  problem,  the  Mark  II  Shutter 
is  a  two-interruption  mechanism 
which  breaks  the  light  beam  48 
times  per  second  at  sound  film 
speed.  The  light  increase  is  38Cf 
over  the  three  interruption  type 
shutter  used  on  previous  models  of 
Victor  projectors,  which  breaks  the 
beam  72  times  per  second  at  sound 
film  speed. 

The  Mark  II  Shutter  conversion 
Kit  now  is  available  and  can  be  in- 
stalled by  Victor  service  centers 
throughout  the  world.  All  Victor 
sound  projectors  now  being  sold 
have  the  Mark  II  Shutter  as  option- 
al equipment  at  no  increase  in  cost. 
«-        ,r        * 

Blue  Ceramic  Top  Lamp  Adds 
Brilliance  in  Projection 

♦  A  ceramic  blue  top  lamp  for  slide 
and  motion  picture  projectors  has 
been  developed  by  Sylvania  Electric 
Products  Inc. 

The  "Blue  Top"'  projection  lamps 
ceramic  finish,  bonded  to  the  glass, 
is  said  to  concentrate  maximum 
light  opposite  the  lens,  creating  a 
brighter,  clearer  image  on  the 
screen.  The  blue  ceramic  "bonnet ' 
is  baked  on  and  will  not  chip, 
scratch,  peel,  or  flake. 


CFI  Electronic  Invention 
Gives  Accurate  Scene  Count 

♦An  electronic  ilc-\  i(  i-  \shich  per- 
mits accurate  scene  counting  during 
inspection  screening  of  16nim  or 
.3.inun  film  has  been  announced  by 
Consolidated  Film  Industries.  HoUy- 
wo(jd.  Ted  Hirsch.  .S.Snnn  laboratory 
superintendent,  originated  the  new 
scene-count  method  which  is  being 
patented  by  CFI. 

.According  to  Hirsch.  the  scene 
counter  will  enable  CFI  personnel 
and  customers  to  identify  every 
scene  by  number  in  order  to  record 
on-the-spot  suggestions  for  correct- 
ing subsequent  re-printing. 

During  printing,  the  clear  edg| 
side  of  the  film  is  purposely  fogge 
where  scene  changes  are  indicaU 
causing  a  thin  black  mark  to  appeal 
at  the  beginning  of  each  scene.  A 
photo-electric  scanner,  mounted  on 
the  projector  for  this  purpose,  scans 
the  clear  edge  while  the  print  is 
being  screened.  As  each  fogged  strip 
passes  the  scanner,  the  accompany- 
ing scene-change  is  recorded  in  full 
view  on  an  illuminated  counting 
device  located  below  the  screen  in 
the  projection  room. 

^  ij  * 

Bridgamatic  Developing  Unit 
Takes  Reversal  Emulsions 

♦  An  "all-purpose"  automatic  devel- 
oping machine  which  handles  rever- 
sal processing  has  been  announced 
b\  S.O.S,  Cinema  Supply  Corp,  The 
Bridgamatic  Jr„  Type  RA.  takes  th« 
new  pre-hardened  emulsions,  includ- 
ing Eastman  Tri-X  reversal,  now 
being  released  to  the  trade, 

Bridgamatic  RA  features  a  vari 
able  speed  control  allowing  changei 
in  developing  time  from  1,5  to  IJ 


B  &  H  Accelerates 
Professional  Lines 

♦  \*;'ith  the  consolida- 
tion of  the  Bell  &  How- 
ell Company  s  profes- 
sional equipment  and 
instrument  division  in 
new  quarters  at  Skokie, 
111.  (  near  main  plant  at 
Lincolnwood  I ,  new  em- 
phasis is  being  placed 
on  development  and 
manufacture  of  special- 
ized equipment,  James 
I,,  Wassell,  formerly 
with  Ansco,  has  been 
appointed  coordinator 
of  the  new  product 
group,  under  George  L. 
Oaklev,  division  man- 
ager. 


nimalion 


eii^ice 


SERVING  THE  ART 

AND 
ANIMATION  NEEDS 

OF 

MOTION   PICTURE 

PRODUCERS 

£XClUS/VEir 

• 
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EAST  CHICAGO  AVE, 
CHICAGO  11,  ILL 

• 
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PETER  A.   BUTZEN 
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The  Bridgamatic  Jr.,  Type  RA 

iiinutes  and  will  process  at  the  rate 
if  12UU  feet  per  hour  at  normal  tem- 
jerature.  A  light-tight  seelion  en- 
closes the  first  four  tanks.  Cantilever 
onstruetion  permits  easy  cleaning 
md  maintenance.  Standard  equip- 
iient  includes  a  fee-in  elevator.  1200 
oot  da\  light  magazine  and  such 
)ther  Bridgamatic  features  as  stain- 
ess  steel  tanks,  air  squeegee,  air 
igitation  for  bleach  lank  and  self- 
•ontained  plumbing. 

.Among  recent  Bridgamatic  instal- 
ations  are  those  at  the  Lnited  States 
Saval  Microfilm  Laboratorv.  L.  S. 
'liaval  Research  Laboratorv-  Indi- 
ina  Iniversity.  Esso  Standard  Oil 
Company.  IBM  Corp..  and  the  I  .  S. 
^ublic  Health  Service.  Several  tele- 
ision  stations  have  acquired  the 
mit.  The  I .  S.  Treasurv  Dept.  has 
3  Bridgamatics  in  disbursing  of- 
ices. 


QuJkfJM 

FILM   SHIPPING   CASES 


Did  you  ever  consider  the  mileage 
per  dollar  you  get  out  of  a  shipping 
case?  We  have!  That's  why  we've 
built  these  new  cases  with  more 
than  usual  care.  They're  made  of 
best  quality  non- vulcanized  fibre, 
strongly  fabricated,  and  reinforced 
with  steel  corners.  Here  is  low- 
priced  protection  for  )Our  films  in 
transit.  Also  available  in  hard  vul- 
canized fibre. 

See  your  nearest  dealer  or  write 
direct  to   manufacturer  for   catalog. 

WM.   SCHUESSLER 

341    W.    SUPERIOR    ST. 
CHICAGO    10,    ILLINOIS 


Bell  &  Howell  70-DR  Camera 
Features  Operational  Ease 

*  Operating  convenience  and  im- 
proved styling  are  features  of  Bell 
&  Hov\eirs  latest  addition  to  its 
series  of  16mm  model  70  cameras. 
The  new  unit.  70-DR.  features  a 
coupled  viewfinder  and  lens  turret. 
\VTien  rotating  the  lens  turret,  each 
corresponding  viewfinder  objective 
is   quickly   and   automatically   posi- 


Bell  &  Howell  70-DR  Camera 

tioned.  thus  eliminating  the  possi- 
bility of  a  user  forgetting  to  rotate 
the  viewfinder  when  changing 
lenses. 

A  satin  chrome  name  plate  and 
satin  chrome  finish  on  the  newly 
designed  door  handles  enhances  the 
camera's  appearance.  The  handles 
])erniit  easier  operation  of  the  door 
latch. 

The  70-DR  retains  all  the  fea- 
tures of  its  predecessor,  the  70-DL, 
including  seven  camera  speeds,  a 
22-foot  film  run,  three  lens  turret. 
100-foot  capacity,  forward-reverse 
hand  crank,  a  positive  viewfinder 
system  and  lenses  ranging  from 
10mm  to  six  inches  in  focal  length. 

The  new  coupled  turret  and  view- 
finder  can  be  added  to  existing  70-D 
series  cameras  at  the  factorv. 

»  *  # 
Viewlex  Shows  Project-O-Matic 
2x2  &  Bantam  Slide  Projector 
♦Viewlex.  Inc.  has  introduced  the 
new  Project-O-Matic.  300  watt, 
motor  fan  cooled,  automatic  2x2 
and  bantam  slide  projector  which  is 
all  self-contained,  with  a  built-in 
automatic  slide  changer  and  slip-on 
aircraft  luggage  type  case. 

The  Project-O-Matic  is  construct- 
ed of  all  aluminum  high  pressure 
castings,  and  finished  in  a  two-tone, 
hardened  and  baked,  wrinkle  finish. 

Projection  of  slides  is  full  for- 
ward or  reverse.  When  projection 
in  sequence  is  desired,  each  slide 
is  first  moved  into  projection  posi- 
tion and  then  returned  to  its  proper 
tray  slot  and  the  next  slide  auto- 
matically projected.  A  visual  "slide 
selector  window"  is  convenientlv 
located  for  quick  selection  of  any 
slide  in  the  numbered  trays. 

The  trays  accomodate  30  slides 
(CONTINUED     ON     THE    NEXT     PAGE  I 
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THE     EIFFEL     TOWER 
TO    95th    STREET? 


. . .  FILMWAYS  did,  with  a  new  35  mm  Bell  &  Howell 
Background  Process  Projector.  Your  needs  may  not  de- 
mand the  Eiffel  Tower  as  a  background  but  through  "rear 
projection"  FILMWAYS  can  help  you  produce  right  in 
New  York,  background  action  of  any  scene,  any  season, 
any  sport... for  your  T.V.  film  commercials. 

Permit  your  creative  efforts  the  freedom 
which  only  rear  screen  projection  offers. 
Further  information  on  request. 

FILMWAYS 

INCOSfORATED 


241      W.      54lh      ST.,      NEW     YORK      t9,     N.     Y. 
Plaza       7-3396 
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•  DOCUMENTARY 
•TRAVEL 

. SPORT 

•  CONSERVATION 
•WILDLIFE 


CHELMSFORD 
MASSACHUSETTS 


"The  Finest  In  Outdoor  Films" 


GIVES  YOU  THE  IMPACT,  MOVEMENT  AND  FLEXIBILITY 
OF  MOTION  PICTURES  ON  A  SLIDE  PRESENTATION  BUDGET 


Celloinatic  offers  you  a  complete  visual  staff.  Art, 
color  photography,  photo  processing,  typography  and 
creative  production  departments  are  all  under  one 
roof.  This  insures  your  sales  meeting  the  ideas,  eye 
appeal,  visual  impact  and  professional  showmanship 
it  must  have.  ■^■^.», 

..       T( 

CELLOMATIC  CARBON  ARC 
PROJECTION 

Front  or  rear  screen  ^^ 

Sizes  up  to  15'-20'  ^^^B 

^       ,.    .. 


<  CELLOMATIC  FILM 
>  SLIDES 


■^4 


.  VU'GRAPH 

.  SLIDE  FILMS 

>  SALES  TRAINING  AIDS 

I  STAGING  SPECIALISTS 


IVrile  for  information  today. 
Better  yet,  see  Celtomotic 

in  nrtion  nt  .  .  . 


NEW  PRODUCTS: 

(continued  from  PRECKDINC  I'.\CEI 
in  any  type  of  mount,  intermixed  if 
ilosired.  A  huill-in  storage  eompart- 
iiient  houses  an  extra  tray,  making 
a  total  of  60  slides  filed  with  and 
read)  for  irnniediate  projection  in 
the  Projecl-OMatic.  There  is  a 
compael  "luek  away  conipartnient" 
for  the  cordset.  eliminating  loose 
and  dangling  cords. 

Equipped   with   a  n   inch   Luxtar 
f.1.5   lens,   th,"   Projecl-O-Matic   will 


Viewlex  Project-O-Matic 

also  accommodate  a  S  inch  f2.8 
lens.  A  shutter,  coupled  with  the 
automatic  changing  device  elimi- 
nates all  light  on  the  screen  between 
slides,  making  projection  comfort- 
able, easy  on  the  eyes. 

The  Project-O-Matic.  with  f3.5 
lens  and  complete  with  case  and 
one  tray  lists  at  .§.59.9.5.  The  12.8 
lens  is  available  at  S9.00  more.  As 
is  usual  with  all  Viewlex  products, 
the  Project-O-Matic.  is  backed  with 
a  ""Lifetime  Guarantee. 

Elgeet  Telephoto  Lenses 

for  16mm  Cameras  Announced 

♦  Bearing  a  new  Elgeet  Opical  Com- 
pany trade  name  is  a  new  Ameri- 
can-made 3X  telephoto  movie  lens 
for  16mm  cameras.  The  Cine-Navi- 
tar  75nim  (3")  f  1.9  has  a  focusing 
mount  which  allows  focus  as  close 
as  3  feet.  Its  click-stop  diaphragm 
stops  down  to  122.  Hard-coated,  it 
takes  series  VI  filters  and  fits  all 
standard  "'C"  mount  16mm  motion 
picture  cameras. 


The  Earphone  Aggregote  Box 

Audio-Master  Aggregate  Box 
Distributes  Sound  to  Headsets 

♦  "Earphone    Aggregate     Box. 
new    attachment    which    distril  i 
sound    to    individual    headsets,    ha;  i 
been     introduced     by     the     Audio   I 
Master  Corp.,  New  York. 

The  implementation  of  thi-  .il 
tachment  makes  possible  the  u^i  " 
eight  headsets  for  individual  ru 
phone  listening.  It  can  be  used  ir 
conjunction  with  any  record  n 
transcription  player,  tape  reccT'l' 
or  radio  receiver  which  has  a  dc 
tachable  loudspeaker  or  a  spir  ia 
jack  for  earphone  use.  The  uiiii  i 
housed  in  a  compact  metal  case  aiii 
covered  with  a  bakelite  top.  makirij 
it  easv  to  manipulate.  -\  lOfno 
extension   cord   completes  the   unit 

Sonic  "Language  Master"  Aid 
for  Speech,  Vocabulary  Study 

♦  .Applicable  to  ahnost  all  phasic  >■ 
language  learning  is  a  new  audi" 
visual  device  being  distributed  !■ 
McGraw-Hill  Book  Company. 

A  portable  sound  reproducer,  th 
■"Language    Master."    presents    th 
human  voice  from  record  member  I 
which  are  coated  cards  containini  ) 
words  or  phrases   or  sentences  re  i 
corded  on  a  magnetic  sound  strip  ) 
Words,  phrases  or  sentences  can  b  i 
selected  from   a  file,  heard   in   an; 
chosen    sequence    and    repealed    a 
often  as  desired.  The  accompanyini  j 
printed  material  can  be  studied  vis  , 
uallv  as  the  sound   is  heard.  Ton 


CELLOM.VITC  CORP.        756   SEVENTH   AVE.,   NEW   YORK   19,   N.Y. 

•PATENTED    B*    HOWEIL-BOGIN    STUDIO,    INC.  PLaza    7-7895 


Mitchell  Rep  In  N.Y. 
Is  Charles  Austin 

♦  Eastern  producers 
needing  technical  data 
and  other  information 
on  Mitchell  cameras  and 
accessories  may  now  con- 
tact the  conipanys  tech- 
nical representative. 
Charles  .Austin  at  PLaza 
7-6812  in  that  city.  His 
Manhattan  address  is  127 
West  .50th  Street.  New 
York  City  19.  Mitchell 
Camera  Corp.  headquar- 
ters are  at  666  \^  .  Har- 
vard St..  Glendale  4. 
Calif. 


for  tHose  who  wont 


*films 


of  distinction 


SAM  ORLEANS  PRODUCTIONS 

— EXPIRIENCE    SINCE  '  1914— 

311  w.  Cumberland 

^<'     knoxvllle,  tcnn. 

/'  116  n.w.  and  street 

eklahema  clljr,  ekla. 
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Old  volume  knobs  are  the  only  con- 
rols  used. 

Five  series  of  cards  will  be  avail- 
|ble  with  the  instrument  for  use  in 
peech  courses  in  schools  and  col- 
;;ges  and  in  speech  correction  clin- 
gs and  remedial  centers.  The  se- 
ies  include:  "Vocabulary  Builder 
eries."  "W  ord  Learning  Picture 
eries."  "Language  Stimulation  Se- 
es." "English  Development  Series." 
rid  "Sounds  of  English  Series." 
i  Additional  series  are  being 
Janned  for  foreign  language  in- 
ruction  and  for  specialized  train- 

ig  in  language  and  nomenclature. 
I  *       *        * 

nsco  Now  Supplying  High 
peed  16mm  Daylight  Film 

Anscochrome.  Ansco's  new  high- 
iricl  color  film,  now  is  being  sup- 
iied  in  16mm  daylight  type  motion 
icture  film.  Anscochrome  movie 
Ini  has  an  exposure  index  of  32. 
is  supplied  in  30  foot  maga- 
:nes  and  100  foot  rolls. 
Availability  of  this  fast  reversal 
aterial  will  open  new  opportunities 
r  picture-taking  of  a  qualitv  not 
ntainable  with  slower  motion  pic- 
Ire  film,  the  manufacturer  points 
(t. 

Because  of  its  high  speed.  Ansco- 
<rome  allows  for  better  pictures  in 
(iimer  light,  while  permitting  use 
<  smaller  lens  openings  for  greater 
(pth  of  field.  This  will  be  appreci- 
i'd  in  close-up  work  or  in  the  use 
(  long  focus  lenses.  The  film's  high 
s  ?ed  also  allows  for  a  wider  selec- 
t  n  of  subjects  and  enables  action 
t  be  shot  in  slow  motion  at  high 
f  ime  speeds. 

Anscochrome  movie  film  has  a 
V  de  exposure  latitude,  high  color 
f  elity  through  the  complete  tonal 
rige.  and  pictures  get  uniformlv 
drker  as  exposure  is  decreased, 
uiformly  lighter  as  exposure  is  in- 
cased.  it  is  claimed.  There  is  no 
s  ft  in  color  balance.  This  is  called 
'■)lor  curve  conformity." 

Prices  of  daylight  type  16mm 
/Iscochrome  cine  film  are:  .50  foot 
nlgazines  — 86.9.5:  100  foot  rolls 
S10.40.  Processing  is  included  in 
tl  purchase  prices  and  may  be 
die  at  Ansco  Color  Laboratories. 


Peer-Renu  Film  Process 
Meets  Shrinkage  Problem 

SHRINKAGE  of  old  negatives  and 
other  material  used  in  duplicat- 
ing presents  serious  problems  for 
printing.  I  p  to  recent  years  it  was 
generally  believed  that  nothing 
could  be  done  to  remedy  the  con- 
dition. 

For  optimum  results  in  printing, 
lengthwise  shrinkage  of  negatives 
should  not  exceed  0.3*"^.  Shrinkage 
in  excess  of  that  results  in  imper- 
fect focus  and  hence  less  than  per- 
fect definition  in  the  prints.  \S  hile 
negative  shrinkage  up  to  0.6'~f  will 
])ermit  the  making  of  prints  accept- 
able for  most  purposes,  negatives 
shrunken  beyond  that  point  will 
produce  prints  not  too  satisfactory 
in  definition. 

Where  negative  shrinkage  exceeds 
l'~f.  prints  will  not  only  be  of  poor 
quality  but  there  is  also  a  risk  of 
damage  to  the  negative.  The  extra 
strain  put  on  the  shrunken  negative 
by  the  sprockets  of  the  printer  may 
tear  perforations. 

In  1949.  the  Peerless  Fibn  Proc- 
essing Corporation  introduced  the 
Peer-Renu  process  to  meet  these 
problems.  In  the  years  since,  the 
process  has  been  of  much  value  to 
film  sponsors  in  salvaging  material 
that  otherwise  would  have  been 
hopeless  or  at  best  difficult  to  dupli- 
cate, either  economically  or  artistic- 
ally. It  has  been  of  especial  help  in 
the  television  field. 

Peer-Renu  has  been  successful!), 
applied  not  only  to  35mni  and 
16mni  negatives  but  also  to  color 
originals  and  to  masters,  black  and 
white  reversal  originals,  and  even 
prints  that  were  the  only  extant 
material  available  for  duplicating. 

Peer-Renu  has  succeeded  in  bring- 
ing the  percentage  of  shrinkage 
down  well  within  acceptable  toler- 
ances for  continuous  contact  print- 
ers. In  some  instances  shrinkage  has 
exceeded  2.5'~f  and  has  been 
brought  down  to  almost  normal  for 
duplicating   material.  9" 


COLOR  SLIDEFILMS 

FOR  INDUSTRY 

COLOR  FILMSTRIPS 

FOR  EDUCATION 

pecialized  equipment  and  the  know-how  of  a  group  of  specialists  who 
ave  worked  together  in  producing  over  550  color  films.  If  you  want 
complete  production  or  require  specialized  assistance  on  any  production 
roblem,  contact  Henry  Clay  Gipson,  President  .  .  . 

ILMFAX  PRODUCTIONS,  10  E.  43,  N.Y.  17,  N.Y. 


economical  •  professional 
motion   picture  production 

FILM  ASSOCIATES 

OF  MICHIGAN 


610    NORTH    WOODWARD    AVENUE 

BIRMINGHAM.   MICHIGAN 

TELEPHONE     MIDWEST     4-3619 


ASSOCIATED      STUDIOS      IN 


DETROIT 


CHICAGO 


NEW  YORK  -  BALTIMORE 
W  ASH  I  NGTON  -  ST.  LOUIS 
NEW  ORLEANS  -  HOU  STON 
SAN   FRANCISCO   -   LOS  ANGELES 


JAMES  E.  MacLANE 

EXECUTIVE      PRODUCER 


2  0       year 
experience 


filr 


e  s  s  1  o  n  a  I 
production 


^'"  For  the  finest  quality  in  ^ 

16MM  COLOR  PRINTS 

Come  to  Hollywood  Film... 

rfte  lentfinj  Film  lot  s/ncc  IW! 


The  OLDEST  16nim  Film  Laboratory 
is  now  first  with  the  NEWEST/ 

Hollywood  Film  offers  the  newest  focilifies 
in  the  t6mm  field,  with  odvonced  methods  ond 
special  equipment  thot  enoble  us  to  offer 
quolify  ond  service  unequoHed  onywhere. 
Included  among  our  new  editing  services  ore 
zero  cuts  ond  vorioble  length  dissolves  from 
12  to  96  frames  to  provide  perfect  fodes  ond 
dissolves,  without  cutting  the  originol  scene. 


COMPLETE  16niin 
Laboratory  Service... 

•  Reduction  and  ConlocI  Printing 

•  Negative  Developing  ond 

Reversal  Processing 

•  Release  Prints  in  Color  or 

Black-and-white 

•  Kodachrome  Duplicating 

•  Shipping  i  Receiving  Service 

•  Free  Projection  Service 

•  Free  Edtting  Rooms  ond 

Storage  Vaults 


T/}e  Oldest 
and  Most 
Experienced 
16mm  Film 
Laboratory 


HOLLYWOOD  FILM 
ENTERPRISES,  INC. 

6060    SUNSET    BOULEVARD 
HOLLYWOOD  28,  CALIFORNIA 
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GEO.  W.  COLBURN    LABORATORY   INC. 

164    NORTH     WACnen     D  fl  I  V  C  '  C  M  I  C  A  C  0    6 
T  £L  £  PH  0  ff  £      STATe      2-7316 


16niiii 
SERVICES 


the  mark  of 

excellence  in 

commercial  films 


B 


GATE  &  MCGLONE 

filma  for  uiduntry 
1521  cross  roads  of  the  world 
hollywood  28,  California 


FILM  AWARD  HD^DflS: 

(CONTINUED      FROM       PACE      SIXI 

Bureau  for  Handicapped  Children  and  produced 
In  the  Iniversity  of  U  ifcoiisin.  This  was  the 
i)uU  American  sponsored  film  to  «in  a  gradu- 
ate prize.  It  shared  second  place  « ith  Family  oj 
Man.  a  CBS-T\'  film,  when  it  Mon  in  the  Medical- 
Surger\  category  at  Venice.  Kdinburgh  does  not 
award  prizes  in  degree  but  simply  cites  all  films 
which   are  screened. 

Pfizer,  Olin  Mathieson  Films  Are  Cited 
Besides  W  ild  Flouers  ....  two  other  Ameri- 
can sponsored  films  were  awarded  "Diplonias  of 
Participation"'  at  Venice:  The  Broncho  Pulmon- 
ary Segments,  a  medical  film  produced  for  Pfizer 
Laboratories  by  Campus  Films.  Inc..  and  Shoii- 
man  Shooter,  a  marksmanship  demonstration 
sponsored  by  Olin  Mathieson  Chemical  Corp. 
and  produced  by  Sound  Masters.  Inc. 

Sevenl\-three  entries  were  submitted  to  the 
Venice  festival  from  the  Inited  States.  Twelve 
won  recognition. 

In  addition  to  the  Richfield  and  Standard  Oil 
pictures,  four  sponsored  films  shared  the  accept- 
ance roster  with  1.5  other  I  .S.  entries  at  Edin- 
burgh : 

Four  Films  Honored  at  Edinburgh 
Big  Scot,  a  promotional  no\eh\    starring  An- 
heuser     Busch     Company's     mighty     Clydesdale 
horses,   produced   by    Wilding    Picture    Produc- 
tions. Inc. 

Delaware  River.  Port  of  Opporlimily.  an  invi- 
tation to  a  commercial  transportation  center, 
proffered  by  The  Delaware  River  Port  Authority 
and  produced  by  Louis  W.  Kellman  Productions. 
Glass  and  You.  a  product-use  story,  sponsored 
by  Corning  Glass  Works  and  produced  by  Paul 
Hance  Productions.  Inc. 

The  St.  John's  Story,  an  enrollment-minded 
documentary  sponsored  by  St.  John's  College  and 
produced  by   Fordel  Films.  Inc. 

Over  .38  feature  length  films  and  about  13.5 
short  films  representing  approximately  29  coun- 
tries were  scheduled  during  the  August  21- 
September  11  program  at  Edinburgh.  The  16th 
International  Exhibition  of  Cinematographic  An 
was   held    in    Venice.   August    18.  S" 

«        •        « 

Editor's  Note:  Entries  for  the  annual  Freedoms 
Foundation  competition  honoring  films  on  the 
.\merican  way  of  life  are  due  at  Valley  Forge, 
Pa.  before  November  11. 


IMMEDIATE  CASH 

FOt 

CAMERA  EQUIPMENT 

NEED  EYEI»40S  (SINGLE  LENS  AND  TURRET), 
IVIITCHELLS,  ARRIFLEX.  DE  BRIES,  B&H  STAND- 
ARDS  AND  HI-SPEEDS,  WALLS,  AKELEYS.  CINE 
SPECIALS,  AURICONS,  MAURERS,  FILMOS. 
ALSO  BALTARS,  COOKES  AND  OTHER  LENSES. 
SOUND  STAGE,  LABORATORY  AND  EDITING 
EOUIPMENT  OF  ALL  TYPES  REQUIRED.  PLEASE 
SHIP  INSURED  OR  FORWARD  DESCRIPTIONS 
AIRMAIL    IMMEDIATE   PAYMENT. 

GORDON    ENTERPRISES 

53i2  N.  CAHUENGA  •  N.  HOLLYWOOD,  CAL 


SYMBOL    OF 

PROFESSIONAL 

QUALITY 


tMPIRt  PilOGOyi 

INCORPORATED 

Films    tor    i  ndu  i1  ry    and    television 

1920    LYNDALE    AVENUE    SOUTH 
MINNEAPOLIS    5,    MINN. 


Synchronous  Motor  Drive  for 

16mm  Proiectors 

especially  designed  fo  drive  all  tell  t,  Howell,  Ample 
and   Victor    limm   projectors  of   synchronous   speed. 

The  synchronous  motor  drive  con  be  instonlly  ottoched 

to    projector   ond    token    off    at    any    time.    No    speciol 

technical     knowledge     required     for     installation     and 

mounting. 

The    synchronous    motor   drive   is   complete    with   bose- 

ptate,  Connon  plug  for  coble  and   power  switch,  and 

o  set  of   reduction  geors. 

W  rile  for  more  details  and  prices 

Also     available      on      special      order.     Synch.     Motor 
Drive    for    all     Simplex     35mm     ponoble     projecton. 

ONE  YEAR  GUARANTEE!  Immediate  DeliverY 
Available  at  leading  dealers,  or  direct. 

CINEKAD 

ENGINEERING   COMPANY 

500  West  52nd  St.,  New  York   19,  N.  Y. 

PLaia  7-3511 

DESIGNERS   AND  MANUFACTURERS  OF 
MOTION    PICTURE-TV    EQUIPMENT 

Send  for  free  foWer  of  i//usfroled  Motion  Picture  and 
Avdio-Visual  equipment  monufoctured  by  Cinekod 
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•   WHAT'S    NEW    IN    BUSINESS    SPONSORED    PICTURES   • 
3rd  AVCO  Picture  Shows  Defense  &  Industrial  Production 

were  shot  at  the  plants  of  Croslev- 
Bendix.  New  Idea  Farm  Equipment. 
Lycoming.  Inc..  and  American  Kitch- 
ens. Crosley  Broadcasting  Corpora- 
tion also  is  presented  in  the  film. 

A  broad,  national  school  and  club 
distribution  program  for  A  Time  of 
Day  is  planned  by  Hill  and  Knowl- 
ton.  Inc..  and  Modern  Talking  Pic- 
tures. Inc.  The  film  already  has 
received  wide  television  showing. 

Right  and  On  Time  is  another 
half-hour,  color  and  sound  film  and 
is  devoted  to  the  defense  activities 
of  Crosley  Manufacturing  Corpora- 
tion, a  division  of  Avco  Manufac- 
turing Corporation. 

Avco  films  currently  in  production 
at  Olympus  Films  include  Look  to 
Lycoming  for  L)coming.  Inc..  and 
The  .\alion's  Station  for  Crosley 
Broadcasting  Corporation.  These 
films  are  planned  for  fall  release.  B' 


•♦f  The  motion  picture  cameras 
ability  to  get  around  to  far  points 
of  interest  in  recording  a  diversified 
industrial  story  is  apparent  in  a  new 
25-minute  sound  and  color  film  pro- 
duced for  the  Government  Products 
Division  of  Avco  Manufacturing 
Corporation  by  Olympus  Film  Pro- 
ductions. Inc..  Cincinnati. 

Avco-Performance  and  Potential 
displays  Avcos  activities  in  defense 
and  industrial  production.  Dramatic 
emphasis  is  given  to  electronics,  air- 
frame construction,  precision  ma- 
chining and  the  production  of  power 
engines.  The  film  includes  shots  of 
all  the  most  recent  helicopter  models 
in  action,  representing  all  manufac- 
turers, and  many  in-flight  shots  of 
fighter  and  bomber  jet  engine  air- 
craft. 

Location  shooting  for  this  latest 
in  a  series  of  Avco  films  took  Olym- 
pus creivs  to  Avco-Crosley  plants  in 
Nashville.  Tenn.;  Connersville  and 
Richmond.  Ind.:  to  Avco-Lycoming 
plants  in  .Stratford.  Conn.,  and  \^  il- 
liamsport.  Penna.  Other  camera  trips 
were  to  Grumman  Aircraft,  Long 
Island.  N.Y.:  the  Anacosta  Naval 
Base  in  Washington.  D.C.  and  to 
Lockheed  Aircraft  facilities  in  Mari- 
etta, Ga. 

Two  other  films  produced  recent- 
ly by  Olpmpus  Films  for  Avco  are 
A  Time  oj  Day  and  Right  and  On 
Time.  A  Time  oj  Day  is  a  public 
relations  film  covering  the  entire 
scope  of  Avcos  activities  with  in- 
dustry and  its  effect  on  the  lives  of 
an  American  family  as  its  theme. 
The  screenplay  was  ivritten  by  Peg 
Bolger    and    manufacturing    scenes 
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Dade  County  Extolled  in 
"Where  the  Sun  Reigns" 

♦  \\  onders  of  Dade  County.  Florida 
shine  in  W  here  the  Sun  Reigns,  a 
promoliiinal  film  produced  by  Reela 
Films  for  the  Dade  County  Develo|>- 
ment  Board  and  its  advertising 
agency.  August  Dorr. 

The  film  stars  the  glamour  cities 
of  Florida's  "Gold  Coast":  Miami, 
Miami  Beach  and  Coral  Gables.  It 
features  the  sport  and  spectacle  that 
annually  attracts  millions  of  visitors 
to  this  shrine  of  fun  and  relaxation. 

The  picture,  being  distributed  by 
Reela  Films.  Inc.,  17  N.W.  3rd  St., 
Miami,  Fla..  presently  is  available 
only  for  television,  group  and  school 
showings. 

*        «        » 
"So  Much  for  So  little"  Shows 
Recreation  Role  in  Hospitals 

♦  Completion  of  So  Much  jor  So 
Little,  a  motion  picture  sponsored 
by  the  National  Recreation  Associ- 
ation, has  been  announced  bv  the 
producer.  Dephoure  Studios.  Boston. 

Shot  in  color,  the  film  tells  the 
story  of  the  importance  of  hospital 
recreation  in  the  rapid  recoverv  of 
patients.  Produced  b\  Robert  Wald, 
the  picture  was  made  on  location  at 
various  hospitals  in  New  York  and 
New  Jersey. 

New  England  Grid  Coaches  Can 
See  Replay  Day  After  Game 

♦  New  England  football  coaches  now 
can  view  their  teams"  mistakes  one 
day  sooner,  according  to  Dephoure 
Studios  in  Boston. 

Dephoure  has  inaugurated  a 
special  football  processing  service 
for  coaches.  Reversal  16mm  footage 
of  Saturday  games  will  be  in  the 
coach's  hands  by  Sunday  morning, 
the  studio  states. 
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RAPID  treatment  saved 

thousands  of  water-soaked 

films  in  recent  floods! 

After  the  retein  floods  in  the  Northeast  we 
were  deluged  ^vith  thousands  of  water-soaked, 
hopeless  looking,  expensi\e  fihiis  from  that 
area.  Fortunately,  our  RAPIDWELD  process 
ivas  able  to  restore  almost  all  to  original  con- 
dition. The  really  hopeless  cases  had  been 
badly  handled  with  the  best  intentions.  In 
case  of  water  damage  remember:  (1)  DON'T 
re-wind  wet  Him  on  reel;  (2)  carefully  re -wind 
fdm  that  is  thoroughly  dried  out. 

Biu  why  take  chances?  Call  us  immediatelv 
when  you  need  "THE  FILM  DOCTORS." 
Our  RAP1D\\TLD  process  is  practically  fool- 
jnoof  for  any  film  emergency. 

Fhc  lou'  cost  of  keeping  films  new  will 
surprise  you. 

16  and  35mm 
ORIGINALS  •  NEGATIVES  .  KODACHROMES  .  PRINTS 

For  details  write  Dept.  B 


IPC 


rp§ 


FILM  TECHNIQUE 


21  West  46th  Street  •  New  York  36,  N.  Y.  .  JU  2-2446 


FREE! 
First  Aid  Film 

ncluding  the  new  back-pressure,  orm- 
!ift  method  of  artificial  respiration 

This  up-to-date  film  contains  all 
of  the  important  information  on 
basic  principles  of  First  Aid.  and 
also  demonstrates  new  artificial 
respiration  method  approved  by 
the  American  Red  Cross. 

The  only  cost  for  this  34-min- 
ute  I6-mm.  sound  tilm  is  return 
postage. 

^t?liti^t?vi«;^oW«?n — 

Education  Department  t/  0 

Johnson  &  Johnson,  New  Brunswick,  N.  J. 

Plc:ise  send  me  information  on  the  film  "Help  Wanted." 

Norne^ 

Address 

<^''y Zone- 


—Stale- 
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NATIONAL  DIRECTORY  OF  VISUAL  EDUCATION  DEALERS 


EASTERN   STATES 


•  CONNECTICUT  • 

Kookwetl  Film   &   Projection 
Seoice,  182  High  St..  Hartford  5. 

•   MASSACHUSETTS  • 

Cinema.  Inc.,  234  Clarendon  St., 
Boston  16. 

•  NEW  JERSEY  • 

"^liilecrafl    Co..   142   Morris   Ave., 

Mountain  Lakes.  N.  J. 
.\ssociation  Films.  Inc..  Broad  at 

Elm.  Ridgefield.  N.  J. 

•  NEW  YORK   • 

.Association    Films,    Inc..   347 

Madison,  New  York  17. 

Buchan  Pictures,  122  W.  Chip- 
pewa St.,  Buffalo. 
Comprehensive  Service  Co.,  245 

W.  S.Sth  St..  New  York  19. 

Crawford,  Immig  and  Landis, 

Inc..  265  West  14th  Street, 

New  York  11,  New  York 
The  Jam  Handy  Organization, 

1775  Broadway,  New  York. 
Ken  KiUian  Co.  Sd.  &  Vis.  Pdts. 

17    New    York   Ave.,   Westbury, 

N.Y. 
3.  O.  S.  Cinema  Supply  Corp., 

t)U2  W.  52nd  St.,  New  York  19. 
Training  Films,  Inc.,  150   West 

54th  St..  New  York  19. 
Visual  Sciences,  599BS  Suffern. 

•  PENNSYLVANIA  • 

The  Jam  Handy  Organization, 

Gateway  Center.  Pittsburgh  22. 

J.  P.  LiUey  &  Son,  928  N.  3rd 

St.,  Harrisburg. 
Lippincott   Pictures.   Inc..   4729 

Ludlow  St.,  Philadelphia  39. 

•  WEST  VIRGINIA  • 

B.  S.  Simpson.  818  Virginia  St.. 
W.,  Charleston  2,  PR  6-6731. 


SOUTHERN   STATES 

•   ALABAMA   • 

Lewis  M.  Stone,  Projector  Serv- 
ice. "Specialized  in  Service." 
1409  Ford  Ave..  Tarrant  City  7. 
Ala. 

•  FLORIDA   • 
Norman  Laboratories  &  Studio, 

Arlington  Suburb,  Jacksonville. 

•  GEORGIA   • 

Colonial  Films,  71  Walton  St., 
N.W.,  ATwood  7588,  Atlanta. 

Stevens  Pictures,  Inc.,  101  Walton 
St..  N.  W.,  Atlanta  3. 


•  LOUISIANA   • 
Stanley     Projection     Company, 

211'!;  Murray  St.,  Alexandria. 

Stevens  Pictures.  Inc.,  1307  Tu- 
lane  Ave.,  New  Orleans. 

Delta   Visu?il   Service,   Inc.,   815 

Povdras  St.,  New  Orleans  13. 

•  MISSISSIPPI   • 
Ilerschel   Smith   Company,    119 

Roach  St..  Jackson  110. 

•  TEN'NESSEE   • 
Southern    Visual    Films,    687 

Shrine  Bldg.,  Memphis. 

Tennessee  Visual  Eilucation 
Service.  416  A.  Broad  St..  .Nash- 
ville. 

•  VIRGINIA  • 
Tidewater  Audio-Visual  Center, 

617  W.  35ih  St..  Norfolk  8.  Phone 
Ma  5-1371. 


MIDWESTERN   STATES 

•  ILLINOIS   • 

American  Film   Resistry.  24  E. 

Eighth  Street,  Chicago  5. 

Association  Films.  Inc.,  79  East 
Adams  St..  Chicago  3. 

.\llas    Film    Corporation.     1111 
South  Boulevard,  Oak  Park. 

The  Jam  Handy  Organization, 

230  N.  Michigan  Ave..  Chicago  1 

Midwest  Visual  Etpiipment  Co.. 

3518  Devon  Ave.,  Chicago  45. 

Swank  Motion  Pictures.  614  N. 
Skinker  Blvd..  St.  Louis  5,  Mo. 

•  IOWA    • 

Pratt  Sound  Films.  Inc..  720  3rd 

Ave..  S.E.,  Cedar  Rapids.  Iowa. 

•  KANSAS-MISSOURI   • 

Erker   Bros.   Optical    Co..   908 

Olive  St.,  St.  Louis  1. 

Swank  JMotion  Pictures.  614  N. 

Skinker  Blvd..  St.  Louis  5. 

•  MICHIGAN  • 

Englcman    N'isual    Education 

Service, 4754-56  Woodward  Ave.. 
Detroit  1. 

The  Jam  Handy  Organization, 

2821  E.  Grand  Blvd.,  Detroit  11. 

Capital  Film  Ser»  ice.  224  Abbott 
Road,  East  Lansing,  Michigan. 

•  OHIO   • 

Ralph    V.    Ilaile    &    Associates, 

.'^26   E.   Fourth.   Cincinnati   2. 


•  OHIO  • 

Academy    Film    Service    Inc., 

2110  Pavne  Ave.,  Cleveland 

14. 
Frvan  Film  Service,  1810  E.  12th 

St.,  Cleveland  14. 
Sunray  Films.  Inc..  2108  Payne 

Ave..  Cleveland  14. 
The  Jam  Handy  Organization, 

310  Talbott  Building,  Dayton  2. 

Twyman    Films   Inc.,   400    West 

First  Street.  Dayton. 
M.   H.  Martin   Company,    1118 

Lincobi  Way  E.,  Massillon. 


WESTERN    STATES 

•  CALIFORNIA  • 

LOS  ANGELES  AREA 

Donald  J.  Clausonthue  Co.,  1829 
N.  Craig  Ave.,  Altadena 

Coast  Visual  Education  Co..  5620 
Hollywood  Blvd..  Hollywood  28. 

Hollywood    Camera    Exchange, 

1600  N.  Cahuenga  Blvd.,  Holly- 
wood 28. 
The  Jam  Handy  Organization. 

1402  Ridgewood  Place,  Hol- 
lywood 28. 

Raike  Company,  829  S.  Flower  St.. 

Los  Angeles  17. 
Spindler  &  Sauppe,  2201  Beverlj 
Blvd.,  Los  Angeles  4. 

SAN  FRANCISCO  AREA 
Association  Films,  Inc.,  351  Turl 
St.,  San  Francisco  2. 

Westcoast  Fihns,  350  Battery  St., 
San  Francisco  11. 

•  COLORADO   • 

Dale  Deane's  Home  Movie  Sales 
Agency,  28  E.  Ninth  Ave.,  Den 
ver  3. 

•  OKLAHOMA   • 

Cory  Motion  Picture  Equip- 
ment. 522  N  .Broadway,  Okla- 
homa City  2. 

•   OREGON  • 
>Ioore's  Slotion  Picture  Scrvici'. 

33  N.  W.  9th  Ave.,  Portland 
9,  Oregon. 

•   TEXAS   • 

-Association    Films.   Inc.,    1108 

Jackson  Street,  Dallas  2. 
George  H.  Mitchell  Co.,  712  N 

Haskell,  Dallas  1. 

•   UTAH   • 

Deseret  Book  Company.  44  E.  So 

Temple  St..  Salt  Lake  City  10. 


AMERICADE  PREVIEWED 

(  coNTi  N  i_  F.n   KiiiiM   im(;k  28i 

Aldio  and  Vi.siAL:  \  isitors  see 
themselves  photographed  on  the 
screen  of  closed-circuit  tv:  a  global 
"phone-vision"  of  the  future  is  oper- 
ated by  the  viewer.  He  can  call  10 
countries.  A  photograph  of  a  native 
of  a  particular  country  appears  on 
the  screen  and  a  sound  message  ex- 
pounds the  importance  of  communi- 
cations in  creating  understanding 
among  people  of  different  tongues 
.  .  .  automatic  translating  machines 
uill  pierce  the  language  barrier. 

TRANSITIONAl  ARCH 
♦  After  \  icv.  ing  the  future's  promise, 
the  visitor  sees  exhibits  providing 
objective  demonstrations  of  what 
the  nation  and  individuals  must  do 
to  achieve  the  potential. 
Visual:  An  archway  of  simulated 
steel  supports  an  animated,  mesh- 
ing, five-gear  arrangement  across 
the  top  girder.  The  central,  moti- 
vating gear  is  labeled  '"Freedom" 
and  the  other  four,  driven  by  it  are 
"Research  and  Invention,"  "Pro- 
ductivity," "Profits."  and  "Competi- 
tion." Inscribed  on  the  uprights  of 
the  arch  are  four  economic  free- 
doms: "The  Right"  to:  pursue  an 
occupation  of  ones  choice,  sell  the 
product  of  his  own  work,  use  one's 
own  property,  go  into  business  . . . 
Audio:  A  voice  sets  the  stage  fori 
the  second  phase  of  the  exposition: 
"Have  you  ever  given  any  real 
thought  to  the  driving  forces  that 
make  vour  free  competitive  enter- 
prise system  work  in  the  best  in-' 
terest  of  all  Americans?  .  .  . 

RESEARCH  &  INVENTION 
♦  A  graphic  exploration  of  the  im- 
portance of  research  and  invention 
to  our  economy  and  the  investment 
of  capital  required  for  disco\er> 
and  development  of  new  products 
are  presented  in  this  exhibit. 
Visual:    In    one    panel    a   magnel 


Tij  siJor> 

Plus  features  never  before- 
offered! 

^Iiutant    Seltrction     fro 

^  Wide  Choice  of  12  Slld,„ 

In    Full    View—  (Finger 

silts). 

^Saft'ly  HoIdB  *  DUpl»5i» 

i         12,  2x2"   (card  mounted) 

'         81lde«  on   1   page! 

^^t«   Standard    S-rinff  Binder  or   Ir   ''^»"" 

FUe     Cabinet-Sturdy  mounting  board  cooK' 

Great    for    INDUSTRY.    INSTITVTIONS.   •" 

Onlr    «8.7tt    for    Park   of    25:    Gt.XRANTCT' 

Order    Direct    or   Thru    Your   Deal'' 
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labeled  "new  ideas'"  extracts  coins 
from  an  investors  purse;  a  cornu- 
copia of  new  products  emerges,  fac- 
tories come  into  being  as  the  result 
of  inventions.  Other  scenes  show 
how  the  automobile  and  a  bread- 
making  machine  have  affected  the 
economy.  Another  device  shows  the 
ratio  of  patents  to  population  in 
various  countries. 

PRODUCTIVITY  EXHIBIT 

♦How  Productivity  —  the  unit-per- 
man-hour  rate  of  production  —  af- 
fects the  living  standard  is  demon- 
strated. 

VlSLUl.:  On  a  three-dimensional 
map  of  the  United  States,  moving 
devices  of  manufacture  are  seen  and 
entering  a  factory  are  the  symbols 
of  labor  and  investment  funds:  this 
combination,  teamed  with  mechani- 
zation and  management,  makes  pos- 
sible the  flow  of  products  seen 
emerging.  Revolving  panels  depict 
elements  of  production,  a  huge  hand 
receives  the  products  produced. 

PROFITS  EXHIBIT 

♦  Profit  incentive  as  an  essential 
driving  force  of  the  economy  is 
portrayed  in  two  sections. 

Audio  and  Visual:  A  big  three- 
dimensional  purse  typifies  expecta- 
tions of  profits  which  leads  investors 
to  risk  money  which  builds  fac- 
tories, creates  jobs,  adds  to  flow  of 
products.  A  voice  explains:  "Profits 
are  a  deeph-rooted  inspirational 
force  in  the  American  econonis'  .  .  .*" 
Segments  of  a  large  silver  dollar  are 
lighted  to  illustrate  the  distribution 
of  the  manufacturer's  income  dol- 
lar. 

A  scale  weighs  taxes  and  profits. 
As  taxes  are  lightened,  building 
after  building  surrounding  the  scale 
comes  to  life,  only  to  black  out  when 
profits  are  outweighed.  At  the  bot- 
tom of  this  unit,  a  truck  bursting 
with  products  heads  along  the 
"American  Way"'  road  highlighted 
'•hy  a  rising  sun  marked  "profit." 
The  wheels  of  the  truck  are  labeled 
'management"  and  "labor." 

COMPETITION   EXHIBIT 

*  How    the    consumer    \\  ins    in    all 


SOUND  RECORDING 

at  a  reasonable  cost 

High    fidelity    16    or    35.     Quality 

juaranteed.    Complete   studio    and 

aboratory  services     Color   printing 

and  lacquer  coating. 

ESCAR 

MOTION  PICTURE  SERVICE, 

7315   Carnegie   Ave., 
Cleveland   3,  Ohio 


forms  of  business  competition  is 
demonstrated  in  a  two-section  dis- 
play. 

Visual:  Factories  are  spectators  as 
new  products  crouch  before  a 
hurdle  course.  The  hurdles  light  up 
with  decriptions  of  competitive  fac- 
tors .  .  .  new  materials,  new  proc- 
esses, new"  machines,  new  inventions. 
A  silver  cup  lights  up  to  announce 
"The  American  Consumer""  as  the 
winner.  Other  scenes  illustrate  spe- 
cific examples  of  the  effects  of 
competition.  R" 

#        «        « 

Kling  Studios  to  Produce 
Clearing  Machine   One-Reeler 

♦A  special  one  reel  industrial  mo- 
tion picture  for  the  Clearing  Ma- 
chine Corporation,  manufacturers 
of  hydraulic  pressure  machinery, 
will  be  produced  by  Kling  Studios. 
Chicago,  under  the  supervision  of 
O.  Gail  Papineau. 

Kling"s  animation  program  is 
moving  into  high  gear  with  Walt 
Clinton  directing  the  Clearing  film 
as  well  as  five  10-minute  subjects 
for  General  Electric,  three  cartoon 
subjects  for  the  American  Bakers 
Association,  and  some  30  television 
commercials. 

Kling  recenth  completed  The 
Butcher,  the  Baker,  the  Ice  Cream 
Maker  for  the  Paraffin  Research 
Council. 


COMPLETE  MOTION    PICTURE   EQUIPMENT 

RENTALS 

FROM    ONE  SOURCE 


CAMERAS 

MITCHELL 

16mm 

35mm  Slondord 

35mm  Hi-Speed 

35mm  NC   •    35mm  BNC 

BELL&  HOWELL 

Stondard    •    Eyemo    •    Filmo 

ARRIFLEX 

16mni    •   35mm 

WALL 

35mm  single  system 

ECLAIR  CAMERETTE 

35mm    •     16/35mm 
Combination 

AURICONS 

oil  models  single  system 
Cine  Kodak  Special 
Waurer    •    Bolex 
Blimps    •    Tripods 


LIGHTING 

Mole  Richardson 

Bardwell  McAlister 

Colorlron 

Century 

Cable 

Spider  Boxes 

Bull  Switches 

Strong  ARC-Trouper 

10  Amps  llOV  AC  5000W- 

2000W-750W 

CECO  Cone  LItes 

(shadowless  lite) 

Gator  Clip  Lites 

Born  Doors 

Diffusers 

Dimmers 

Refleclors 

WE   SHIP  VIA   AIR. 
RAIL  OR  TRUCK 


EDITING 

Moviolas   •    Re  winders 
Tables    •    Splicers 
Viewers  (CECO) 

GRIP  EQUIPMENT 

Parallels    •    ladders 

2  Steps   •   Apple  Boxes 

Scrims    •    Flags 

Gobo  Stands 

Complete  grip  equipment 

SOUND  EQUIPMENT 

Mognasync-mognellc  film 

Reeves  Magicorder 

Mole  Richardson  Booms  and 

Perambulators 

Portable  Mike  Booms 

Portable  Power  Supplies  to 
operotc  comcra  and  recorder 


DOLLIES 

Feorless  Panoram 
Cinemobile  (CRAB) 
PloKoim    •    Weslerr 
3  Wheel  Poffoble 


H    C.    ZUCKCR 

(JflmcRfl  €c^uipni€nT  (o. 


Depl.  $-9-19    •  1600  Broadway  •  New  York  Cil 


^NDW 


fASTFOLp 
SCREENS 


/N    LUGGAGE   CASE 

BOTH   MAT-WHITE  and 
REAR  PROJECTION  SCREENS 

Up   to    U   Feel   Wide* 


LIGHT  WEIGHT 

VERSATILE 

ADJUSTABLE 


*S(res  up  to  60  feet  available  on  request. 
Also  wide  aspect  ratio 


^l  U  M  B  E  R      6 


VOLUME      16 


Any  of  the  many  sizes 
available  will  fit  into  the 
trunk  of  any  automobile. 


FAST-FOLD's  theater-type  mat-white  picture  sur- 
face is  preferred  for  most  auditoriums  because 
the  viewing  audience  must  view  the  screen  from 
wide  varying  angles,  and  only  a  mat-white  sur- 
face appears  evenly  lighted  from  such  angles. 

FAST-FOLD's  theater-type  vinyl  rear  projection 
screen  is  especially  treated  to  eliminate  all 
"HOT  SPOT"  and  to  provide  the  wide  viewing 
angle  that  is  so  essential. 


1955 


Wide  Angle  Viewing 

Color  Corrected 

Truly  Washoble 

Professional 

No  Springs  or  Lacings 

Wrinkle  Free 


•  Withstands  Abuse 

•  No  Hot  Spot 

•  Wide  Angle  Viewing 

•  Color  Corrected 

•  Fights  Incidental  Light 

•  No  Springs  or  Lacings 


COMMERCIAL    PICTURE 
EQU]>MENT^  INC. 

1800   W,   COLUMBIA   AVE. 
CHICAGO  26,   U.S. A  ^~^~-..,^ 

BRiorgate  4-7795 
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BUSIIVESS  SCREEi\  PRDFESSIDIVAL  MART 


A  Service  Feature  for  Producers, 
POSITIONS  AVAILABLE 

WANTED 
A  SUPERIOR  SALESMAN 

lo  toMi  I'iUiburgh.  CIlnc- 
land  and  surrounding  in- 
dustrial areas  as  exclusive 
representative  for  one  of 
Hollvwood's  most  successful 
business  and  industrial  film 
studios. 

INCOME   POSSIBILITIES 
UNLIMITED 

Film-selling  <>i  ad\ertising 
backgioinid  preferred.  AVritc 
giving  experience  and  per- 
sonal details  (.Ml  replies  con- 
fidential), lo: 

Box  55-9C 

BUSINESS   SCREEN 
7064  Sheridan  Road,  Chicago  26 


SCENARIO 
WRITER   WANTED 

We  need  an  experienced,  pro- 
fessional scenario  writer,  with 
knowledge  of  industry,  willing 
to  live  in  Pittsburgh.  Cleve- 
land or  vicinity.  We  do  .\0T 
need  a  director-writer,  produc- 
er-writer, speech-writer,  pro- 
posal-writer or  outline  writer, 
but  a  man  «ho  can  set  picture 
and  sound  down  on  paper  in 
a  way  that  will  play.  \^>  are 
an  old.  well-established  well- 
financed  company,  giving  our 
customers  the  top  quality  of 
the  industry,  and  we  will  pa\ 
top  money  to  the  right  man. 
Our  people  know  of  this  ad- 
vertisement. 

Write  Box  SS-9E 

BUSINESS   SCREEN 

7064  Sheridan  Road,  Chicago  26 


WE   NEED 
A    FILM   WRITER 

Upcoming  studio  in  Midwest 
city  (not  Chicago)  has  an  op- 
portunity for  a  truly  creative, 
capable  writer  of  motion  pic- 
tures and  slidefilms.  The  job 
offers  salary  commensurate 
with  ability  PLl  S  a  fine 
growth  potential  in  a  modern, 
progressive  organization.  Dtm't 
hesitate  to  write  for  details. 
Our   people   know   of   this   ad. 

Write:  Box  55-9F 
BUSINESS    SCREEN 

7064  Sheridan  Road,  Chicago   26 


Sponsors  and  Key  Personnel 

Rates:  Display  classified  rate  of  $12 
per  column  inih  applies,  including 
bold  lines.  l'a\:il)le  i>n  submission  of 
topv.  send  clieik  with  order.  Dead- 
line for  next  available  issue  is  Octo- 
ber 25:  address  all  copy  to  Busi- 
ness Screen  I'rofessional  .Marl.  7061 
Sheridan    Road.    Chicago   26.    111. 

PROPERTY   OFFERINGS 


FOR   SALE 

A  fullv  equipped  motion  pic- 
ture studio  in  city  with  some 
of  the  largest  commercial  firms 
in  the  world.  No  local  com- 
petition. Also  national  film 
distribution  service.  Fine  op- 
|>ortunity  for  a  couple  of  wide- 
awake voung  men  to  acquire 
long-established  profitable  busi- 
ness. Owner  desires  to  retire. 

Write  Box  55-9D 

BUSINESS   SCREEN 

7064  Sheridan  Road,  Chicago  26 


WEST   COAST   STUDIO 
FOR   SALE 

Completely  equipped — well  es- 
tablished motion  picture  busi- 
ness available  immediately. 
Located  in  San  Francisco.  Busi- 
ness completely  solvent  —  sale 
motivated  by  change  of  inter- 
est of  partners.  Price  83.5,000 
to  840,000 — includes  client  list 
— good  will  and  all  physical 
assets. 

For  full   particulars  write: 

Box   55-9B 

BUSINESS   SCREEN 

7064  Sheridan  Road,  Chicago  26 

FILMS  WANTED 

UNUSUAL  WEATHER 
FILM  WANTED 

W  e  need  16mm  or  3.5mm  film 
( preferably  COLOR  i  scenes 
of  storms,  tornados,  blizzards, 
etc.,  in  all  part  of  the  world. 
Send  information  onlv.  NOT 
FILM,  to: 

Film   Editor 

Frank    Capro    Productions,    Inc. 

9100   Sunset   Boulevard 

Los   Angeles   46,    California 


WRITERS   WANTED 

for  Midwest  film  projed:   nuisi  have 
studio    professional    background,    re- 
cent    credits.     .Stale     salary.     Write: 
Box   55-9G. 
Business    Screen  —  Chicaj;o    26.    111. 


National  Safety  Congress: 

I  CONTINUED     FKOM      P.\CE     30) 

public  indifference  to  inadequate, 
dangertius  roads; 

liejore  They  Happen.  National 
Board  of  Fire  Lnderwriters.  which 
flashlights  experiences  of  a  city  fire 
inspector; 

I/ooray  for  Homt'r.  Baltimore  & 
Ohio  Railroad  Co.,  warning  child- 
ren not  to  play  on  railroad  prcjp- 
erly; 

Mrs.  Hazard's  House,  The  Pru- 
dential Insurance  Co.  of  America, 
pointing  out  to  parents  various 
child  accident  hazards. 

One  unsponsored  film  will  get 
into  the  act — Safe  at  Home,  Metro- 
Goldwyn-Mayer's  Pete  Smith  movie 
on  home  safety. 

Continuous  Showing  of  Films 
.\nother  sight-sound  strong  point 
will  be  a  continuous  preview  of 
safety  films  in  the  North  exhibit  hall 
of  the  Conrad  Hilton's  lower  lobby. 
Here  Council  staff  members  will 
preview  new  and  old  safety  films  of 
visitor  choice.  Monday  through 
Thursday,  films  will  be  shown  from 
8:30  a.m.  to  5:30  p.m.  Friday, 
windup  day,  showings  will  run  from 
o:30  to  10:00  a.m.  .An  hour  of  the 
latest  in  traffic  safety  films  wiU  be- 
gin at  4:00  p.m.  during  the  open- 
ing Monday  Traffic  Section  sessions 
in  the  Congress  Hotel. 

"Lse  of  Audio-Visual  Materials 
for  Safety  Education"  will  be  dis- 
cussed by  educators  and  film  pro- 
ducers during  a  Monday  evening 
session  in  the  Morrison  Hotel.  Mary 
L.  Mainwaring,  associate  in  re- 
search. Encyclopaedia  Britaimica 
Films,  Inc.,  Wilmette,  111.,  and 
Walter  Colmes.  president,  Emerson 
Film  Corp.,  Chicago,  are  among  the 
consultants  scheduled  for  this  dis- 
cussion. 

Registration  fee  for  the  Congress 
and  Exposition  is  85.00.  Registered 
delegates  are  provided  with  the  of- 
ficial registration  badge,  a  copy  of 
the  final  program,  and  are  admitted 
to  all  Congress  sessions  and  the  ex- 
position  of  new  safety   equipment. 

SITUATION  WANTED 


-  SUPERVISOR - 
TECHNICAL   FILMS 

Man  31,  past  production 
worker,  assistant  director,  now 
graduate  engineer.  Experience 
theatre,  films,  engineering 
covers  17  years.  Wishes  to 
combine  talents  and  supervise 
all  phases,  ( write,  director, 
etc.  I  technical  pictures. 

Write  Box   55-9A 

BUSINESS   SCREEN 

7054  Sheridan  Road,  Chicago  26 


Office  Supr.  Slidefilms: 

(CONTI.NUED  KROM  PACE  49) 
in  Grace.  Question:  What  can  Dave 
do  about  the  situation? 

Motivating  the  Long  Service  Em-   ' 
ployee:  Tom   Bowers,  a  clerk   who   : 
handles    customer    complaints,    has 
been   with   the  company   nearly   30   ' 
vears.  He's  a  good  worker  but  only 
average  in  judgement  and  decision- 
making. In  recent  years  Bowers  has 
become  a  chronic  complaincr,  jeal- 
ous of  a  young  man  whose  outstand- 
ing   work    is    putting    him    ahead  | 
rapidly.   When   the   young   man   is 
complimented    for    good    work    in 
handling    some    of    veteran    Tom's 
assignment.   Tom   accuses   manage- 
ment of  favoritism.  Question :  V^Tiat 
could  Joe  have  done  to  avoid  Tom's 
••8-ball  feeling?" 

Orientation  and  Induction:  Julie 
Starr,  new  junior  bookkeeper-typist, 
arrives  from  Personnel  in  mid- 
morning.  Accounting  Supervisor 
Kay  postpones  Julie's  introduction 
to  the  girls  and  starts  to  explain 
the  work — but  allows  interruptions 
to  interfere  with  the  important  ini- 
tial explanation.  At  lunch  time, 
Julie  hears  another  girl  criticize  the 
Accounting  department  as  "dull, 
just  a  slave-market.'  .\fler  lunch, 
Kay  turns  Julie  over  to  a  good 
worker  who  hasn't  had  the  chance 
to  break  someone  else  in  on  the 
work  before.  By  quitting  time,  Julie 
is  very  confused.  Question:  Julie 
wants  to  do  better  tomorrow,  but 
how  could  Kay  have  done  better 
today? 

Combating  Job  .Monotony:  Ann  i 
Johnson,  one  of  the  best  clerk- 
typists  in  the  record  and  file  de- 
partment resigns  because  she  finds 
her  job  impersonal  and  dull.  Shed 
like  to  know  more  about  her  work 
and  the  reasons  why  certain  things 
are  done.  She  plans  to  go  to  another 
company  where  the  work  is  similar 
but,  she  believes,  more  interesting. 
Supervisor  Joe  doesn't  understand 
her  reasoning,  writes  on  her  resig- 
nation that  Ann  is  leaving  for  more 
pay.  Question:  Why  did  .\nn  really 
quit? 

Excessive  Supervision:  .■Mice 
Jones,  a  good  clerk-t>  pist,  asks  for 
a  transfer  because  she  doesn't  like 
Betty,  her  group  supervisor.  She 
tells  Mr.  Welch,  section  supervisor, 
that  Betty  drives  too  hard,  checks 
up  on  every  last  detail,  is  too  strict 
on  personal  freedom,  tries  to  force 
advice  on  non-business  matters,  is 
too  aloof  and  unfriendlv.  Question: 
WTiat  should  Mr.  Welch  tell  Betty? 
Each  of  the  six  slidefilms  has  a 
running  time  of  approximately  eight 
minutes.  The  series  is  accompanied 
by  three  33  1  3  rpm  records.  Each 
fiimstrip  sells  for  88.00,  each  rec- 
ord. 812.(H).  The  complete  series  of 
films,  records  and  leader's  manual 
costs  875.00.  9 


DUAL  CONTROL  FOCUSES 
BOTH  FRONT  AND  REAR 

New  dual-focus  control  is  twice  as 
convenient,  twice  as  accurate    ' 
as  unsteady,  old-fashioned  one 
lever  focusing.  Even-Action  focus 
is  always  smooth,  absolutely 
precise  and  accurate  from  spot 
to  flood  positions. 


TODAY,   WRITE    FOR   COLORFUL   NEW 

CATALOG-BROCHURE   "NEW   DIMENSIONS   IN 

CONTROLLED   STUDIO   LIGHTING" 


world  headquarters  for  the  finest  engineered  lighting  S  production  equipment  (sales  and  rentals). 


1117  North  McCadden  Place 
Hollywood  38,  California 


\s 
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Call  the  office  nearest  you  for  Visualizations    •    Presentations    •    Live  Shows    •    Motion  Pictures    • 


Slidefilms 


NEW  YORK  19 
1775  BROADWAY 


*  PinSBURGH  22 
GATEWAY  CENTER 


DETROIT  11 
2821  E.  GRAND  BLVD. 


DAYTON  2 
310  TALBOTT  BLDG. 


CHICAGO   1 
230  NORTH  MICHIGAN  AVE. 


•     Training  Assiston 

HOLLYWOOD  28     I 
1402  RIDGEWOOD  PLA< 


RARY 
UREAU 


\\ 


Completely  Satisfied'' with 


€i^€/l-^  PROCESSING  says  Frederic  W;  Ziv, 

Chairman  of  the  Board,  Ziv  Television  Programs,  Inc 


f/'^fam-*-^ 


''.^Jc.NNAT.  ..OHIO 


r  2,  1955 


Septerabe 


Mr  J   S.  Burkett 
Dear  Mr.  Burkett:  eompletely 

forward  to  ^^^^.^^^f^lsults  In  the  future. 

for  continued  fine  resu 

.   for  vour  continued  success, 

VUh  best  wishes  for  your 

Sincerely  yours, 

ZIV  TELEVISION  PROGBAMSJNC . 


-d 


t/tLC^ 


Cha 


irman  of   the  Board, 


Frederic  W.   Ziv/do 


One  of  the  many  leading  Producers  who 
look  to  Pathe  for  the  finest  results. 


THE  REASONS  WHY! 

!•  Accurate  processing  and  print 
work. 

2*  Uniformly  high  quality  of  re- 
production. 

3*  Personal  Service  by  a  staff  of 
experts. 

4«  Lower  costs  due  to  shortened 
production  schedules. 


-i^^plike  color    q 


CALL  OR  WRITE 


€i^^^S  Laboratories,  Inc. 

HOLLYWOOD   6823  Santa  Monica  Blvd.     •      HOIIywood  9-3961      •      NEW   YORK   105  East  106th  Street     •     TRafalgar  6-1 120 


GREAT  MOTION  PICTURES  ARE  PROCESSED  BY  c/Y//7/i<' 


G^h///  Lo 


boratories.lnc.is  a  subsidiary  of  CHESAPEAKE   INDUSTRIES.  INC. 


BIG  NEWS 


DESERVES  A  BIG  MEDIUM 


■  his  autumn  Calvert  Distillers 
has  big  news  for  the  liquor  trade. 
For  the  first  time,  one  of  the  two 
largest  selling  whiskies  in  the  world, 
Calvert  Reserve,  is  being  bottled  in 
gift  decanters.  And  so  is  Calvert's 
premium  whiskey,  Lord  Calvert.  The 
decanters  are  designed  by  two  of 
America's  leading  industrial  design- 
ers-Russel  Wright  and  George 
Nelson. 

This  is  a  promotional  step  of 
major  importance.  To  announce  it 
to  the  trade,  Calvert  turned  to  the 
most  penetrating  sales  medium  of 
our  time— the  motion  picture. 


FREE 

to  film  buyers  and  sponsors:  The 
new  Caravel  bulletin,  HOW  TO  GET 
THE  MOST  OUT  OF  YOUR  FILM  DOL- 
LAR. Write  or  telephone. 


Calvert 


M 


MURRAY   MILL  e-57BO 


<s72cce^t.i      C^o^tnaa  /i/U. > 


GENERAL  EMECUTlVE  OFFICES  -CHRYSLER  BUtLOING.  NE  W  YORK      DISTILLERIES    8AlTimORE    m  D  ■  LOUiSvillE  . 


— T^ 


CHRVSLER    BUILDING 

NEW  YORK  IT.N.Y. 

September  12,  I955 


Mr.  David  Plncus 
Caravel  Fllas 
730  Fifth  Avenue 
New  York  City 

Dear  Dave: 

I  have  just  arrived  back  at  my  desk  after  a  series  of  meetings  . . . 
and  for  the  first  time  in  the  past  few  months  have  had  a  few  moments 
to  sit  down  and  reflect  over  what  we've  been  through.  This  Is,  there- 
fore, the  first  opportunity  I've  had  to  express  our  appreciation  for 
the  MIRACLE  you  performed  in  making  the  film  of  our  Holiday  Decanter 
Story  —  "LOOK  TO  THE  STARS I ". 

In  spite  of  the  impossibly  short  time  that  you  had,  your  film  succeeded 
In  enthusing  and  pre-oelllng  our  distributor  salesmen  and  their  re- 
tailers all  over  the  country  . . .  and  did  this  to  a  degree  far  beyond 
our  expectations.  "LOOK  TO  THE  STABS  I "  has  convincingly  sold  the  com- 
plete Christmas  Program  to  our  distributor  salesmen  a  Program  that 

we  are  dependent  upon  for  millions  of  dollars  worth  of  sales. 


Thank  you  and  all  your  personnel  for  delivering  the  Impossible  .. 
for  six  weeks  of  a  very  pleasant  relationship.  Merry  Christmas  I 

Sincerely, 

RT  DISTILLERS  CaMPANT 


and 


JacS  Vacbtel 

iFleid  Merohandlslng  Manager 


JW:EH 


CARAVEL  FILMS 

730    FIFTH    AVENUE,    NEW    YORK    19,    N.  Y.,    CIRCLE    7-6110 


INCORPORATED 
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,  .       s/  ■/  ^1      PRODUCTIONS,  INC. 

201     NO.     OCCIDENTAU     BLVD.,     LOS     ANGELES     26.     CALIFC 

3    EAST    48TH    STREET.     NEW    YORK    17,    NEW    YORK 
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AUDIO-VISUAL  NEWS  FROM  BELL  &  HOWELL 


Bell  &  Howell  Filmosound  385,  new  model  oj  the  world's  most  widely  used  16mm  sound  projector,  with  streamlined  styling  of  two-tone,  scuff-proof  case. 

iREAT  NEW  SELLING  TOOL 

:  Employee  Communications,  Sales  Promotion  and  Public  Relations 


I  famous  Filmosound  by  Bell  &  Howell 
^  new  15-watt  amplifier  and  larger 
iaker  for  superior  sound  control  and 
tlity...plus  other  exciting  innovations 


Bell  &  Howell's  Filmosound,  one  of  the  finest  in- 
struments of  this  audio-visual  age,  is  now  better 
than  ever.  The  new  Filmosound  385  brings  you 
these  design  advancements:  increased  amplifier 
output  ^double  power  under  normal  conditions, 
four  rimes  stronger  at  low  voltage),  sound  insu- 
lated aluminum  doors,  an  end  to  warm-up  delay. 


More  Filmosounds  are  in  use  today  than  all 
other  makes  of  sound  projectors  combined !  This 
established  preference  stems  from  features  like 
exclusive  all-gear  drive,  straight-line  optics,  flick- 
erless  projection,  simple  operating  controls. 

Make  a  note  to  see  the  new  Filmosound  385  at 
your  dealer's  or  write  now  for  free  brochure. 


1/  TRUCKERS  LEARN  road  hazards.  Pacific 
dnountain  Express  uses  Bell  &  Howell's  Filmo- 
!l  and  a  company-made  sound  movie  to  warn 
vrs  of  highway  dangers  along  its  busiest  route. 


HO>W  RAILROAD  PROMOTES  shipping  service. 
To  spur  its  growing  volume  of  fresh-produce  traffic. 
Santa  Fe  Railway  shows  sound  movies  on  benefits 
of  modern  shipping  methods  to  'West  Coast  shippers. 


HONORARY  ACADEMY  AWARD  1954 
To  Bell  &  Howell  for  47  Years 
of  Pioneering  Contributions  to 
the  Motion  Picture  Industry 


7108  McCormick  Road    •    Chicago  45,  Illinois 
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Here's  how  to  double  their  use! 


The  TSI-DuolIte  allows  you  to  increase  the  field  of  use  for 
your  1  6mm  films  because  in  the  Duolite  you  get  two  methods  of 
projection  in  one  unit  .  .  .  and  for  the  price  of  one  unit.  Now 
you  can  show  films  in  rooms  and  locations  where  it  formerly 
wasn't  convenient  or  practical.  What's  more,  in  most  cases 
the  operation  of  the  Duolite  is  easier  and  quicker  and  you 
get  a  more  effective  presentation. 

Oe%k  Top  Showing  On  Built-in  Screen 

The  Duolite  permits  you  to  show  black  and  white  or  color  movies 
on  a  large  built-in  screen  without  darkening  the  room.  Films 
can  be  shown  right  on  your  desk  top,  in  the  plant,  in  hotel 
rooms  and  in  conference  rooms  without  setting  up  any  extra 
equipment  such  as  a  screen,  speaker,  etc.  This  makes  it  ideal 
for  in-plant  training  sessions,  engineering  departments,  sales 
departments,  advertising  departmentsor  wherever  films  are  used. 

Two  Projectors  In  One! 

Just  flip  a  lever,  insert  another  lens  and  the  same  projector 
can  be  used  with  large  audiences  for  showing  films  on  any 
standard  external  type  screen.  Both  lenses  are  furnished  with 
the  projector.  Changing  them  is  simple.  Pull  ,  .  .  and  the  lens 
is  out.  Push  .  .  .  and  the  other  lens  Is  in. 

The  Duolite  is  a  top  quality  projector  throughout.  Sturdy 
construction  stands  hard  knocks  without  damaging  the  unit. 
Service  Is  hardly  ever  required.  When  it  is,  no  special  tools 
are  needed. 

Check  now  on  this  most  complete  projector  .  .  .  available  only 
from  Technical  Service,  Inc.  You'll  find  it  to  be  the  ideal 
projector  for  all  of  your  uses  and  it's  priced  right  too. 


TECHNICAL 

SERVICE 

I  NC. 


30865   FIVE  MILE   ROAD    ■    DEPT.  C    ■    LIVONIA,  MICH. 

West  Cooit  Office:  4357   Melroie   Ave.    •    Hollywood    29,   Calif.    •    Phone    Normondie    5-6621 

Conodion  Ditlr.:  S.  W,  Coldwell,  ltd.  •  447  Jarvii  St.  -  Toronto  5,  Ont. 

foreign  Dislr.:  V/eslrex  Corp.  (fotmerly  Western  Jleclric  Export)  -111   Eighth  Ave.,  N.Y.  1  1,  N.Y. 


(combined  with  See  &  Hear  Magazine) 

Issue  Seven    •    Volume  Sixteen    •    1955 
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color  harmony 
every  time 


You'll  also 

have  production  harmony 

every  time  you  schedule 

these  Byron  16mm  facilities: 

script 

art 

titling 

animation 

editing 

sound  effects 

recording 

location  photography 

music  library 

sound  stage 

complete  black-and-ichite 

laboratory  facilities 

precision  magnetic  striping 


color-correct  * 
prints .... 

Quality  conscious?  Byron  color-correct*  prints  are 
what  you  want.  Get  duplicate  prints  processed 
with  exactmg  fidelity  —  color  prints  in  balance  that 
retain  all  their  natural  beauty  with  full  depth  and 
clarity.   Color-correct*  is  a  Byron  exclusive,  the  result 
of  many  years  of  engineering  research  and  development 
by  a  pioneer  laboratory  —  staffed  by  master  craftsmen 
—  working  with  the  finest  equipment  at  top  level 
efficiency.   Choose  the  leader  in  the  16mm  color  fielil 
Time  important?    Try  our  8-hour  service. 


byron 


Studios  and  Laboratory 


1226  Wisconsin  Avenue,  N.W.,  Washington  7,  D.C.     DUpont  7-1800 
*Reg.  V.  S.  Patent  Office 

SEND    FOR    YOUR    COMPLIMENTARY    COPY    OF    THE  3  ILLUSTRATED   BULLETINS  ON   "PRE-PRINT 
PREPARATION"  AS  DEVELOPED  AND  RECOMMENDED  BY  THE  ASSOCIATION  OF  ClINEMA  LABORATORIES 
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SLIDE-FILM 
PRODUCERS 


WE  BEGIN  WITH  YOUR 

•  sound 

(DONE  IN  OUR  STUDIOS  OR  rOURS) 

AND  END  BY  PROVIDING  YOU  WITH  THE 

•  finest 

•  slide -film  pressing 

•  in  the  industry 


ive 

MUSIC 

supply 

SOUND  EFFECTS 

all 

SIGNALING  *  (ESI) 

\, 

MASTERING 

^ 

or 

PROCESSING 

any 

PRESSING** 

pari 

PACKING  &  SHIPPING 

^'ELECTRONIC  SIGNAL  INSERTER  AN 
EXCLUSIVE  DEVICE  DEVELOPED  BY  US 
FOR  PERFECT  SIGNAL  PLACEMENT. 

**PURE   RED   VINYLITE   RECORDS 


DISC  recording  •  masters 
processing  ■  pressing 

TAPE  recording  •  editing 
assembly 

FILM  recording  •  re-recording 
transferring  •  interlocking 


write  or  phone  for 
Special  Producers  Price  List 

UNIVERSAL  RECORDERS 

6757     HOLLYWOOD     BLVD. 
HOLLYWOOD  28,  CALIF.,  Hollywood  9-8282 


Right  Df  f  the  Heel 

A    COLUMN    OF    EDITORIAL    COMMENT 

IN  THIS  ISSHlv  the  Editors  of  BUSINESS 
ScHKKN  provitlf  iIk-  annual  listing  of  the 
miincious  eslablislifd  firms  who  constitute  a 
dependable  selection  of  production  services  — 
the  film  laboratories,  sound  recording  studios, 
optical  effects  specialists,  recognized  music  li- 
braries, animation  specialists,  stock  film  sources 
and  film  streatment  and  reconditioning  services. 

Data  presented  on  these  pages  (beginning  on 
page  65  I  is  supplied  according  to  our  specifica- 
tions by  the  companies  listed.  While  there  are 
a  few  inevitable  omissions,  we  feel  that  it  com- 
prises a  most  helpful  guide  to  the  producer  and 
sponsor  requiring  these  services.  A  further  co- 
incidence lies  in  the  publication  of  the  Associ- 
ation of  Cinema  Lalioratories'  Pre-Print  Recom- 
mendations  (see  page  Oil. 

But  behind  these  very  factual  and  useful  list- 
ings there  is  a  bigger  story.  Faster  films,  more 
brilliant  color  processes,  greatly-improved  labo- 
ratorv  equipment  and  controls  and  unt(dd  vears 
of  constructive  experience  are  that  part  of  the 
modern  film  laborator\  story.  These  affect  those 
studios  who  maintain  their  own  film  laboratories, 
for  the  benefit  of  clients,  as  well  as  the  large 
and  growing  specialists  who  comprise  our  list- 
ings. Within  their  plants,  a  very  large  corps  of 
technicians  and  lab  experts  are  helping  to  assure 
the  screen  quality  on  which  the  future  of  both 
televised  and  direct  16mm  and  35mm  films  so 
completely  depends. 

Users  of  these  services  will  find  a  lot  of  ad- 
ditional information  and  a  pretty  good  picture  of 
the  suppliers  among  the  numerous  display  ad- 
vertisements of  listed  companies  appearing  in 
this  issue.  There's  a  reference  mark  indicating  a 
supplemental  ad  over  the  listings  of  these  com- 
panies from  pages  65  to  82. 


Who  Helped  American  Magazine  Discover 
Genius  Who  "Pioneered"  16mm  Medium? 

->tTnE  American  Magazine  gricvousK  erred  in 
the  full  page  tribute  ""lOmm  Magic"  which  ap- 
peared in  its  October  issue  and  credited  the 
development  of  this  field  to  Dr.  Paul  A.  Wagner, 
president  of  the  Film  Council  of  America. 

""This  revolutionary  contribution  to  education 
was  brought  about  largely  through  the  vision  and 
enterprise  of  Dr.  Wagner  .  .  ."  according  to  the 


\THAT  KNOCKS  YOUtt  HAT  Off!  (J 

SLIDEFILMSi 

SHOOTING 
UREASE  PRINTING 

complete  seiviie  foi  pioduceis 

end  distilbulois       ^//  Kh 


"iCUSTOM  rilM  LAB^ 

J-I7I0  BMABWilV.  MIC  19.  HY 
,  4^  I  SlltO  fg»  PSICC  IIST  as-12 1 


A.MElilcAN.  Further  attributing  the  prodnii.. 
of  many  widely -used  lOmni  training  film-  It 
ihe  Navy"  to  this  "pioneer",  the  niagazim-  >  ^r 
eludes  that  "'these  proved  so  effective  that  .ill. 
the  war  the  idea  was  applied  to  general  ediii:. 
tion." 

A  generalized  apology  appearing  in  tin-  Ml 
newspaper-publicity  handout  "Rushes"  oniil-  1 
mention  that  this  data  was  supplied  to  lli 
American  through  FCA  publicity  channels.  .Neai 
ly  side-stepping  the  issue,  the  apology  mere!' 
says  that  "no  executive  took  part"  and  that  ther 
was  no  opportunity  to  read  proof.  ; 

Apparently,  press  agents  are  not  classified  a' 
"executives"  at  FCA  headquarters  but  the  ad' 
mission  that  they  knew  about  this  forthcominj 
enshrinement  is  apparent.  The  American  nov 
also  knows  that  it  was  "had"  but  what  about  thi 
2' 2  million  readers  of  this  respected  journal': 
We  failed  to  find  the  anticipated  retraction  ir 
its  recent  November  issue. 

For  the  real  facts  are  that  this  so-calle( 
"pioneer"  was  a  mere  infant  when  16mm  wa; 
already  far  advanced;  that  the  onlv  "invention' 
we  can  credit  him  with  is  the  annual  testimtniia 
banquet  over  which  he  presides  at  the  expense  o:| 
some  well-meaning  contributors. 

Are  we  to  believe  that  the  Editors  of  lln 
American  imagined  all  those  facts  about  thi.- 
self-made  "pioneer",  all  by  themselves?  j 

^-  K-  » 

Thanks  to  This  Producer's  Carrier  Visit,  the 
Navy's  Air  Arm  Has  a  New  Color  Picture 

■+f  What  does  a  motion  picture  producer  do  oi 
his  day  off'.'  If  his  name  is  Raphael  G.  Wolff.  h( 
is  apt  to  pack  his  camera  and  spend  the  da\ 
winning  friends  and  helping  people. 

Wolff,  president  of  the  Hollywood  studio  which 
bears  his  name,  was  one  of  a  dozen  civiliar 
guests  invited  aboard  the  aircraft  carrier  L.S.S. 
Hornet  by  the  Secretary  of  the  Navy  for  the 
ships  qualifications  cruise  last  Spring. 

While  pilots,  many  of  them  making  their  first 
run  on  a  full-sized  carrier,  zoomed  off  and  on  the 
deck  in  jet  Cougars  and  Banshees  and  propellor- 
driven  AD  s.  spectator  \\  olff  gave  into  occupa- 
tional habit,  grinding  away  with  a  movie  camera. 

Wolffs  interest  resulted  in  a  13-minute  color 
sound  and  motion  picture  which  was  titled  Car- 
qual  (Navy  code  for  "Qualification  of  Pilots") 
and  presented  to  the  flat  top  s  officers  and  men. 

Numerous  screenings  of  Carqual  have  been 
held  aboard  the  carrier  and  at  Naval  headquar- 
(continued      on       PAGE      FIFTY -SIX) 


ARTij^VlDEART 

ANIMATION 

TITLES 

OPTICAL    PHOTOGRAPHY 

COLOR    or    B&W  —  16  or  35MM 


343   LEXINGTON    AVE. 
NEW  YORK     16,    N.Y. 

LExington  2  7378-9 
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THE  OHIO  OIL  COMPANY 

-'f^ams  uf^  WILDING 


As  a  public  service,  Ohio  Oil  commissioned 
Wilding  to  wiite  and  produce  a  picture  on  driving  habits  that  would  drama- 
tize many  varieties  of  thoughtless,  often  dangerous,  attitudes  in  motorists 
with  which  audiences  will,  it  is  hoped,  identify  themselves.  The  story  is 
written  from  the  viewpoint  of  those  faithful  public  seivants,  the  community 
policemen.  High  point  of  the  pictme  is  the  fatal  crash  pictured  here.  Be- 
cause of  its  dramatic  excitement  and  its  vital  emotional  impact,  "The 
Case  of  Officer  Hallibrand"  is  sure  to  be  widely  used  in  safety  work  by 
many  civic  agencies  the  country  over.  Nowhere  in  the  production  is  there 
any  mention  of  the  sponsor's  product.  Instead,  Ohio  Oil  has  selflessly 
made  this  contribution  to  programs  concerned  with  safety  on  the  highway. 


IfV  I  L  D  I  N  G 


CHICAGO 


DETROIT 


NEW  YORK 


CLEVELAND 


PITTSBURGH 


HOLLYWOOD 


No  matter  which  you  use.** 

EVERY 


PROJECTOR    IS  • 


Many  projectors  LOOK  somewhat  alike, 
in  appearance  and  price — but  Viewlex 
has  something  extra!  Rigidly  controlled 
standards  of  QUALITY  carried  through 
every  step  of  manufacturing  assure  pro- 
jectors that  are  trouble  free  and  a 
delight  in  operation.  VIEWLEX  QUALITY 
CONTROL  is  a  precious  property — It  is 
the  real  reason  why  Viewlex  guaran- 
tees every  Viewlex  projector  for  a 
lifetime! 


VIEWLEX  VIEWTALK 


'  standdrd  and  long 
playing  records,  up  to  16" 
—  two  permanent  needles 
on  twist  arm.  33'/3,  45.  or 
78  r.p.m.  Model  WR  — 
4"  X  6"  detachable  speaker 
for  150  or  300-watt  Viewie* 
projectors.  Model  WHD — 
6"  X  9"  detachable  speaker 
lor    500-watt    projector. 


For  35mm  filmstrip  single 
and  double  frame,  vertical 
and  horizontal  pictures,  2x2 
and  Bantam  slides,  any 
type  mount.  Change  from 
■filmstrip  to  slides  in  sec- 
onds. V2C— I  50- watt,  V-22C 
— 300-watt  motor  fan  cool- 
ed. V-25C — 500-watt  motor 
^an  cooled.  3-5-7-9-I  I  Inch 
lenses. 


For  single-frame  filmstrip.  ' 
The  Ideal  budget-priced 
filmstrip  projector.  Clear, 
sharp  projection ;  brilliant 
Illumination;  simple  to  oper- 
ate. Cannot  tear  film.  Mod- 
el V-4S  150-watt  convec- 
tion cooled.  Model  V-44S 
300-watt  motor  fan  cooled. 
2",  3".  5"  and  7"  focal- 
lergth    lenses    available. 


STRIP-0-MATIC 

Remote  control  35mm  film- 
strip  advance  mechanism. 
Hand-held  push-button.  Al- 
lows complete  freedom  of 
movement.  Speaker  can 
stand  wherever  he  wishes, 
or  even  sit  with  the  audi- 
ence. For  use  with  all  View- 
lex filmstrip  projectors  (Il- 
lustrated  here   with  V-25C|. 


Write  Oept.  B-5  for  literature  and  the  name  of  your  nearest  franchisee!  Viewlex  Dealer. 


"Change-O-Matic"  Automatic  slide 
clianger  accommodates  paper,  glass, 
metal,  or  tape  slides  intermixed. 


35-01     QUEENS    BOULEVARD 
LONG    ISLAND   CITY    1,    N.    Y. 
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HUGO  JACOBSMEYER 

PRODUCTION   MANAGER 

TITLE   &   OPTICAL   DIV. 

27   YEARS  WITH   CF 

42  YEARS   IN   FILM   INDUSTRY 


CONSOLIDATED 

Fl  LM 

INDUSTRIES 

959  Seward  St.,  Hollywood  38,  Calif.   •   HO  9-1441 

in  New  York  :     1740  Broadway 
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h.ind  rewind 


negative  rewind  set 


differential  rewind 


i#n 


power  rewind 


HO  2  3284 

956  NO.  SEWARD  ST. 

HOLLYWOOD  38 

CALIFORNIA 


precision  Film  editing  equipment 


HOLLYWOOD  FILM  COMPANY 


synchronizer 


split  reels 


film  r.icks 


editins!  table 


vault  cans 


swivel  base 


lightwind  film  storage  cabinet 

at  better  dealers  everywhere 


Colonial  Williamsburg  to 
Film  in  Todd-AO  Process 

"¥  (^nliinial  \\  illianishur^  has  a 
nounccd  the  inmiinent  produrtit 
of  a  film  on  the  colonial  hi-lory  i 
\\  illiaiMshurg  to  l)e  prodm  id  in  ll 
new  To(ld-AO  jjrocess.  W  lu*ti  ror 
pleted.  the  new  film  will  be  show 
in  a  new  Information  Center,  no 
under  construttion. 

Colonial  Williamsburg's  twi 
theatres  will  be  .specially  constructt 
to  accommodate  the  Todd-AO  gy 
tern,  and  will  have  seats  spaced  s 
that  each  seat  will  be  comparable  I 
the  best  seats  in  an  ordinary  theatf' 
Each  theatre  « ill  have  approximati 
Iv  2.50  seats,  arranged  in  eight  row 

The  contract  with  Todd-AO  Co 
poration.  signed  early  in  Octobe 
designates  Colonial  \^  illiamsburg 
non-commercial  licensee  with  righ' 
to  produce  and  exhibit  a  film  of  u 
to  40  minutes  duration  in  the  ne 
wide  screen.  70mm  process.  T^ 
film  will  relate  the  colonial  histor 
of  \\  illiamsburg  and  will  be  show 
free  of  charge  to  visitors  in  the  twi 
theatres  of  the  new-  Informatio 
Center. 

The  film  w ill  be  shown  on  a  deej 
ly-curved.  30  x  60-foot  screen  whic 
is  expected  to  provide  maximui 
clarity,  sharpness  and  illuminatioil 
Six  to  eight  channels  of  stereophoni 
sound  will  be  heard  in  utmost  hip 
fidelity,  capable  of  complete  din  ; 
tional  realism. 

A  major  film  company  —  yet  t 
be  named  —  will  produce  the  filn 
It  is  expected  to  be  ready  for  e> 
hibition  in  time  for  the  opening  i 
the  Information  Center  inthesprin 
of  19.57.  the  year  nearby  Jamestow 
celebrates  its  .3.30th  anniversary. 

»  »  * 
1956  Chrysler  Preview  Lit 
by  Jack  Frost  Mobile  Units 
♦  \^  hen  some  600  reporters  assen 
bled  at  the  recent  1956  advanc 
press  preview  of  the  new"  Chrysle 
cars,  held  at  the  corporation's  pro\ 
ing  grounds  near  Chelsea.  Michigai 
the  management  made  sure  thj 
newsmen  were  not  kept  in  the  darl 
Throwing  ample  light  on  the  sul 
ject  were  the  maximum  illuminatio, 
installations  of  Detroit's  Jack  A 
Frost.  To  dramatically  highlight  th 
show,  the  Frost  specialists  arrive^ 
with  such  mobile  equipment  as  a 
outsized  transformer  trailer,  hug 
lengths  of  cable,  batteries  of  spot? 


and 


ner  boards,  rans 


mg 


fror, 


.5\l    to    IIIM   capacity    and   able  t 
handle   135\I   watts  of  lighting. 


FOR     SALE 

;i3nun   OPTICAL   BENCH 

Box  .352   •   Business  Screen 
4«9  Fifth  Ave..  New  York  17 
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TECHNICAL   •   TRAINING    •    FARM    •   EDUCATIONAL   •    MEDICAL   . 


ubiic  Relations  Pictures  by  Audio.. 


-CLEAR  TRACK  AHEAD!"  25  mins. 

1  he    story    of    railroad    progress    in    the    building   of 
America  yesterday,  today  and  lomortow. 


.„N   OUR  PART  OF  THE  COUNTRV^  ^^     ^ 

sion  ior  schools. 


F 


Audio    Productions,   I 


FILM     CENTER     BUILDING 


630     NINTH     AVENUE 
TELEPHONE    Plaza    7-0760 


NEW     YORK     36,     N. 


JP^ 


ioo* 


WW 


HSyWtnooS.' 


Frank  K.  Speidell,  President  •  Herman  Roessle,  Vice  President  •  P.  J.  Mooney,  Secretary  •  L.  W.  Fox,  Treasurer 
Producer-Directors:    L,    S.    Bennetts  Louis  A.  Hanousek  H.   E.  Mandell 

Alexander    Gansell  Harold  R.  Lipman 

Sales  Manager:  Sheldon  Nemeyer 


Earl  Peirce 
Erwin    Scharf 


in 
the 


it's.. 


is  our  business 

personalized 
service 


ROUND-THE-CLOCK  SERVICES 


Negative  Developing 

First  Print  Department 

Ultra  Violet  and 
Flash  Patch  Printing 

• 

16mm  and  35mm 
Release  Printing 

Kodachrome  Printing 

63  Editing  Rooms 


SPECIAL  TV  SERVICES 


Now 

Celebrating 
Our  25th 
Anniversary 


MOVIELAB  FILM  LABORATORIES.  INC. 

619  West  54th  Street,  New  York  19,  N.  Y.   JUdson  6-0360 


U.S.  Informational  Pictures 
Draw  Large  Overseas  Audience 

♦  >|iiin^iir-  anil  ili-lrilniloi  -  li.irkirif; 
for  a  sizeable  aiirlience  fur  rliicu- 
meiitaries  evidently  «oul(l  do  well 
to  line  up  some  screens  in  Japan. 

The  Lnited  States  Information 
Agency  reports  that  an  estimated 
three  million  Japanese  movie-fioers 
saw  the  four-reel  musical  documen- 
tary film.  Syini>honY  of  the  Air. 
during  its  first  exhibition  month. 
More  than  half  a  million  Japanese 
recently  saw  the  film.  Helm  Keller 
in  Her  Slory  at  14  L  ..S.  Information 
Agency  centers  and  on  television 
from  Tokio. 

Symphony  of  the  Air,  which 
shows  the  9.5-piece  American  or- 
chestra as  it  performed  during  its 
tremendously  successful  visit  to 
Japan,  consists  solely  of  photography 
and  music;  there  is  no  narration. 

Showings  in  46  Cities 
Planned  and  produced  In  the  In- 
formation Agencv  s  motion  picture 
branch  in  Japan,  the  film  was 
showTi  simultaneously  in  46  major 
Japanese  cities,  beginning  on  Sep- 
tember 20.  On  that  day  alone. 
16().000  persons  saw  the  picture.  In 
the  evening,  the  film  was  televised 
over  a  Japan-wide  network  to  a 
potential  tv  audience  of  two  million. 
At  showings  sponsored  by  the  news- 
paper Mainichi.  people  stood  in  line 
for  hours  to  gain  admission. 

Impressed  by  public  reaction  to 
the  Helen  Keller  film,  the  Tokio 
television  network  sent  the  fnfor- 
mation  Agency  a  check  to  be  do- 
nated to  an  institution  for  the  blind. 
The  agency  said  this  is  typical  of 
response  from  hundreds  of  thous- 
ands of  persons  in  many  foreign 
countries  who  saw  overseas  infor- 
mation program  showings  during 
the  week  of  Miss  Keller's  T.ith  birth- 
day this  summer.  Ihe  hour-long 
documentarv.  narrated  by  Katherine 
Cornell,  tells  the  story  of  Helen 
Keller  under  the  handicaps  of  blind- 
ness, deafness  and  muteness. 

Widely  Viewed  in  Europe 
In  London,  the  British  Broad- 
rasting  Company  televised  the  movie 
viith  an  introduction  b\  pianist 
\Iyra  Hess.  Showings  in  ji>r(lan. 
with  commentary  in  Arabic,  were 
under  the  patronage  of  Oueen  Zeine. 
In  Stockholm,  a  Iv  station,  closed 
for  vacation,  reopened  to  give  a 
special  showing  of  the  film  for  an 
audience  of  some  10.0(10  persons. 
\  iewers  of  the  movie  in  Italy  made 
donations  to  help  the  blind.  In 
Helgium.  the  Ligue  Braille  showed 
the  film  several  times,  including  one 
televised  showing  with  French  and 
Flemish  explanatory    connnent. 

Extensive  showing  and  favorable 
rear-tinn  have  also  been  reported  In 


overseas  information  posts  in  Ihr 
Netherlands,  the  Philippines.  South 
Vfrica.  F.gvpl.  Pakistan.  Holland, 
r  ranee  and  (iermanv.  ^ 

Pfiotographic  Society  of 
America   Honors   Film   Pioneers 

*  I  wo  Eastman  Kodak  scientists 
were  honored  recently  when  the 
Photographic  Society  of  .\merica 
gave  its  LaBelle  Award  to  Leopold 
D.  Mannes  and  Leopold  Godowsky. 
Jr..  for  their  development  of  Koda- 
chrmne  color  film.  The  award  was 
made  at  the  society's  annual  ban- 
quet in  Boston. 

The  award,  established  two  vears 
ago,  is  made  "for  outstanding  con- 
tribution to  color  photographv."  k 
previous  v\  inner  was  the  National 
Geographic  .Society. 

Mannes  and  Godowskv  were  al- 
ready scientific  collaborators  when 
they  joined  Kodak  Research  Labora- 
tories in  19.30  to  concentrate  on  the 
development  of  the  product  which 
eventually  emerged  as  Kodachrome 
film. 

After  the  early  color  film  was  in- 
troduced in  193.5,  Mannes  and  Go- 
dowsky continued  in  research  on 
various  modifications  and  adapta- 
tions of  the  film  and  process. 


QiiJiiif-Eih 

FILM   SHIPPING   CASES 


Did  \ou  ever  consider  the  mileage 
per  dollar  you  get  out  of  a  shipping: 
case?  We  have  I  That's  why  weM. 
built  these  new  cases  with  more 
than  usual  tare.  Tliey're  made  of 
best  quali(\'  non- vulcanized  tibrc. 
strongI>  fabricated,  and  reinforced 
with  steel  comers.  Here  is  low 
priced  protection  for  >our  films  in 
transit.  Also  available  in  hard  vul-  I 
canized  fibre. 

See    your    nearest    dealer    or    ur'ite 
direct  to   matiujacturer  for  catalog. 

WM.   SCHUESSLER 

341     W.    SUPERIOR    ST. 
CHICAGO    10,    ILLINOIS 


12 


BUSINESS     SCREEN     MAGAZIN 


msssmFiLM^ 


FOR 


OUTSTANDING  CLIENTS 


Condor  Films.  Inc.  successfully  serves  scores  of  leading  American  busi- 
nesses and  organizations. 

These  clients  know  it  takes  skill  and  experience  to  tell  a  story  effectively 
to  one  person,  to  a  group  ...  or  to  millions  .  .  .  and  they  have  found  that 
Condor  has  been  a  real  help  in  solving  their  important  communications 
problems. 

If  you  have  a  message  you  really  want  to  get  across  to  employees,  to 
stockholders,  sales  personnel,  dealers  or  distributors,  to  potential  customers, 
to  other  specific  groups  ...  or  to  the  general  public  .  .  .  Condor  can  help  you. 

For  a  fresh,  imaginative  and  result-getting  motion  picture,  slidefilm  or 
other  live  or  visual  presentation,  call  on  Condor!  When  you  do.  you'll  get  the 
ultimate  in  quality  and  service  from  an  organization  well-staffed  with  top- 
notch  creative  and  technical  personnel  working  with  the  finest  obtainable 
photographic,  sound  recording,  lighting  and  editing  equipment  in  modern 
and  complete  production  facilities. 


Aluma   Kraft   Manufocturing    Co.,    Inc. 

Americon    Fixture   &    Manufacturing    Co. 

American    Furnace    Co. 

American    Wheelabrator    ond    Equip.    Corp. 

Anheuser-Busch,    Inc. 

Associotion    of    American    Railroads 

Banquet    Canning    Company 

Batz-Hodgson-Neuwoehner    Adv     Co. 

Boy    Scouts    of    America 

Boys    Town    of    Missouri 

The    Branchell    Company 

Carter    Oil    Company 

Centlivre    Brewing    Corporation 

Citizens    National    Bonk 

The    Coca-Cola    Company 

D'Arcy    Advertising    Compony 

Burton    W.    Duenke    Building    Company 

Eli    Lilly    ond    Company 

Emerson    Electric    Manufacturing    Co 

Gardner    Advertising    Company 
Girl    Scouts    of    America 

Gordon-Marshall,     Inc. 

Griesediecit    Brothers    Brewery    Compony 

Lewis-Howe    Compony 

Internationol    Shoe    Company 

Sam    P     Judd    Advertising    Company 

Kelly,    Zohrndt   &    Kelly,    Inc. 

Knox     Reeves    Advertising     Company 

Laclede    Cos    Compony 

Laclede    Steel    Company 

Lindenwood    College 

Lion    Oil    Company 

Lynch    and    Hart   Advertising    Company 

Moxon,    Inc. 

McOuoy-Norris    Manufocturing    Company 

Meletio    Seo    Food    Company 

Monsanto    Chemicol    Company 

New    York    Yonkees 

Pacific    Industrial    Monufocturing    Co. 

Pheian-Faust    Point    Company 

Ralston    Purina    Company 

Ridgwoy    Advertising    Compony 

Ruthrauff   and    Ryon,    Inc 

Saint    Louis    Cardinals 

St.    Louis-San    Francisco    Railway 

Scruggs-V  on  dervoort- Barney 

Sears,    Roebuck    and    Company 

Stork    Bro's    Nurseries   &    Orchards   Co. 

Glee    R.    Stocker    and    Associates 

Switzer    Company 

Union    Electric    Company 

U,    S     Air    Force 

United    Van    Lines 

Wabash    Railroad    Company 

Wagner    Electric    Corporation 

Worsen    Products    Corp. 

Western    Waterproofing    Company 

Westheimer    and    Block 

Winius-Brandon     Company 

Wohl    Shoe    Company 

.    .    .    and   Many   More! 


Producers  of  16mm  and  35mm  Sound 
Motion  Pictures,  Slidefilms  and  Other 
Visual  Presentations  for  .   .   . 

SALES    PROMOTION      •     ADVERTISING 
PUBLIC    RELATIONS      •      TRAINING      •      TELEVISION 


o  r/(  d  o  r 

ilmsJnCo 
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NEW  E-X-P-A-N-D-E-D  FACILITIES 


rentals 


I    All  the  finest  and  Latest  Cameras 
MITCHELL- 16,  NC,  BNC 
ARRIFLEX-16  &  35,   Blimp 
AURICON  -100,  200,  400,  1200 
EYEMO,    CINE    SPECIAL,    FILMO  -  MOVIOLAS  -  SYNCHRONIZERS 
HOT    SPLICERS -SOUND    READERS  -  DOLLIES  -  PEARLESS  -  MIKE 
BOOMS -LIGHTING  EQUIPMENT  -  ZOOM  LENSES -GRIP  EQUIP- 
MENT-PROJECTORS-SYNC   PROJECTORS -RECORDERS -SYNC 
RECORDERS 

WRITE    FOR    COMPLETE    RENTAL    PRICE    LIST 


■  I  New  and  Used 

^«^l^^        I      ARRIFLEX- 16  &  35mm  Cameras 
%MIv'^  AURICON -Cinevoice,  Super   1200,  400  &  600 

^^^**^^^^  foot  Conversions 

BELL  &  HOWELL -Eyemos-Fllmo- Projectors 
BALTAR,    ANIMAR,    NOMINAR,    EKTAR,    ZOOM    LENSES 
MOVIOLAS   -   HFC    SYNCHRONIZERS   -   BARDWELL- McALISTER 
LIGHTING   EQUIPMENT -EDITING   EQUIPMENT  &  SUPPLIES 
WRITE    FOR    COMPLETE   CATALOG 


service 


Our  Newly  equipped  MACHINE  SHOP 
for  all  Camera  Maintenace  and  Re- 
pair offers  these  exclusive  F&B  SERV- 
ICES: 

Custom  building  &  designing  of  equip- 
ment 
Lens  mounting  —  Co/ibrofing 
Experienced  Technical  personnel  who   understand  your  problems 


convenience 


curb.    Drive   up   and    load    up.    Near 


NEW    STREET    LEVEL 

LOCATION  in  the  heart 
of  the  TIMES  SQUARE 

area.   Rental  equipment 
delivered  to  you  at  the 
Trains,    Hotels,   Theatres,    Etc. 


credit 


Charge  Accounts  Invited. 

New   Extended   Time   Payment   Facifities   for 

Purchases. 

From  90  Days  to  3  Years  to  Pay. 


products 


Exclusive  F&B  PRODUCTS 

PRO-CINE    TRIPOD      The    MOST 

IMPROVED    tripod    in    the    medium 

weight  class. 

NOMINAR  1"  fO.95  LENS  -  The 
fastest  cine  lens  in  the  world.  16mm  SPLIT  REELS  -  Now  rewind,  edit, 
project,  Etc.,  with  the  film  on  CORES.  600  FOOT  CINEVOICE  CON- 
VERSION -  The  first  flutter-free  Cinevoice  Conversion.  LEG-LOK 
TRIANGLES  —  Lock  your  tripod  legs  firmly  and  securely.  GATOR-GRIP 
LITES  A  perfect  light  for  locations  .  .  .  With  BARNDOORS.  CAMERA 
SLATES  with  CLAPSTICKS  -  Easily  erased  -  durable  finish.  KELLY 
CINE  CALCULATOR  -  A  sliderule  calculator  for  cameramen.  QUAD- 
LITES,  BAR  LITES,  INKY-DINKIES,  NEWSLITES,  CONELIGHTS, 
FLANGES,    REELS,    CANS,    FIBRE    CASES,    CLIPBOARDS    GLOVES 


UStD  tQUIPMENT  URGENTLY  NEEDED 
HIGHEST    CASH    PRICES    PAID 


mSi 


FLORMAN  &  BABB 

68  West  45lh  Street,  New  York  19,  N.  Y. 

Phone:  Murray  Hill  2-2928 

Cable  Address  -  FLORBABB,  N.Y. 


EBF  Reports  Biggest  Year 

in  Film  Sales  and  Productions 

♦  Enc\il(i|iai'(lla  lirilannica  liliiis. 
Inc..  prodijcfr-dislriliuliir  of  class- 
room teaching  films,  has  just  com- 
pleted the  liifigcst  year  in  its  history, 
in  terms  of  production  and  sales,  it 
«iis  announced  at  the  recent  quar- 
terly meeting  of  the  coni])any's 
hoard  of  directors  in  Chicago. 

Maurice  B.  Mitchell,  company 
president,  jiointetl  out  that  the  i>r(»- 
gram  of  audio-visual  education,  he- 
gun  by  the  company  2.5  years  ago. 
has  been  speeded  up  by  the  con- 
tinuing crisis  in  the  schools,  marked 
by  "perennial  overcrowding  and  a 
persistent  increase  in  the  teacher 
load."  The  companys  production 
this  vear  included  60  new  film  titles 


II 


Warren  Everote,  recently   nomed 
to    the    EBF    vice-presidency. 

and  7u  filnistrips.  he  added,  ranging 
across  the  curriculum  and  including 
subject  matter  appropriate  for  all 
school  grades. 

At  the  same  time.  Mitchell  an- 
nounced the  promotion  of  Warren 
Everote.  director  of  research  and 
production,  to  the  vice-presidencv 
of  the  company. 

Everote  has  produced,  or  been 
associated  in  the  production  of.  edu- 
cational films  with  titles  as  varied 
as  Archimedes'  Principle.  Monarch 
Butterfly.  Major  Religions.  Ears  and 
Hearing,  Industrial  Purchasing  and 
Alain  and  Agriculture. 


Chicago  Video  Program  Saluta 
Business   Film   Production   Fie 

*   \  lr!e\  isioii  salnic  to  ihr  bii^ii 
molioii     jjicture    field     and     In 
principal  studios  in  the  Chicago  ar' 
was   given    on    W  1!H\1- IN     un    Sii 
day.  October   1  (i. 

The  series  "  Ihis  Is  the  .Vliducs 
cmcee'd  by  Fahey  Flynn.  sIiom 
numerous  clips  from  business  III 
and  featured  the  personal  appc 
ancc  of  Lang  Thompson.  \\  ildi 
vice-president.  Mr.  1  hompson's  co 
ments  ga\e  viewers  a  comjirehensi 
background  of  film  potenlia 


Raphael  G.  WolfF  Sales  Team 
Meets  with  Studio  Executives 

♦111  line  with  its  expanded  arii 
ties  launched  at  the  start  of  t 
year,  the  Raphael  G.  Wolff  .Sludi 
Inc.  of  Hollywood  staged  its  fi 
annual  sales  meeting  in  OcImIi 
Key  national  representatives  w 
called  to  the  film  capital  for  a  fn 
dav  session   with  studio  execulix 

One  of  the  principal  purpoMS 
the  meetings  was  to  acquaint  I 
representatives  with  the  sUi 
manv  new  developments  in  pn 
lion  techniques,  and  consideral 
time  was  devoted  to  denionstratii 
and  discussions  by  company  depa 
ment  heads.  The  reps  also  mi 
shown  previews  of  \^cilff  s  t 
newest  completed  films.  Men  of  'i 
morrow,  produced  for  the  N 
Mexico  Military  Institute,  and  T 
Is  .Automation,  produced  for  G 
eral  Electric  Company. 

.-\ttending    the    sessions    wei 
Raphael  G.  \^  olff.  president  of 
studio:  Dicran  Nahigian.  New  Yi 
representative:   Carl  \^  ester.  (  li 
go     representative:     Harold      Irl. 
Detroit     representative;     .-Mberl 
Richards.    Western    represenUili 
MacDonald  MacPherson.  vice-pri 
dent  and   executive  director  of 
creative  department. 


Wolff  Studio  Executives  Meet   (I  to  r):   Dicran   Nahigion,   N.  Y.   repr.;  Walloce   B.   Stonford,  I 
ossf-   fo   pres.;    Harold   Troy,   Detroit   repr,;    Rophoet   G.   WoltT,    president;    Carl   Wester,   Chiq 
repr.;     Alfred     Voughon,     director     of     publ.     rel.;     Albert     H.     Richard     Western     repr.; 
MocDonold   MacPherson,    studio    vice  president   ond   executive   director   of   creotive   dept. 


■^FTtl 
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lence   interest 


THE  HEART  OF  THE  MATTER 

A-\  i#  dependent  upon  Audience  Interest  for  its  effectiveness.  The 
impact  of  wide-screen  films  has  aroused  Audience  Interest  all  over 
the  world.  \\  e.  at  \  istascope.  are  proud  to  announce  that  in  the 
Western  Hemisphere,  we  have  already  established  distributorships  in 
fourteen  leading  countries. 

Here  in  the  United  States.  \  istascope  has  pushed  AA  techniques  even 
further,  including  lenses  for  the  production  of  film  slides  and  film 
strips,  in  addition  to  motion  pictures.  There  is  an  incredible  enthu- 
siasm upon  the  part  of  the  public  that  have  seen  \  istascope  films  and 
slides.  As  producers  or  distributors,  you  will  be  interested  to  learn  in 
detail  how  we  can  resolve  your  problems  in  changing  oxer  to  wide- 
screen  techniques.  The  illustrations  to  the  right  show  in  the  blue  area, 
the  additional  freedom  of  composition  that  \  istascope  gives.  I  nfor- 
tunately.  we  cannot  reproduce  the  sense  of  dimensional  reality  and 
audience  participation  that  arouses  enthusiastic  audience  interest. 

^  e  are  pleased  to  announce  Victor  Anamatograph  Corporation  is  the 
first  American  manufacturer  who  will  di>tribute  \  istascope  lenses. 
Others  will  be  announced  later. 

WHAT     VISTASCOPE     CAN     DO     FOR     YOU     IN     TAKING! 


35mm  FILM  STRIPS  —  TAKING: 
VISTASCOPE  C-1.5  or  C-2  lens.  Fit- 
an)  sLindard  35mm  camera  u-inp 
series  \  I  adaptor  ring,  provided 
lens  is  65mm  I2''(!"l  or  more  in 
focal  length.  Sharp  imager  from  3' 
to  Hifinity  \mtholt  adjustment 
—  for  less  than  3'  complete  infor- 
mation regarding  equipment  must 
be  forwarded  to  VISTASCOPE. 


3Smn 


CINE TAKING:     VISTA- 


SCOPE C-2  lens.  May  he  Used  »ith 
all  lenses  of  10 mm  iI'h"!  to 
lOtlnim  <  4"  I  that  are  43mm  or  less 
in  diameter.  I  niversal  focus  from 
3'  to  infinity.  Pictures  i-ompatible 
to  Cinemascope.  VISTASCOPE  C-1.5 
lens,  same  requirement-  .uid  will 
render  film  compalihle  with  RKO 
Superscope. 


3Smm  SLIDES  —  TAKING  >  I.eic.i 
Korniat  21x36mml.  VISTASCOPE 
C-2  lens.  An>  35mm  camera  u^ing 
standard  Kodachronie  or  similar 
film  may  he  u-ed  pro\i{led  len- 
has  a  focal  lengtli  of  65mm  <2^r"i 
or  more.  Series  \  1  adaptor  ring 
necessar>.i  Rolleikin  may  he  u-ed 
with  Rolleicord  .idaptorl.  In- 
crease  in  e\po-ure  of  ^^  aperture 
i-   rec(»niniended, 

16mm  CINE  — TAKING:  VISTA- 
SCOPE C-1.5  lens,  fit-  .ill  -landard 
lensc-  and  IeIe[>holo  lense-  to 
75mni  '3"l.  utilizing  -land;ird 
series  \  I  adaptor  ring.  With  larger 
lenses  step-down  ring-  are  a\ail- 
ahle.  Due  to  liigh  light  transmi-- 
-inn  qualil>  of  VISTASCOPE  len-e-. 
no  change  of  aperture  i-  required. 


WHAT     VISTASCOPE     CAN     DO     FOR     YOU     IN     PROJECTING! 


16mm  CINE  —  PROJECTING: 
VISTASCOPE  C-l.S  lens.  Si  rem  ratio 
identical  to  RKO  Super-cope  i  2  to 
1>.  Size,  weight  and  adaption 
features  identical  to  (".-2  len^. 
Recommended  for  economy, 
heauty  of  form.it  or  where  adverse 
demon-tration   condition-   prevail. 

35mm     SLIDES  —  PROJECTING: 

I  I.eica  Format  2tx36mnii  VISTA- 
SCOPE C.2  lens.  Fits  all  -landar.l 
projectors  with  Vll'A  VISTASCOPE 
LMVERSAL      PROJECTOIt       AD\PTORI. 

Gives  screen  ratio  of  3  to  1  'ex. 
ample:    5'   high    by    15'    wide)    — 

I.REVTERTHVN     riXERVV!\     (2.85    to 

ll.   Projection  distance   14'  to  411'. 


16mm  CINE  —  PROJECTING: 
VISTASCOPE  C-2  lens.  Screen  ratio 
iilenlic.il  to  (  ineni;iscope  '2.55  to 
1  I.  Conn--  with  free  adaptor  rings 
to  fit  all  -landard  Americ;m  jiro- 
jectors  up  to  43mm  'Pi"!.  Pro- 
jection di-lance  12'  lo  1(1'.  Adju-l- 
nient    for  311'  to   711'    upon   reque-t. 

35mm  FILM  STRIPS — PROJECTING: 
VISTASCOPE  C-1.5  or  C-2  lens.  W  ill 
(it  any  len-  or  projector  hanel  up 
to  63mni  I  2  '  j  '  l  with  \  I  PA 
(VISTASCOPE    IMVERSAt.    PROJECTOR 

ADAPTOR  t.  Projection  distance  14' 

to  40'. 


The  blue  areas  sliow  the  additional  freedom  of 
composition  close-ups  that  you  can  get  with 
viSTA.scoPE — versus  what  you  now  are  limited  to 
I  black  areas  I   with  standard  screen  ratio. 


VISTASCOPE   IN   KEUCION 


AIDIO  VISUAL  DEALERS  AND  PRODUCERS — COMPLETE  demonstration  kits  of  16nilll 
sound  film,  film  strip,  and  slides — plus  literature,  available  for  you  to  use  for 
demonstrations  to  your  customers.  Telephone  or  Write  Dept.   BS-11     today!  ^« 

VIST.ASCOPE  LENS  USED  ON  BOTH  CAMERA  AND  PROJECTOR  INTERCHAINGEABLY !    CAN  BE  USED  ON  STANDARD  SCREEN  OR  CURVED  SCREEN! 


•■MB  —  c-l.): 

U/SSiam  —  C-IJs 

l*/lll«l«  —  C-l: 

VUPA: 

VeeVee  Viewlinder  —  C-I.5i 


ORPHIC  lENSiS — GUARANTEED    TO   IE  THE  WORLD'S   FINESTI 

»   27.95 


$  75.00 
$125.00 
$150.00 
$  ».♦$ 
$      ».t$ 


VAITA  SCUfN  (t  ft.): 

(10  ft.)  . 
WilCHTS:  Imn  l.ns. 

35i*ifn    Tk*«lri«al    leni 
ttpmn  request. 


—  in  prerfuction 
3  •!.  — 16  '35mm  lent.  1 1  i 


SALES  OFFICE,    •  85  Chambers  St., 


Industrial  Audio-Visual  Executives  Review  Technical 
Progress  at  Annual  Fall  Meeting  Held  in  Boston 


lAVA  Secretary.  Al  Morrison  of  Socony  Mobil 
Oil  Co  .  extends  congratulations  to  Boston 
program  co-chairman  Al  Lytle,  Roytheon  Corp. 
film  executive. 

THK  ANM  AL  FALL  MEETLM;  of 
(he  Influstrial  Audio-Visual  .iVs- 
sociation  convened  this  \ear  al 
the  Ht>lel  Kenmore  in  Boston  on 
October  4.  5  and  6.  With  about  60 
members  in  attendance,  co-chairmen 
Edward  Pahiier  (New  England  Tele- 
phone &  Telegraph  Co.  1  and  Alfred 
Lytle  I  Raytheon  Corp.  I  provided 
one  of  the  best  programs  undertaken 
at  lAVA  sessions  in  recent  years. 

Without  playing  down  other  as- 
pects of  audio-visual  activities,  con- 
siderable emphasis  at  this  meeting 
was  directed  toward  v arious  ap]jlica- 
tions  of  overhead  projection. 

New  Techniques  in  Overhead 
The  overhead  projector,  long  a 
most  useful  but  unglamorous  mem- 
ber of  the  audio-visual  team,  has 
recently  blossomed  forth  with  ne« 
techniques,  new  transparenc\  ma- 
terials, new  equipment  and  new 
methods  of  utilization. 

E.  J.  Fierle.  sales  promotion  man- 
ager of  the  Projector  Division. 
American  Optical  Co..  demonstrated 
a  pilot  model  of  .AO's  new  overhead 
projector  which  will  be  announced 
later  in  the  year.  It  incorporates 
greater  rigidity  with  more  con- 
venience in  operation. 

Walter  A.  Burton  I  Minneapolis- 
Honeywell  Regulator  Co.  I  showed 
how  his  company  has  developed 
overhead  projection  training  meth- 
ods from  simple  b&w  slides  of  a  few 
years  ago  to  the  colorful,  intricate 
presentations  of  today.  Some  of 
the  Minneapolis-Hone\  well  materials 
now  involve  as  nmch  as  14  overlays 
in  a  half  dozen  different  colors. 

Shortcut  for  Transparencies 
L.  K.  Hamilton,  vice.president  of 
Technifax  Corp..  showed  a  new  de- 
velopment which  permits  multi- 
colored transparencies  to  be  made 
through  diazotype  reproduction. 

Rounding  out  the  overhead  as- 
pects of  the  program  were  demon- 
strations of  "Iransparencies  bv 
Liquid  Duplication"  presented  bv 
Frank    .A.    Mesmer.    president    of 


.•^landard  Duplicating  Machines 
(^irp..  and  the  enormousU'  complex 
land  expensive  I  atiimated  plastic 
transparencies  presented  by  James 
Barr>  of  the  I  .S.  Navy's  Special 
Devices  Center. 

Unveils  Polaroid  Projection 
A  iie«  Polaroid  film  and  projec- 
tor were  shown  for  the  first  time  by 
Richard  T.  Kriebel.  secretary  of  the 
Polaroid  Corp.  The  new  film,  which 
de\elops  into  a  positive  transparencv 
in  just  one  minute,  has  a  previously 
uiialtained  speed  1 1000  ASA  I  and 
a  great  range  of  contrast. 

The  Port-0-Vox  Corp.'s  William 
Merrill  demonstrated  a  wireless 
microphone   useful   in    motion    pic- 


ture. tflc\  ision  ami  piddic  speaking 
applications. 

lAVA  members  who  were  active 
in  the  program  included  Paul  K. 
Pelrus  (Socony  Mobil  Oil  Co.  I , 
who  spoke  on  the  recent  Washing- 
ton conference  of  industrial  film 
sponsors  and  U.S.  Information 
.Agency  representatives;  Vincent  H. 
Hunter  (Union  Pacific  Railroad  i , 
who  demonstrated  methods  of  con- 
trolling exposure  of  Commercial 
Kodachrome:  Alfred  V.  Lytle  (Ray- 
theon Corp.  I ,  who  described  a  con- 
trol console  w"hich  incorporates  ever\ 
imaginable  sort  of  audio  and  visual 
hokus  pocus  during  Raytheon's 
radar  demonstrations. 

H.  L.  \  anderford  I  .\merican  Tel. 


TRI  ART 
COLOR 


^  1  el.  (.O.I  showed  coiiiparati 
color  fihns  made  with  different  m 
terial  and  processing:  Vi  illiam  I 
liastable  I  Swift  &  Co.  I  showed  m 
lion  pictures  made  in  super-markt 
on  Tri-\  emulsion:  lulward  Palm 
I  New  England  Tel.  &  Tel.  Co. )  pi 
sented  his  company's  famous  fil 
of  the  l'J.i4  twin  hurricanes  whi< 
played  television  stations  all  ov 
the  U.S. 

The  closing  session  of  the  met 
ing  was  a  tour  of  the  New  Englat 
lelephone  Company's  Communic 
tions  Center,  including  the  we 
eriuipped  audio-visual  facilities.     I 

President  FretJ  Beoch  (Remington  Rand)  stiai 
lens  with  Don  Steinlce  ond  Fronk  Roll 
seated,   right   ond   left   belowj. 


245  West  55th  Street,  N.  Y.  19,  N.  Y.  •  Plaza  7-4580 


East  Coast  Travel  Promoted 
in  United  Air  Lines  Film 

♦  The  metropolitan  zip  of  New  'l  m 
City,  the  mellow  flavor  of  New  In 
land  and  the  varied  allure  of  ■lli 
"points  east "  fill  a  new  color  s^ui 
motion  picture  released  for  fn 
showings  by  United  Air  Lines. 

Points  East  offers  a  vivid  tie  is 
section  of  the  Eastern  United  State 
More  than  50.000  feet  of  film  we 
shot  to  encompass  the  historii  -it 
and  scenic  wealth  of  seven  AtJaiit 
Seaboard  states.  This  footage  it. 
been  distilled  into  a  29-minulr-  til 
designed  to  make  people  w.tnl 
■"go  places." 

Sometimes  airborne,  the  came) 
roves  from  Maine  to  MacDou 
all's  .\lley  in  Greenwich  \  illag 
from  Coney  Island  to  Cape  Co 
from  Provincetown  to  the  Pot 
mac.  The  nations  heritage  comes 
life  in  scenes  filmed  at  Plymout 
Bunker  Hill.  Valley  Forge  and  M 
\  ernon.  Other  cities  visited  are  Bo' 
ton.  Philadelphia.  .Atlantic  ('itv  ar- 
Vt  ashington,  D.C. 

Produced  by  Cale  &  McGlime  <' 
Hollywood.  Points  East  was  script* 
by  Charles  Palmer.  The  nmsic 
score  is  the  work  of  Jack  .Meakii 
the  narration  by  James  Matthew 
Production  was  supervised  by  Be 
nard  Kovnat.  I  nited's  manager 
promotional  advertising. 

The    film    will    be    available 
I  nited's  sales  offices  for  group  sho' 
ing.  It  also  is  cleared  for  televisio 
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LASTING  VALUE 


A  motion  picture,  skillfully  conceived  and  well  produced, 
can  serve  its  purpose  for  a  long  period  of  time.  It  is  this 
ingredient  of  lasting  value  that  assures  a  big  return  in 
terms  of  total  audience  reached  and  influenced. 


AAany  Sound  Masters  films  made  years  ago  are  still  work- 
ing for  their  sponsors.  They  have,  with  powerful  impact, 
reached  millions  of  seleaed  people  at  a  cost  of  but  a  small 
fraction  of  a  cent  per  person. 


LET  US  PLAN  YOUR  NEXT  PICTURE  SO  THAT  YOU  MAY 
HAVE  A  PRODUCTION  THAT  WILL  FOR  YEARS  TO  COME 
GIVE  YOU  THE  FULL  BENEFIT  OF  LASTING  VALUE 


ESTABLISHED  1937 


SOUND  MASTERS,  INC 

165  WEST  46TH  STREET,  NEW  YORK  36,  N.Y. 


PLAZA  7-6600 


DUPLICATING 


FRANK    HOLMES    LABORATORIES 

7619   SUNSET    BOULEVARD 
LOS   ANGELES   46    CALIFORNIA 

WRITE  FOR  PRICE  LISTS  D.F.iS 


VIDEO  nLM  LABORATORIES 

Complete  Laboratory  16MM  Service  for 

Producers  Using  Reversal  Process 

Alao  16MM  Negative  and  Poailive  Developing 
Write  for  Price  Liat 

Video  Film  Labs  are  now  located  at 

350  W.  501h  SI  .  New  York  19       lUdion  6-7196 


Latest  Techniques  in   Bonded 
Construction  for  Planes  Shown 

*  \|i|>liraliiiiis  (if  late-.|  ili-M-lop- 
riicjil:^  ill  lioiult'ij  sandv\ich  struc- 
tures lo  Martin's  new  \I'6M-1 
iiiulli-jet  seaplane  are  featured  in 
Marhonti.  a  new  lOmni  e(»lor-siiund 
film  Hhicli  the  Martin  Company  has 
made  a\ailal>le  on  a  loan  basis,  and 
without  eost.  for  industrial  jiroups 
or  other  interested  persons. 

The  new  film,  whierh  replaces  an 
earlier  film.  Matador  Adhesive 
Bunding,  runs  28  minutes  and  con- 
tains extensive  technical  animation 
and  live  sequences  detailing  pro- 
cedures for  bonding  contoured  and 
primary  aircraft  components.  Film 
also  shows  latest  techniques  for  re- 
pairing battle-damaged  panels.  In- 
quiries should  be  addressed  to:  The 
GlePii  L.  Martin  Company.  Presenta- 
tions Section.  Mail  ^76.  Baltimore 
3.  Maryland. 

ff         «         » 
Side  Loading  of  Lumber  Is 
Theme  of  Material  Handling  Pix 

♦  Material  Handling,  a  new  13- 
minute  color  motion  picture,  demon- 
strates the  use  of  a  side-loading  fork 
in  handling  lumber. 

Photographed  in  users'  lumber 
yards   and   at   home   sites,   the   film 


PICTURE  PARADE 

shows  how  the  Baker-Raulang 
Traveloader  can  stack  and  unstack 
lumbei.  handle  long  loads  in  nar- 
row aisles,  load  and  uidoad  trucks, 
and   deliver   through   <  it\    streets. 

The  film  is  available  from: 
Advertising  Department.  Baker- 
Raulang     C<impain.     (Cleveland     2. 

Ohio. 

American  Zinc  Institute  Shows 
Film  on  Die  Casting  Advantages 

^  Immediate  bookings  can  no^v  lie 
obtained  for  Die  Casting  —  Hoie 
Else  Ifoiild  You  Make  It':'  —  spon- 
sored by  the  American  Zinc  Insti- 
tute. To  meet  expected  demand,  the 
Institute  has  put  extra  prints  of  the 
new  film  into  circulation. 

The  3.5-niinute  color  and  sound 
film  shows  how  designers  effect  re- 
ductions in  costs  and  shape  a  better 
product  by  making  fullest  use  of  the 
die  casting  process.  Produced  with 
the  interests  of  industrial  manage- 
ment, technical  societies  and  educa- 
tional groups  in  mind,  the  film 
depicts  the  scope  and  versatility  of 
the  process  by  illustrating  the  wide- 
spread  production   and    use   of   die 


castings  in  commerce.  industr\. 
transportation  and  the  home. 

The  die  casting  movie  can  be 
borrowed  without  charge  by  writing 
to  the  American  Zinc  Institute.  dO 
K;ist     12nd    Street.    New     ^  ork     17. 

E.  W.  Bliss  Company  Lists  Five 
Films  on  Heavy  Press  Equipment 

♦  K.  \\  .  liliss  Lompan).  makci>  of 
heavy  presses  used  in  a  great  num- 
ber of  industries,  has  had  outstand- 
ing success  in  recent  years  with  a 
series  of  five  color  movies  showing 
various  aspects  of  its  products. 

The  Bliss  films  are  made  for  two 
principle  purposes — to  provide  help- 
ful information  on  service,  mainte- 
nance and  operation  for  manufac- 
turers using  Bliss  machinery,  and  to 
show   to  prospective  purchasers. 

Titles  of  the  films  are  indicative 
of  the  functions  they  perform: 
Power  Press  Maintenance.  The  Bliss- 
Crarv  Tonnage  Limilor.  The  lOIHIih 
Bliss  Transfer  Feed  Press.  Transfer 
Feed  Presses  in  the  .Appliance  In- 
dustry, and  SdO-StrokePer-Minuli 
Strip  Feed  Press. 

The  series  of  sales  promolinn 
films  is  an  activity  of  Bliss"  Ad- 
vertising Department  under  Ad\er- 
tising   Manager   James   Harrington. 


II 


ONE    OF 

AMERICA  S    GREAT 

INDUSTRIAL     FILM 

COMPANIES 


wen 


Jrf ^  rphy 

Productions.  Inc. 


723    SEVENTH   AVENUE     .     NEW   YORK    19,    N.   Y.     .      PLAZA    7-8144 
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Negative-positive  machine  designed  by  Mi.  Smith.  Lab 
SuptTvisor  John  Z,  Wergel  (left)  and  J.  Norman  Bennett 
of  Du  Pont  watch  operation. 


Warren  Smith,  threading  a  step-printing  machine  says,  "Du  Pont  802  16-mm.  Sound 
Recording  Film  is  used  for  negative  and  positi\'e  optical  tracks.  Its  non-halation  base 
enhances  sharpness  of  image  for  excellent  sound  clarity  and  definition." 


Cameraman  Anthony  Mantia  shoots  half-hour  TV  show, 
"Abbie  Neal  and  her  Ranch  Girls."  on  Du  Pont  Type  930 
High  Speed  Rapid  Reversal  Motion  Picture  Film. 


"  Never  miss  an  exposure  on  assignment . . . 
tiiani^s  to  tlie  speed  and  latitude  of  Du  Pont  Film! 


n 


says  WARREN  R.  SMITH,  President  of  Warre?!  R.  Smith.  Inc.,  Pittsburgh.  Pa. 


"We  use  Du  Pont  Motion  Picture  Film  ex- 
clusively for  every  black-and-white  assign- 
ment from  ball  games  to  animated  cartoons," 
says  Mr.  Smith.  "We've  simply  learned  to 
expect  good  results  with  Du  Pont  Films  .  .  . 
and  that's  what  we  get! 

"Frequently  we  run  1200  feet  of  DuPont 
Film  through  our  cameras  v\ithout  once  slop- 
ing the  mechanism  .  .  .  9.30  and  931  keep  our 
cameras  rolling." 

When  lighting  conditions  are  poor.  Du  Pont 
Type  931  High  Speed  Rapid  Reversal  Motion 
Picture  Film  gives  excellent  results  .  .  .  wide 
latitude  makes  retakes  unnecessary.  Many 
cameramen  prefer  Du  Fbnt  930  for  studio  work 
...  its  speed  and  contrast  range  give  top 
quality  and  soft-tone  reproduction  which 


are  so  necessary  for  television  films.  An  "on- 
location"  assignment  recently  compelled  Mr. 
Smith's  company  to  shoot  a  gi'oup  of  28 
half-hour  programs  with  a  light  reading  of 
only  12.5  foot-candles.  Using  931  they  were 
able  to  stop  down  to  f/4.5,  which,  of  course, 
gave  them  a  greater  depth  of  field. 

"Type  931  has  less  grain  than  any  other 
'fast'  film,  some  with  only  half  its  speed." 
Mr.  Smith  goes  on,  "In  fact.  Du  Pont  Rapid 
Reversal  Films  have  inherently  less  gi'ain 
than  other  negative  films  of  the  same  rating. 

"Du  Pont  Rapid  Reversal  Films  are  used 
most  extensively  by  our  company  because  the 
hard  emulsions  are  durable  .  .  .  can  be 
processed  rapidly  at  temperatures  up  to 
12.5  F,  with  good  results  every  time." 


FOR  MORE  INFORMATION,  write  or  call  the 
ru-arest  DuPont  Dtstrict  Office  (listed  below) 
or  the  DuPont  Company,  Photo  Products 
Department,  Wilmington  98,  Delaware.  In 
Canada:  DuPont  Company  of  Canada  Limited, 
Montreal. 


DISTRICT  OFFICES 


ATIANTA  5.  GA 

B05F0N  10.  MASS. 
CHICAGO  18.  ILL.  , 
CLEVELAND  14.  0.    . 
DALLAS  7,  TEXAS 
LOS  ANGELES  38.  CALIF. 
NEW  YORK  11,  N,  Y. 
PHILADELPHIA  2.  PA. 


805  Peachtree  BIdg. 

140  Federal  Street 

3289  N.Calitornia  Ave. 

1033  Unton  Commerce  BIdg. 

1628  Oak  Lawn  Ave, 

7051  Santa  Monica  Blvd. 

248  West  18lh  Street 

225  South  15th  Street 
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BETTER  THINGS  FOR  BETTER  UVING 


.  THsouGH  CHeMisrer 
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SIMULTANEOUSLY 


For  sheer  versatility  and  inexhaustible  utility,  you  can't 
beat  the  ease,  economy,  efficiency  and  proven  personal 
sales  impact  of  putting  your  spoken  message  on  RCA 
Victor  Custom  Records. 

Wherever  you  send  your  records— vs/hether  as  self-con- 
tained messages  or  in  conjunction  with  slidefilms  —  it's 
smart  to  insist  on  the  clear,  clean,  unmatched  quality  of 
RCA  Victor  sound. 

Technically  and  servicev^/ise,  RCA  Victor  leads  the  field 
in  all  phases  of  recording,  processing  and  pressing.  You 
also  get  the  benefit  of  RCA  Victor's  extensive  music  lib- 
rary—  over  500  selections  specially  recorded  for  slide- 
film  use ...  its  years  of  experience  in  making  records  for 
sound-slidefilms  .  .  .  and  its  careful  handling  and  prompt 
delivery  ...  all  at  a  competitive  price! 

For  complete  information  without  obligation,  write,  wire 
or  call  Dept.    BS-1 1 . 

New  York  10;  155  East  24th  Street,  MUrray  Hill  9-7200 
Chicago  11;  445  N.  Lake  Shore  Drive,  WHItehall  4-3215 
Hollywood  38;  1016  N.  Sycamore  Ave.,  OLdfield  4-1660 
Nashville  3;  1525  McGavock  Street,  NAshville  5-6691 


custom  record  S3les 

RADIO    CORPORATION    OF  AMERICA 

RCA    VICTQR    RECORD    DIVISION 


TMKS.®     "SMSIUKOIO- 


PRHDUCTION  LINES 

Kinevox  Becomes  a  Division 
of  the  Electromation  Co. 

♦  Kiiunox.  Inc..  Burliank.  niartu- 
faclurer  of  suuhroiKUis  inagiietic 
rpforrliiif;  e(|ui|)inpnt.  has  been  pur- 
chased by  the  Kleclrcniiation  i'.it. 
The  ac(|iiisili(in  was  announced  re- 
cently by  James  M.  Johnson,  gen- 
eral manager  of  Klectroination. 

Electr(nnation  is  a  new  entry  inti^ 
the  electronic  field  and  is  an  enter- 
prise of  F.  Kirk  Johnson.  Kinevox 
will  continue  to  operate  as  an  entity 
although  it  will  be  a  division  of 
Kieclromatiun. 

C.  A.  Hisserich.  as  chief  engineer. 
will  direct  research,  development 
and  engineering  for  Kinevox  as  well 
as  the  company's  two  other  di- 
visions, and  will  be  aided  by  Wil- 
liam C.  B.  Evans  who  will  continue 
in  his  capacity  of  electronic  engi- 
neer for  Kinevox.  in  addition  to  as- 
suming the  duties  of  the  produition 
engineer  for  Electromation. 

Hisserichs  background  includes 
almost  .SO  years  in  motion  picture 
sound  «ork.  He  was  head  of  equip- 
ment engineering  for  Paramount, 
worked  with  Disney  Productions  on 
Fantasound  for  Fantasia,  designed 
portable  sound  equipment  used  b\ 
20th  Century  Fox  and  assisted  in 
the  development  of  stereophonic 
sound. 

DuPont  Licenses  Kodak  to  Make 
Polyster  Photo  Base  and  Film 

*  License  to  manufacture  polyester 
photographic  base  and  film  under 
duPont  patents  has  been  given  to 
Eastman  Kodak  Company  by  E.  1. 
duPont  de  Nemours  and  Company. 
Inc. 

The  license,  which  is  non-exclu- 
sive and  non-transferable,  grants 
Eastman  and  its  subsidiaries  the 
right  to  make  polyester  film  base 
and  to  use  il  in  making  photo- 
graphic film. 

Wide-scale  tests  have  established 
that  the  new  base  is  very  strong 
and  has  great  dimensional  stability. 
DuPont  has  been  producing  pilot 
plant  quantities  for  the  past  three 
years  and  currently  is  starting  a 
large  scale  unit  to  manufacture  the 
new  base  at  its  Parlin.  N.J..  plant, 
where  existing  facilities  will  be  used 
to  convert  it  into  finished  photo- 
graphic film. 

DuPont  poly  ester  base  land  the 
photographic  film  made  therefrom  I 
has  been  given  the  trademark  "'Cro- 
nar."  The  base  was  developed  by 
duPont  Products  Department  fol- 
lowing fundamental  work  on  poly- 
esters carried  out  in  this  countrv  by 
duPont's  Dr.  Wallace  H.  Carothers 
and  his  associates  in  England. 


Neusbaum  to  Paris  Conferences 

♦  I' rank  Neusbaum.  administratiM- 
head  of  the  Motion  Picture  and  l{i 
cording  Studio  at  the  Pennsylvania 
State  University,  will  represent  the 
I  niversity  Film  Producers  Assoi 
ation  in  conferences  at  Paris  with 
the  director-general  of  an  intei 
natiimal  organization  of  Schools  of 
Cinema,  now   being  formed. 

T(!pics  to  be  discussed  include 
ways  in  which  cinema  schools  all 
over  the  world  can  cooperate  with 
one  another  and  the  possible  > 
change  of  students  and  stalT  pi 
sonnel  between  schools  in  the  L  nilcd 
Stat.'S  and  other  countries. 

Following  the  Paris  conferences. 
\eusbauni  plans  to  visit  schools  nf 
cincTua  in  various  European  capital;-, 
iiicludiiig  KiiMie.  Munich.  Paris  and 
Madrid.  In  addition  to  re|jresenting 
the  I  niversity  Film  Producers  As- 
sociation, he  will  make  a  personal 
stud\  of  the  motion  picture  curri- 
cula presented  at  the  varitms  schtmls. 

Sterling  Names  Edel  Ad  Chief 

♦  Sterling  Telev  ision  Co.,  Inc..  has 
appointed  Herman  Edel  as  Adver- 
tising and  Promotion  Manager. 

-Mr.  Edel  comes  to  Sterling  from 
the  Du  Mont  Television  Network. 
His  last  position  with  Du  Mont  was 
Promotion  Manager  for  W  AHD. 
New  York. 

Prior  to  his  association  with  Du 
Mont.  Mr.  Edel  was  Advertising 
and  Publicity  Manager  for  the 
Ruben  Shor  Co.  of  Cincinnati, 
where  he  directed  promotional  ac- 
activities  for  their  theatre  circuits. 


For    16mm.    Film  —  400'   »o   2000'    Reels 

Protect  your  films 

Ship  in  FIBERBILT  CASES 

Sold   at   leading   dealers 
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'roudly  serving  the  industrial  leaders 


1 1  erican-Radia  tor 
'i  Standard  Sanitary  Corp. 

V';.erican  Telephone 
i  Telegraph  Co. 
V'erican  Tobacco  Company 
[drew  Jergens  Company 

'<wn  &  Williamson 
^obacco  Corporation 
Arlington  Mills  Corp. 
^urch  World  Service 


MOTION    PICTURI 
iDUCATION    AND 


Colgate-Palmolive  Company 
Cudahy  Packing  Company 
Gulf  Oil  Corporation 
P.  H.  Hanes  Knitting  Co. 
Hoffman  Beverage  Co. 
Lever  Bros.  Company 
Liggett  &  Myers  Tobacco  Co. 
Manchester  Oil  Ref.  Ltd.,  England 


Nash-Kelvinator  Corporation 
:  Pabst  Brewing  Company 
■  Phillips  Petroleum  Company 
'  Procter  &  Gamble  Company 
i  Protestant  Radio  Commission 

Remington  Rand.  Inc. 

R.  J.  Reynolds  Tobacco  Co. 
!  F  &  M  Schaefer  Brewing  Co. 


-^.as.^ 


OF   THE    NATION 

Sterling  Drug,  Inc. 

United  Coffee  Growers  of  Brazil 

United  States  Air  Force 

United  States  Army 

United  States  Brewers 
Foundation.  Inc. 

United  States 

Department  of  State 

Wallerstein  Company,  Inc. 


iS    FOR    INDUSTRY 
TELEVISION 


PETER    ELGAR    PRODUCTIONS,   INC. 

18  East  53rd.  New  York  22.  N.  Y.,  MU  8-5626 
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The  VICTOR  16mm  PROJECTOR 
helps  MAKE  your  product 
and  SELL  it. 


Shop  foremen,  sales  trainers  .  .  .  anyone  can  easily  operate  the  new 
Victor  16nim  Sound  Projector.  Just  3  spots  to  thread  film  ,  .  .  over 
sound  drum,  through  film  gate,  on  to  single  drive  sprocket.  The  Victor 
operates  simply  with  finger-tip  control  panel,  softly  illuminated.  No  chance 
of  film  damage,  even  with  inexperienced  operators.  3-spot  Safety  Film 
Trips  stop   projector  instantly   to  eliminate  film  damage. 

Films  are  understood  more  easily,  remembered  longer  when  shown  on 
the  new  Victor  because  superb  sound  plus  outstanding  picture  clarity  put 
sharper  focus  on  your  story.  Salesmen  see  graphic  illustrations  of  the 
product,  learn  to  know  their  product  better,  learn  methods  for  making 
bigger  and  belter  sales.  Plant  workmen  better  understand  their  jobs, 
reduce  costly  errors  and  increase  efficiency.  And  with  a  Victor,  you  can 
best  show  tlic  thousands  of  films  available  from  manufacturers  and  trade 
associations. 

And,  you  can  add  magnetic  sound  as  your  budget  permits  .  .  .  with  Mixer 
Magnesound.  Allows  you  to  change  sound  track  as  often  as  desired,  or 
add  sound  to  silent   films. 

SEND  FOR  FREE  FOLDER  TODAY 


VICTOIk 


Dept.  L-1  1  5  Davenport,   Iowa,   U.S.A. 
New  York  —  Chicago 

Qualify  Motion  Picture  Equipment  Since   1910 


Dale  Armstrong 

John   Sutherland  Appoints 
Dale  Armstrong  Viee-Presidenf 

♦  I  he  appuintnient  of  Dale  Arm- 
strong as  vice-president  of  John 
."Sutherland  Productions.  Inc..  New 
\  urk.  recently  was  announced  by 
John  Sutherland,  president  of  the 
company. 

Armstrong,  who  assumed  his  new 
duties  November  1.  has  been  viic 
president  of  Executive  Research. 
Inc..  public  relations  counsel  and  is 
a  former  vice-president  of  Trans 
\^  orld  Airlines.  \l  John  Sutherland 
Productions,  he  will  combine  his  ex- 
perience in  public  relations  with 
nianv  years  of  motion  picture  ex- 
perience. 

For  more  than  10  years.  Ann- 
strong  was  a  writer,  scenarist  and 
publicist  for  various  Hollyw  ood  pro- 
ducers, including  W  arner  Brothers. 
Universal.  Howard  Hughes.  Da\  id 
0.  Selznik. 

More  recently.  Armstrong  handled 
international  relations  for  Foote, 
Cone  &  Belding,  with  tJie  Lockheed 
.Aircraft  program  as  his  primary  as- 
signment. 


Florea    a    Kentuckiano    Winner 

♦  In    an    announcement    of    motion     . 
pictures  winning  awards  at  the  4lh     I 
Kentuckiana     Film     Festival     whi' ti 
appeared  in  Issue  No.  6  of  BlsiNt>> 
ScREKN.  the  producer  of  Haiiaiian    . 
Hosjnlalily    was    erroneousK    listed    ' 
as    Alfred    T.    Palmer    Produclinn-. 
Hawaiian  Hospilalily  was  produ.  .,1 
for  Malson  Lines  by  Florea  and    \-- 
soeiates.   Hollywood.  This  film   ".i- 
winner  in  the  travel  films  categc.ix. 


Pfinten  of  Distineiin  Uot-pms 

TYPE  TITLES 


Siiti  m\  I93S 


Wilt  In  FRU  Iff  »"» 

Knight  Title  Service 

Tiltftii:  WAtHit  4- 6611 

524  W«il  2Sth  St.  N«w  Yo'h  1    N  Y 
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FOR   A    HAPPY    PRESENTATION 

The  joy  of  accomplishment  is  a  universal  happiness. 
Especially  in  the  case  of  a  film  which  is  your  creation,  born 
out  of  hard  work  and  careful  planning. 

Because  Precision's  staff  of  specialists  adds  its  own 
creative  efforts  to  yours  by  the  use  of  specially  designed 
equipment,  and  by  careful  handling  and  intelligent  timing  — 
you  might  say  we  are  fellow  creators,  working  with  you 
to  bring  out  all  you've  put  into  the  original . .  .Yes, 
and  maybe  more! 

So,  when  you  turn  those  16mm  dreams  into 

realities,  be  sure  to  call  upon  Precision  for  the  accurate,  sound 

and  exact  processing  your  films  deserve. 

Remember:  Precision  is  the  pace-setter  in  processing 

of  all  film.  No  notching  of  originals  — scene  to  scene 

color  correction,  optical  track  printing, 

all  are  the  very  best .  .  .  35mm  service,  too! 


you'll  see 


^ 


and  hear 


p  R  E  c  r 


S  I  0  H 


FILM         LABORATORIES.        INC. 
21     \A/est     46th     Street.     New    York    36,     New    York 

A  DiVlSiON  OFJ    A.  MAURER.  INC 


In     everything,    there     is     one     best 


in    film    processing, 


it's    Precisior* 
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Dramatic 

NEW 


Teaching  Aid... 


OPTICAL 


AMERICA 
OPAQUE 


Here's  a  simple  way  to  project  books,  papers,  coins,  lab  samples 
directly  on  a  screen.  An  AO  Opaque  Projector,  with  the  large 
10"  X  10"  aperture,  projects  practically  anything  that's  opaque, 
and  not  more  than  3Vi"  thick.  Blows  it  up  on  a  screen,  large 
enough  for  whole  audiences  to  see.  People  understand  quicker, 
remember  longer  when  they  can  see  what  you  are  talking  about. 


In  Schools,  Churches.  Project  Icsl 
papers  for  comparison,  news  clip- 
pings, coins,  gears.  Show  Bible 
Stones,  pictures  from  books  anil 
other  teaching  materials. 

In  Business,  Industry.  Magnify 
products,  papers,  objecls  on  screen 
so  customers,  salespeople,  audiences 
of  all  kinds  can  see  better,  learn 
better,  compare  and  inspect. 


Costs  Little  to  Run.  With  an  AO 
Opaque  Projector  there  is  no  film 
to  buy  —  no  rentals  to  pay  —  no 
slides  to  make  —  the  whole  world 
provides  your  material. 

Simple  to  Operate.  Just  flip  a  switch 
and  insert  copy.  The  AO  Opaque 
focuses  easily  ^  keeps  projected  ob- 
jects cool.  Readily  portable.  1000 
watt  lamp  gives  unmatched  screen 
brilliance. 


AO    Educator   500 

Your  brightest  buy  for  2"  x  2  '  slides  and 
film  strips.  500  watt  —  blower  cooled 
S'/z".  5  "  or  7"  projection  lens. 


merican 


tT.W     Reg     by   Amencon  OptiCol  Co 

CHELSEA,  MASSACHUSETTS 


Christopher  TV  Films  Feature 
Readings  on   American   Heroes 

■K  Twelve  half-hour  Christopher 
films  of  iiiforiiial  readings  on  Cieorge 
Washington,  Abraham  LiiK-ohi.  Koh- 
ert  E.  Lee,  and  the  56  signers  of  the 
Declaration  of  Independence  have 
been  completed.  Father  James  Kel- 
ler, director  of  the  Christophers,  has 
ainioimced. 

The  historical  series  will  he  pre- 
sented as  a  public  service  on  the  'Mt'l 
televisi(jn  stations  which  present  the 
Christopher  tv  films  each  week.  The 
program  is  starting  its  fourth  year 
on  the  air. 

The  4-8  stars  and  personalities 
who  participated  in  these  informal 
readings  donated  their  time  and  tal- 
ent for  the  filmings  which  were  made 
in  New  York  and  Hollywood.  Simi- 
lar productions  are  being  prepared 
on  Thomas  Jefferson.  Stonewall 
Jackson  and  John  Adams.  Thirty- 
one  stars  have  already  volunteered 
to  appear  in  them. 

Implementing  the  aim  of  the 
<  hristophers  movement  to  '"encour- 
age millions  of  individuals  with 
Gods  help  to  show  a  personal  re- 
sponsibility in  raising  the  standards 
of  government,  education,  entertain- 
ment, literature  and  labor  relations." 
the  12  completed  programs  high- 
light the  deep  spiritual  insight  and 
strong  character  of  the  great  Amer- 
ican patriots.  Each  film  offers  con- 
clusive evidence  that  all  these  great 
Americans  had  profound  respect 
for  God  as  the  Author  of  our  liberty 
and  that  they  made  great  personal 
sacrifices  to  see  that  every  individu- 
al shared  in  the  blessings  of  free- 
dom. 

The  first  film  in  the  series  was 
run  as  a  test  and  shown  to  a  nation- 
wide audience  on  George  Washing- 
ton's birthday  last  year.  The  reac- 
tions indicated  that  a  large  number 
of  viewers  gained  factual  informa- 
tion about  our  first  President  previ- 
ously unknown  to  them.  R* 

*  »  « 
"Assignment:  Industry"  Series 
Offered  Television  Stations 
♦  Association  Films.  Inc.,  is  making 
available  to  television  stations  a 
weekly  public  service  series.  Assign- 
ment: Industry,  selected  from  its 
library  of  industry-sponsored  docu- 
mentary films. 

The  films  shoH  such  phases  of 
business  as  railroading,  aviation, 
tire  manufacturing,  diesel  engineer- 
ing, retailing,  glass  making,  chem- 
istry, rural  electrification  and  truck- 
ing. 

I  he  films  are  presented  by  many 
different  companies  and  associations 
JMcluding  duPont.  General  Electric, 
fircstone.  General  Foods.  Associ- 
ation of  American  Railroads  and 
Hamilton  Watch  (Company. 


CAP    PALMER    UNIT 

documentary    films    for    business 

•    current  release: 

"Man  with  a  Thousand  Hands" 

30-min.  version  —  Intl.  Harvester 
•    films  in   work: 
Western  Electric  Company 
Conn.  Gen.  Life  Ins.  Co. 
Standard  Oil  Co.  of  California 
Bell  Telephone  Laboratories 

LASKY-PARTHENON 
PRODUCTIONS 

se  m  I-d  ocu  me  nto  ry  theatricals 
•    edifing: 
"HOLIDAY  FOR  BANDS" 

•   preparing: 
"MIKE  McSHANE" 


MemlxT?'  of  the  Parthenon  key  staff  ar<- 
seasoned  prnfcs^ionaU  with  major  ex- 
perience prior  to  their  entry  into  docu- 
mentary. Studios  represented  includi- 
MGM.  Disney.  U.  I.,  Canadian  Film 
Unit.  ASN.  Warners,  and  DeRoch- 
mont;  CBS  and  NBC  nets. 


o 

< 


Charles   Palmer 
John  E.  R.  McDougall 
Jack  Meakin 
Peter  Kalian 
Banks  Murray 
W.  T.  Palmer 

•    and  announcing: 

ROBERT  MARTIN 

Head  of  Comera,  ASN; 
Chief  cameraman  on 

"MAN  WITH  A 
THOUSAND  HANDS" 

Business  documentaries  ^|^ 
Palmer,  to  most  of  whi<  li 
other  members  of  the  •-tt' 
rontributed  their  craft* 

ON   STREAM 

CAREER 

AND  THEN   THERE 

WERE   FOUR 

WORLD    IN    A   WEEK 

THE   STORY   OF 

MENSTRUATION 

POINTS   EAST 

TWO   CHEERS   FOR   CHARIIE 

UNITED   6534 

HOW   TO   CATCH   A   COlO 

DAY    IN   COURT 


Xarthcnon  does  not  cotnpete  f"r 
films  which  originate  with  a  spnn 
sor.  hut  develops  ideas  in  its  owi 
shop  and  offers  them  to  spon^'i- 
who  had  not  hitherto  planii.  I 
making  a  picture  on  the  suhjci  I 
The  company  does  not  make  I  \ 
scries  or  conniiercials.  Production 
is  fiilK   hooked  for  the  present. 

•  6264  Sunset  Blvd.,  at  Vine 
Hollywood  28 
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kALES  •  SERVICE  •RENTALr 

i 


THE    WORLD'S    MOST    COMPLETE    ASSORTMENT 
OF    PHOTOGRAPHIC     EQUIPMENT    FOR 

TV.  (mij  M^fony  ricto  SlWiW' 


New    PROFESSIONAL  JUNIOR 
Adjustable  wood  BABY  TRIPOD 
— for  Prof.  Jr.  friction 
and  geared  heads 


Has  substontial  shoe  ani  spur 

Measures  from    floor  to  flange 

25"  eitended  — 17" 

collapsed. 


STOP  MOTION  MOTOR 

FOR  CINE  KODAK  SPECIAL 

Runs  forward  or  reverie,  110 
AC  synchronous  motor  with  frame 
counter.  May  be  run  continuously 
or  for  single  frames.  Camera 
mounts  without  special  toots. 


$550 


Also  available  —  Stop  fAotion 
Motors  for  16mm — 35mm  B  ft  H, 
Mitchell  and  other  professional 
cameras. 


ELECTRIC 
FOOTAGE  rfAf£ff 

Dual  model  for  both  16mm 
and  35mm.  Large  while  num* 
erals  on  black  background.  Accu- 
rate reset  dial.  Switch  controlled 
by  operator,  who  selects  either 
16mm  operating  at  36  feet  per 
minute— or  35mm  operating  at 
90  feet  per  minute  ...  or  both 
in  synchronization.  $95 

Single  model,  either  16mm  or 
35mm  $45 


Imagine  being  able  to  use  two  5O0O  watt  units 
on  a  30  amp.  fuse  —  COLOR-TRAN  will  do  it! 
Kit  contains  2  light  heads,  2  Superior  stands  and 
proper  size  COLOR-TRAN  converter  to  match. 
Packed  In  compact  case. 

Write  lor  COLOR-TRAN  Catalogue. 


presto  -  splicer 

GIVES  PERMANENT  SPLICE 
IN  10  SECONDS! 


Senior  Kit 

$237.50 

Other    style 
hits    available. 


Especially  good  for  splicing  magnetic 
film.  Butt  Weld  type  for  non-perforaled 
or  perforated  film.  16mm,  35mm  or 
70mm.  $547.80 

16mm  or  35mm  models— 
for  perforated  Tilm. 


GRISWOLD 
HOT  FILM  SPLICER 

Model  R-2  for  3Smm  silent  and  sound 
frim.  Precision  construction  makes  it  easy 
to  get  a  clean,  square  splice  with  occur* 
ate  hole  spacing.     Nothing  to  get  out  of 

•»"*"•        $65 

Also  Bell  &  Howell  8mm,  t6mm  and 
35mm  Hot  Splicers  and  B  ft  H  labora- 
tory model  Foot  Splicer. 


*9.5mm  Lenses  in  16mm  C  mount.  18.5  (extreme  wide  angle-flat  field)  Lenses 
available  in  mounts  for  all  35mm  Motion  Picture  Cameras.  *PHOTO  RE- 
SEARCH Color  Temperature  Meters.  *Electric  Footage  Timers.  *Neumade 
and  Hollywood  Film  Company  cutting  room  equipment.  Griswold  &  B.&H. 
Hot  Splicers.  *DOLLIES  *  Bardwell-McAllister,  Mole  Richardson,  Century  and 
Colortran  Lighting  Equipment.    Comp/efe  line  of  }6tr\m  and  35mm  Cameras. 


LIFETIME 

REELS  &  CANS 


INSIST 


Compco  reels  ond  cons  offer  you  more  plus  value 
thon  any  other!  They  combine  on  unusual  durable 
quality  with  an  ottroctive  scratch  resistant  enamel 
finish  that  puts  them  in  a  class  by  themselves! 
They're  the  only  reels  monufoctured  under  "pre- 
cision control"  methods.  Mode  of  tempered,  spring 
type  steel,  with  die-formed  sides— they  won't  warp, 
bend  or  twist  and  completely  eliminate  film- 
wearing  rubbing  during  projection  and  rewinding. 
Whether  you're  storing,  shipping  or  showing  — 
Compco  reels  ond  cans  give  you  thot  "safe  for 
life"  protection  your  precious  films  need.  Insist  on 
Compco  for  the  finest  in  reels  and  cons. 

COMPCO    CORPORATION 

227S   W.   St.   Paul    Ave.,   Chicago   47,   Illinois 


Films  in  Medicine 

PROFESSIONAL    AUDIO-VISUAL    EVENTS 

Edited  by  Edward  McGrain 
Notes  and  Counsel  by  Ralph  Creer 

Mom;  Th.\i\  130  iiiolioii  pictuie  showings 
uiip  presented  at  the  Annual  Cliniral  Con- 
jiress  of  the  ."Vnierican  College  of  Surgeons, 
held  October  31  through  November  4  in  Chicago. 

Drawing  capacity  attendance  during  the  Con- 
gress week,  these  showings  were  arranged  in 
three  main  program  groupings:  a  series  of  morn- 
ing Cine  Clinics,  conducted  Tuesday  through 
Friday  in  the  Grand  Ballroom  of  the  Conrad 
Hilton  Hotel:  a  Motion  Picture  Symposium  on 
New  or  Unusual  Problems  in  Surgery,  featured 
on  \^  ednesdav  evening  in  the  Grand  Ballroom, 
and  a  Motion  Picture  Film  Kxhibition.  held  daily 
in  the  Eighth  Street  Theatre. 

Fighteen  new  presentations  were  included  in 
the  Cine  Clinic  sessions,  sponsored  by  Davis  & 
Geek.  Inc..  a  unit  of  American  Cyanamid  Com- 
pany. The  Cine  Clinics  opened  with  a  Cine  Panel 
on  Surgery  of  the  Colon,  moderated  by  Dr. 
U  arren  H.  Cole,  president-elect  of  the  American 
College  of  Surgeons.  This  innovation — group- 
narration  of  surgical  films  by  medical  authorities 
— was  recorded  by  Davis  &  Geek  technicians  for 
use  with  subsequent  showings.  The  balance  of  the 
Clinic  pictures  covered  a  wide  range  of  surgical 
problem  and  technique  studies. 

Some  2.000  surgeons  attended  the  Wednesday 
evening  Symposium  to  see  13  film  explanations 


of  new  and  unusual  surgiial  problems.  Particii 
larU  well  received  by  the  audience  was  Acliun  ti\ 
llie  Humnii  J/mrl  I  h/icv.  presented  by  Dr.  Karl 
P.  Klassi-n  and  Dr.  Charlc-s  V.  Meckstroth.  boll, 
of  (iolurnbus.  Ohio. 

During  the  .S\  mjmsium.  a  I'J.'il  motion  piclui- 
award  was  presented  to  Dr.  Lawrence  H.  Sn\der. 
.jr..  for  Emhiyolojiy  and  I'nlhnlopy  oj  llie  lii- 
leslinat  Tract,  a  film  prepared  by  Dr.  Snyder  and 
Dr.  Lawrence  Chaftin.  The  award  was  presented 
b\  Di .  Hilger  Perr\  Jenkins,  chairman  of  tli' 
(!onnnitlee  (jii  Medical  Motion  Pictures.  Amer 
ican  C<jllege  of  Surgeons. 

College  of  Surgeons  Establish  Film  Library 
Dr.  jenkin  s  committee  prepared  the  Motion 
Picture  S\  mposiuni.  On  the  committee's  recom- 
mendation, the  College  of  Surgeons  has  approved 
the  creation  of  a  film  library  to  provide  distribu- 
tion facilities  for  many  of  the  independentl\  pro- 
duced films  shown  at  the  Clinical  Congress.  The 
new  A.C.S.  library  will  handle  strictly  surgical 
subjects,  so  as  imt  to  duplicate  the  service  c.f 
other  medical  film  libraries.  Ethicon  Suture  Lab 
oratories  has  donated  S.50.000  for  the  library. 

The  .iV-CS.  has  entered  into  an  agreement  with 
Davis  &  Geek  which  calls  for  the  annual  produc 
tion  of  12  to  18  films  on  subjects  and  by  surgeons 
selected  by  the  College.  The  agreement  likewise 
provides  for  distribution  of  the  films  through  the 
facilities  of  Davis  &  Geek  Surgical  Film  Librar\ 
after  they  have  appeared  at  the  Clinical  Congres- 
and  sectional  meetings. 

Personally-narrated  films  dealing  with  '"sur 
gery  of  liver,  biliary  tract,  spleen  and  adrenals' 
(continued    on    page    FIFTY-FOURI 


^^e: 


SELLING  IS  MENTAL  guarantees 
to  take  a  salesman  beyond  his 
present  point  of  effectiveness! 


Kling  Sales  TrainingSlidefilm  Series 


I     v^"    ' 


SEeley    8-41 81 


Unique,  timely,  unlike  other  slidefilms  on 
sales  training!  Kling's  big  package  is  an 
entire  21 -week  sales  training  program. 
Consists  of  seven  sound  slidefilms  in  rich 
color  photography,  on  the  HOWS  of  sell- 
ing; the  strategies,  tactics,  procedures  used 
by  America's  top-flight  salesmen.  And,  you 
get  written  material  to  help  the  sales  execu- 
tive in  meetings. 


Results  are  immediate  and  tang- 
ible in  terms  of  commission  checks 
and  company  profits.  Do  your- 
self and  your  firm  a  favor.  Write, 
wire  or  phone  today  for  further 
information.  Or,  arrange  for  a 
private  screening  in  your  own 
office.  Without  obligation,  of 
course. 


1058    W.    Washington    •    Chicago 


Producers  of  quality 
industrial  films  and 
commercials  for  television. 
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Frank  Papalia  of  Precision  Film  Laboratories,  Inc..  New   York 


With  management  in  gro>ving  labs, 

Ansco  Type  238  Duplicating  Film  is  tops 


Genial  Frank  Papalia.  general  superintendent  of  Precision, 
knows  that  the  reputation  ot  his  firm  is  its  greatest  asset. 
I  hat's  why,  under  his  direction,  the  staff  so  jealously  guards 
that  reputation  by  consistently  turning  out  prints  of  highest 
quality  for  both  the  motion  picture  and  television  industries. 

Precision  is  one  of  the  many  fine  laboratories  ready  to  pro- 


vide you  with  outstanding  16mm  color  prints  on  Ansco  Type 
238  Duplicating  Film. 

This  famous  film,  in  the  hands  of  expert  laboratory  crafts- 
men, will  give  you  the  print  quality  you've  always  wanted. 
Safeguard  the  reputation  of  your  firm  by  asking  tor  prints  on 
Ansco  Color  Duplicating  Film,  Type  liS. 


An 


SCO 


Binghamton,  Ne\\  York.  A  Division  of  Genera!  Aniline  &  Film  Corporation.  "From  Research  to  Reality. 
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Multiple  Mifchell   Cameras   on  Mobile  Turret  of   U     S.   Novol   Air  Missile  Test  Center,    Point   Mugu,    Calif.    Seventeen   35mm    ond    five    I6mm    Mitchells   ore   used    here. 

CAMERA  BECOMES  BASIC  RESEARCH  TOOL 


200  Mitchell  Cameros,  mostly  high-speed 
models,  ore  in  use  here  at  White  Sands  Prov- 
ing  Ground,    New  Mexico. 

Mitchell  Telephoto  Tracking  Camera  in  use 

ot  Air  Force  Missile  Test  Center,  Cope  Cono- 
verol,    Florida 


Vital  Projects  Now  Heavy  Users  of  Motion  Picture 
Cameras  With  Flexible  Performance  Range 

Accelerated  project  work  has  today  put  increased 
demands  upon  motion  picture  equipment.  Because  of 
the  need  for  a  camera  which  can  perform  under  a 
broad  range  of  research  and  development  require- 
ments, the  Mitchell  Camera  has  today  become  the 
standard  basic  motion  picture  camera  used  in  proj- 
ects in  this  country  and  abroad. 

No  other  single  camera  can  be  used  so  flexibly, 
under  such  extreme  filming  conditions,  and  for  such 
a  broad  range  of  cinematography  as  can  a  Mitchell 
Camera.  In  one  location,  alone,  200  Mitchell  35mm 
and  16mm  cameras  are  now  in  use  at  White  Sands 
Proving  Ground. 
^        <,,.....  1.  ..  J  .    .     L  Write  today  on  your  letterhead  for  information 

One   or    12   Mitchell   cameros    used    to   trock 

missiles  at  Hoiiomon  Air  Development  Center,      on  the  Mitchell  Camera  line, 

Alamogordo,    New   Mexico. 


PowerecJ  Tracking  Mount  hos  Mitchell  Cam- 
eras; over  50  Mitchells  ore  used  ot  U.S.  Naval 
Ordnonce  Test  Station,    Inyokern,   Colif. 


^^a 

li^^ 

I 

Rj 
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Picture    on    Peacetime    Applications    of    Atomic    Energy 
Marks    Cinerama's    Entry    into    Field    of    Factual    Films 

Leenhouts  said.  It  will  demnnstrate 
applications  at  the  sites  of  AEC  and 
its  contractors,  and  in  private  edu- 
cational institutions,  hospitals,  fac- 
tories, commercial  research  centers 
and  other  locations.  Atomic  energy 
work  in  medical  diagnosis  and  ther- 
II  be  observed. 


LIMITLESS  peacetime  uses  of  atom- 
ic energv  will  be  revealed  in  the 
breadth  and  depth  of  Cinerama 
when  a  motion  picture  inspired  by 
President  Eisenhower "s  "Atoms-for- 
Peace  '  proposal  is  released,  accord- 
ing to  plan,  in  1956. 

The  atomic  energy  fihn  will  be 
the  first  factual  production  of  Cine- 
rama. Inc..  according  to  Hazard  E. 
Reeves,  president  and  founder. 

In  the  belief  that  such  a  film 
could  aid  a  better  national  and 
international  understanding,  the 
.\toniic  Energy  Commission  will 
give  technical  assistance  to  the  Cine- 
rama production.  Photography  of 
events  that  occur  only  once,  such 
as  the  launching  of  the  nuclear- 
powered  submarine  "Sea-wolf,  al- 
ready has  begun. 

Cameras  Cover  Scientific  Bases 

Planned  coverage  of  unclassified 
subject  matter  by  the  Cinerama 
color  cameras  includes  scenes  of  the 
large  accelerators — atom  smashers 
used  to  studv  the  basic  nature  of 
matter,  the  work  of  nuclear  reactors 
that  are  harnessing  controlled  nu- 
clear energy  for  the  benefit  of  man- 
kind, and  the  many  important  appli- 
cations of  radioisotopes  —  tracer 
atoms  which  are  helpful  in  research. 

Grant  Leenhouts.  Cinerama  s  vice- 
president  in  charge  of  production, 
will  produce  the  film.  Leenhouts 
was  identified  with  Cinerama  in  its 
earlv  development.  During  ^  orld 
W  ar  II  he  was  one  of  the  heads  of 
planning  and  production  for  the 
Inited  States  Navy  training  films. 
He  has  a  long  record  of  production 
at  major  studios  and  is  a  member 
of  the  Academy  of  Motion  Picture 
Arts  and  Sciences. 

Ltilizing  Cinerama's  engulfing 
dimensions,  the  film  will  present  "in 
human  terms "  the  full  range  of 
peace-time  atomic  energy  activities. 

Hazard     E.     Reeves,     President    of 
Cinerama,  Inc.  producing  studios. 


apy 

Show  Applications  in  Agriculture 
The  use  of  radioactive  materials 
to  improve  quality  control  and 
speed  production  in  industry  and 
the  effort  to  develop  stronger, 
higher-vield  food  crops  will  be 
show  n.  Progress  and  expectations  in 
food  and  drug  preservation  and 
sterilization,  in  nuclear  power  that 
will  light  cities  will  be  seen. 

New  effects  will  be  incorporated 
into  the  seven-track  magnetic  sys- 
tem for  the  proposed  atomic  film. 
Cinerama  s  president  Reeves,  said. 
Reeves,  a  pioneer  in  sound  engineer- 
ing and  recording,  developed  the 
stereophonic  sound  system  used  in 
connection  with  This  Is  Cinerama. 
the  theatrical  presentation  which 
introduced  the  revolutionary  audio- 
visual technique. 

Studio  Head  Assigned  to  Project 
Reeves  announced  that  \^  ent- 
worth  Fling,  executive  vice-president 
and  head  of  the  company's  studio 
and  laboratory  at  Oyster  Bay.  will 
work  duselv  with  the  producer  and 
writers  during  script  development  to 
insure  maximum  effectiveness  in  the 
use  of  the  stereophonic  sound  sys- 
tem. 

Scheduled  for  1956  release,  the 
proposed  Cinerama  production  also 
will  be  filmed  in  35mm  to  insure 
the  subject  the  greatest  possible 
world-wide  audience.  9" 

Allen  Heads  Information 
Services  for  Not'l  Advertisers 

♦  Joseph  M.  .\llen  has  been  pro- 
moted to  vice  president  of  the  As- 
sociation of  National  Advertisers, 
the  board  of  directors  has  an- 
nounced. In  addition  to  serving  as 
A.N.A.'s  director  of  Radio  and  TV, 
Allen  now-  heads  up  the  Associa- 
tions  new  Information  Services  De- 
j)artment. 

Allen  joined  the  A.N. A.  staff  two 
and  a  half  years  ago.  Prior  to  his 
present  position,  he  was  associated 
with  Bristol-Myers  Company.  He 
has  been  closely  associated  with 
A.N. A.  for  a  number  of  years  before 
joining  its  staff.  He  has  served  on 
the  Radio  &  TV  Steering  Commit- 
tee and  Public  Relations  Steering 
Committee. 

A  new  ANA  film  publication  giv- 
ing criteria  for  sponsored  films 
directed  at  school  groups  will  be 
announced  shortlv.  Bf 


SPECIALISTS  IN  VISUAL  SELLING 


%: 


\*J3 

IN   MOTION   PICTURES 
AND  SOUND  SLIDE  FILMS 


^. 


IN  TV  COMMERCIALS 


IN  ADVERTISING 
ILLUSTRATION 


ALWAYS  SHOOTS  TO  SELL 


NEVIf  YORK 

200    East   56th   Street 

CHICAGO 

16  East  Ontario  Street 


NUMBER 


VOLUME       16 


1955 


29 


EVERYTHING    FOR 
EASTERN    PRODUCTION 


LIGHTING 
EQUIPMENT 


GRIP 
EQUIPMENT 


Incandescent 
Equipment 

H.  I.  Arc  Equipment 

Choke  Coils 

Dimmer  Equipment 

Cables 

Boxes  and  Boards 

Diffusers 

Bulbs 

Generator  Sets 

TV  Scoops 


Reflectors 

Ladders  and  Steps 

Parallels 

Dollies 

Microphone  Booms 

Scrim  Flags 

Black  Flags 

Dots 

Stands 

PROPS 

Catalogs  upon   request 


INC. 


333  West  52nd  Street  •  New  York  19,  N.Y. 
Circle  6-5470 


25,000  Employees  at  Kaiser 
Steel  View  Progress  Report 

-*  S 2.'>.(MHI  .■in|il.A,r-.  ,.(  Kaiser 

Steel  C^orp.  met  their  ln)ss  and 
tciured  ever\  plant  and  division  of 
the  Kaiser  enterprise  recently  b) 
attending  sponsored  motion  picture 
programs  at  local  theatres. 

Guests  at  eight  \\  est  Coast  thea- 
tres located  near  Kaiser  Steel's 
largest  plants,  employees  and  their 
families  «ere  treated  to  a  cinematir 
e\'ent  consisting  of  a  Hollywood  fea- 
ture, selected  short  subjects  and  A 
Report  to  Kaiser  Steel  En}\)loyees. 

Introduced  General  Manager 

Ihe  21-minute  color  film  report 
introduced  Jack  L.  .\shby.  Kaiser 
general  manager  who.  as  narrator, 
guided  the  multiple  audiences 
through  the  corporation  s  sprawling 
properties,  briefing  them  on  the  in- 
dustrial progress  story  of  which  they 
are  a  part.  A  four-page  printed  pro- 
gram repeated  Ashbys  picture,  wel- 
coming message  and  review  of  the 
Kaiser  domain. 

This  all-out  eight-theatre  stunt 
was  arranged  because  Kaisers  steel 
mills  are  busy  24  hours  a  day.  seven 
days  a  week.  The  advertising  and 
public  relations  department  wanted 
everybody  to  meet  Mr.  Ashby  and 
get  a  clear  picture  of  Kaiser  ac- 
tivities. 

Extensive  Rental  of  Theatres 

Working  with  the  corporation's 
Industrial  Relations  and  Operations 
staff,  the  pr-and-ad  force  lined  up 
Fox  West  Coast  theatres  on  a  re- 
served rental  basis  for  virtual  week- 
long  runs  of  the  Kaiser  show.  Pre- 
sented for  five  evenings  and  at  two 
matinees,  the  theatre  parties  were 
thoroughh  promoted  by  placards 
and  a  special  edition  of  the  Kaiser 
house  organ.  The  "extend  run"'  gave 
every  shift  a  chance  to  attend. 

The  theatres  gave  the  programs 
full  canopy  and  lobby  display.  20th 
Century  Fox  released  three  new  fea- 
ture movies  to  fill  the  bill  and  do- 
nated a  trailer  greeting  the  em- 
ployees. Kaiser  secured  the  film 
houses  for  .50  cents  a  seat  and  dis- 
tributed 25.000  complimentary 
tickets  at  company  pay  windows. 
The  complete  operation  reportedly 
cost  Kaiser  Steel  under  SI. 00  per 
head. 

A  Report  to  Kaiser  Employees 
was  produced  in  16mm  by  Frederick 
K.  Rockett  Co..  Hollywood.  For  the 
connnercial  theatre  showings,  it  was 
opticalK  enlarged  to  .S.5mni;  for 
subsecpient  internal  use.  three  extra 
Ibmiii  prints  were  made.  jjf 


EFFECTIVE 
VISUAL  PRESENTATION 

will  carry 
YOUR  SALES  MESSAGE 

right  to  the 
POINT  OF  PURCHASE 


CONSULT  US  ON  ALL 
YOUR  FILM  PROJEaS 

We  bring  creative  plan- 
ning, expert  writing  and 
technical  skill  to  the  pro- 
duction of  successful 
Sales  Training  and  Pro- 
motional film  projects. 

•  Motion  Pictures 

•  Slidemotion  Films 

•  Sound  Slidefilms 

•  Animatic  Filmstrips 

•  TV  Commercials 

•  Slide  Presentations 

•  Telops 

•  Vu- Graphs 

254  West  54th  Street 
New  York  19,  N.  Y. 
COIumbus  5-7620 


Need  Production  Services?  See  onnuot  list- 
ings of  iabofotories  and  other  services  be- 
ginning  on   page   65. 


Number  Six  Coming  in  '56! 
♦  The  6tb  Annual  Production 
Review  Issue  of  BlSINESS 
Screen,  listing  the  nation's 
principal  business  film  pro- 
ducing companies  is  sched- 
uled for  publication  in  Febru- 
ar\ .  l').5'i.  If  alch  tor  it! 
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P-R-O-G-R-E-S-S 


spells  ''Problems'' 

. . .  because  machines  and  methods  change 

faster  than  the  attitudes  and  habits 

of  people.  \ 

< 
Through  the  personal  development  and 

training  programs  we  plan  and  produce 

with  our  clients,  we  are  helping  people 

in  many  different  fields  grow  to  meet 

the  growing  responsibilities  of  their 

jobs  with  greater  effectiveness 

and  satisfaction. 


COMMUNICATORS 
OF  IDEAS 


NEW   YORK.   N.Y. 


"Push-Bufton' 

HILO" 

Siies 

Price! 

50-    X    SO" 

S35.25 

60-    X    60 

46.75 

70"    X    70" 

54.00 

Eosy  opening  like  Challenger 
.  .  .  set  it  high  or  low  .  .  . 
remove  cose  in  a  jiffy  .  .  . 
use  OS  o  wall  screen. 


When  buying  a  screen  be  sure  it's  a 

Da-Lite^ 

because  each  of  these  models  is  designed  to  do  a  specific  job. 

Oa-Lile  screens  are  especially  engineered  for  homes,  schools, 
industry,  clubs,  hotels,  churches,  theatres,  local  and  national 
Government  agencies.  There  is  a  model  for  each  specific 
purpose  backed  by  OVER  46  YEARS  OF  MANUFACTURING 
A  SINGLE  PRODUCT:  QUALITY  PROJECTION   SCREENS. 

All  available  with  White  Magic  Glass-Beaded  or  Mot  White 
surface. 


"PushButton"  CHALLENGER' 

(Fully  Automatic) 
new  colors  .  .  .  new  beoded 
fabrics  and    operating    fea- 
tures! 

Siies  Prices 

30"    X    40" S2475 

40"    X    40" 26,50 

37"   X   50" 31,25 

50"    X   50" 33.90 

45"    X   60" 3B  50 

60  '    X    60" 44.50 

52"    X    70"     47  25 

70'     X    70'  54  75 


Touch    "Puih  Bytton  ex 

tension   tube   pops   up    .    .    . 
tegs  glide  open.   Raise  cose 
end  fabric  with  one  opera- 
tion.    Octagon     cose 
fabric    safety    slot    lock.  , 


PICTURE  KING  >^ 


Sizes 

57"    ,   70" 

S69  50 

70"    X   70" 

78  00 

63"    X    84" 

91  25 

84"    X   84" 

99  00 

104  50 

Strongest  tripod  screen  made. 
Thumb-pressure     leg     release. 


DA-LITE 

"JR."- 

U    xJS ". 
Ideal    for 

.   .  $3.50 

editing. 

DA-LITE 

HANDY* 

30". 30-. 
So    hondy    o 

,  $7.35 

I    a    ipare 

DA-LITE   SCENIC   ROLLER- 

12     i.ze,                    8 
8'x10'.   . 

<10      thru     20'. 20' 
$135.00 

An    economicol 

lorge   audience 

screen.    Rope    ond 

pulley    operatio 

#**fe^^**^® 

'^M' 

l^^B 

Da-Lite 

^^'^^—-'^^ 

■mnwLTraa 

Perfection    in 

Proicction    Since    1909 

"Push-Button"  VERSATOL 

(Fully  Automatic) 
new   ond   better  than  ever! 


Siies 
30"  X  40" 
40"  «  40" 
37"  X  SO- 
SO"  X  50" 
45"  X  60" 
60"  X   60" 


52" 

70- 


X    70" 

70" 


Prices 
SI  8  40 
21  20 
24  20 
27  50 
31  90 
37.40 
38  50 
46  20 


(^ 


"Push-Button"  opening 
automatic  leg  lock  .  .  .  raise 
case    and    fabric    with    one 
operation. 


^^ 


MODEL  I 


30" 
40" 
37" 
50" 
45" 
60" 
52" 
70" 
63" 


X  40" 
X  40" 
X  50" 
X  50" 
X  60" 
X  60" 
X  70" 
X  70" 
X    84" 


Prices 
$13.50 
14.50 
18.00 
2075 
28.50 
34.00 
36.50 
-.  43.50 
55-50 
62  50 
70  00 


Woll  and  ceiling  screen  for 
semi-permanent  or  perma- 
nent installotion.  Smallest 
size  weighs  only  7  lbs. 


Tl^-ti*m  Flmt-*^!,!    JiU^^jitl. 


1 


Da-lite  Electrol  Junior: 


Knees 

S220.00 
225.00 
230  00 
240-00 
245  00 
250  00 
265.00 
280  00 


Low-cost  dependable  electrically  oper- 
ated screen  ...  110  AC.  Automatically 
stops   when   fully    opened   or   closed. 


For   Additional   Information    Write 


"Push-Button"  SILVER  KING* 

(Fully  Automatic) 


40" 
50" 


40" 
50" 


S31  95 
,   39.95 


Engineered  for  stereo  color 

.  .  .  excellent  for  2-  D, 
"Push-Butfon"  opening  .  .  , 
automatic  leg  lock.  Silver 
Fabric   only. 


MODEL  C* 


Floor 

Screen 

Stand 

$  94.50 

$77.50 

100.00 

77.50 

103.50 

77.50 

..    110.00 

77.50 

123.00 

77.50 

134.00 

77.50 

176  00 

77.50 

192  50 

Lorge  wall  or  ceiling  hang- 
ing unit.  Use  with  floor 
stand  OS  a  permanent  floor 
model. 


ffn-P:*^  PUft^nl  .?...;..h         1 

Do-Lite  Eieitiol  Senior           | 

s 

6 
8 
7 
9 
8 

10 
9 

12 

res 
X    8 
X    8 
X   9 
X   9 
xlO 
xlO 
xl2 
xl2 

Prices 
$375 
385 
390 
390 
395 
405 
420 
435 

Sizes          Prices 
10'6-xl4      S445 
14x14'            465 
12xl6'           530 
16'xl6'            550 
13'6"xl8-       570 
18x18'            595 
15x20'            615 
20x20            645 

The  highest  quolity,  heavy 
duty,  electrically  operated 
screen  .  .  .  remote,  preset 
limit  control  ...  so  simple 
o  child  can  operate.  Uses 
standard    HO   AC   circuit. 


DA-LITE    SCREEN    CO.,    INC.    2711-23  North  Pulaski  Rd.,  Chicago  39,  Illinois 


The  late  George  Blake 

N.Y.  Producer  a  Heart  Victim 

■¥■  George  Blake,  38,  founder  and 
president  of  George  Blake  Enter- 
prises, Inc.,  died  unexpectedly  last 
month  in  Yonkers,  N.Y.,  of  a  heart 
ailment. 

Mr.  Blake,  a  resident  of  Bronx- 
ville,  N.Y.,  was  born  in  .New  York 
City  and  was  graduated  from  New 
York  University  in  19,38. 

In  the  years  following,  Mr.  Blake 
was  engaged  in  all  phases  of  motion 
picture  production,  serving  first  as 
writer,  director  and  producer  of  in- 
dustrial films  for  his  father's  firm 
B.  K.  Blake.  Inc.  He  won  an  Acade- 
my Award  nomination  in  1947  for 
the  short  subject,  A  Voice  Is  Born. 
which  he  wrote,  produced  and  di- 
rected. 

A  songwriter,  he  was  elected  to 
ASCAP  in  1950.  George  Blake  Enter- 
prises, Inc.,  was  founded  in   1951. 

Mrs.  Jean  Blake  has  now  been 
elected  president  of  the  company. 
Other  officers  will  include  Philip 
Frank,  vice-president  for  sales; 
Richard  Donner,  vice-president;  and 
Theodore  E.  Lazarus,  secretary- 
treasurer. 

*  #  » 
Canadian  Film  Prices  Up 
♦  The  National  Film  Board  of 
Canada  has  announced  that  (effec- 
tive November  1,  1955)  prices  for 
their  16mm  films  purchased  from 
the  New  York  office,  630  Fifth  Ave- 
nue, Suite  658,  are  increased  from 
S30.00  to  S40.00  per  reel  for  black 
and  white,  and  from  $75.00  to 
$80.00  for  color  films. 


SOUND  RECORDING 

at  a  reasonable  cost 

High    fidelity    16    or    35.     Quality 

guaranteed.    Complete   studio   and 

laboratory  services.    Color  printing 

and  lacquer  coating. 

ESCAR 

MOTION  PICTURE  SERVICE, 

7315   Carnegie   Ave., 
Cleveland   3,   Ohio 
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By  adopting   new   techniques   of  controlled 

printing  and  employing  the   most  advanced   technical   equipment. 

Color  Service  now  offers  to  the  industrial  motion  picture  field  color-balanced 

16mm  Reduction  Eastman-Color  negative-positive  prints 

in  quantity  as  well  as  quality. 


This  answers  the  big   question  —  "Can   these 


prints  be  produced  in  quantity?"  —  YES,  beautiful, 

sparkling  Eastman-Color  prints  by  direct  reduction  printing  —  either  from 

the  original  negative  (A  &  B  printing  if  fades  and  dissolves  are 


needed)  —  or  from  carefully  made  internegatives. 


color  service  co.,  inc. 

115  W.  45th  ST.,  NEW  YORK,  N.Y. 


Our  staff  of  color  technicians  are  at  your 
disposal  for  consultation  to  discuss  your 
special  problems— Let  us  hear  from  you! 


Ja.  mb2 


When  Business  Research  Institute  surveyed  film  users.. 


r  CONVENIENCE 
FOR-{  DEPENDABILITY 
I   PRINT  CONDITION 


Modern  was  overwhelmingly  designated  ^|  st  choice 


Business  Research  Institute  conducted  a  factual  survey 
of  the  use  of  sponsored  fikns  by  U.S.  high  schools.  The 
respondents  indicated  an  overwhelming  preference  for 
Modern  as  a  soui'ce— because  of  Modern's  record  of  good 
service,  convenience,  dependability,  and  the  fact  that  prints 
from  Modern  are  always  in  the  best  possible  condition. 

These  audiences  also  stated  emphatically  that  they  pre- 
ferred to  get  sponsored  films  from  a  distributor  instead  of 
direct  from  the  sponsoring  company. 

Their  preferences  are  more  significant  when  it  is  consid- 
ered that  U.S.  high  schools  use  more  sponsored  films  than 


*If  you  would  like  a  copy 
of  the  complete  32  page 
Business  Research  Insti- 
tute report,  "Study  of 
Sponsored  Film  Utiliza- 
tion In  United  States  High 
Schools,"  a  request  on 
your  letterhead  will  bring 
one  by  return  mail. 


any  other  group  of  audiences— actually  more  than  all  others 
combined— and  they  have  had  experience  with  all  major 
sources. 

Adult  audiences— in  clubs,  churches,  industry,  wherever 
such  groups  gather— receive  the  same  degiee  of  excellent 
service  that  is  the  Modern  standai'd.  On  behalf  of  the  many 
sponsors  who  have  entrusted  us  with  their  film  programs, 
we  are  now  serving  over  75,000  audiences  of  this  type. 

Whether  your  film  program  is  aimed  at  schools,  general 
adult  audiences,  or  highly  specialized  gi'oups,  you  should 
investigate  what  Modern  can  offer  you. 


Modm 


TALKING   PICTURE  SERVICE 


NEW    YORK  JUdson   6-3830 

45   Rockefeller   Plaza,   New  York  20,  N.   Y. 

CHICAGO  Delaware  7-3252 

140    E.    Ontario    Street,    Chicago    11,    III. 


DETROIT  T£mple  2-421  I 

956  Maccabees  BuilcJing,   Detroit  2,  Mich. 

LOS   ANGELES  MAdison  9-2121 

612     S.     Flower    Street,     Los    Angeles     17,     Col. 


J^fUi^ryvnA^  service  jrtr>y\  .Ad^nie^n  -jtUyi,  Uhr'^i^s  ^  2g  im^e^tan^  uH^s  - 


Atlanta 

Charlottl 

Dallas 

Hoi  sroN 

Nfl^MPMIS 

New  York 

St.  LOLIS 

Boston 

Chicago 

Dfnii  r 

Indian  M'oi.is 

MH  WAIKFF 

Omaha 

San  Francisco 

Buffalo 

Cincinnati 

nUROIT 

Kansas  CtTV 

MiNNFAPOLIS 

PMILADFI.rHIA 

Seattle 

Cedar  Rapids 

Cleveland 

Harri^durc 

LoS.^NCFLtS 

Nlw  Orleans 

PlTTSBURCH 

Washington,  D.  C 

Alani}  the  Business  JVews-Fronl 


A  Round-Up  of  News  and  Coi 

THE  FUTURE  for  color  tele- 
vision took  an  upward  turn  this 
month  as  the  National  Broad- 
casting Company  announced  the 
conversion  of  its  key  Chicago  outlet. 
Vt'NBQ  to  the  status  of  an  all-color 
station  by  next  April,  1956.  Color 
telecasting  by  other  stations  was 
gradually  increasing  and  some  re- 
duction in  set  prices  was  bringing 
a  fair  rise  in  viewing  audiences. 

Although  a  real  mass  market  was 
not  predicted  until  1958  by  manu- 
facturers ( such  as  Emerson  s  presi- 
dent Benjamin  .4brams),  the  drive 
to  color  was  moving  relentlessK  on. 
underscoring  the  importance  of 
sponsor  know-how  and  interest  in 
color  film  production  during  the 
active  year  ahead. 

Two  premieres,  the  unveiling  of 
Champion  Paper  s  Production  5118 
at  the  Public  Relations  Conference 
in  Los  Angeles  and  Monsanto  s 
press  show  ing  in  New  \  ork  of  the 
excellent  World  Thai  i\alure  Forgot 
also  gave  solid  indications  of  real 
production  values  for  sponsored 
films  in  this  period.  ^ 

h;-  if  « 

Subscription  Video  Easy  Prey  to 
Bootlegger,  Says  Jerrold  Exec 

•^  "Bootleg  t\  "  is  the  latest  problem 
to  appear  in  the  current  subscription 
television  debate.  The  deadly  phrase 
is  being  dropped  by  opponents  of 
"scrambled  broadcast  subscription 
television" — a  title  that  inflicts  its 
own  epithet. 

Donald  Kirk.  Jr..  vice-president 
in  charge  of  research  of  the  Jerrold 
Electronics  Corporation.  Philadel- 
phia recently  challenged  three  pro- 
ponents of  scrambled  tv  to  submit 
to  a  public  demonstration  of  the 
ease  by  which  the  security  of  their 
systems  can  be  broken. 

At  a  joint  meeting  of  the  New- 
York  Chapter  of  the  Institute  of 
Radio  Engineers  and  the  American 
Institute  of  Electrical  Engineers. 
Kirk  announced  that  of  the  three 
scrambled  ty  firms,  Zenith.  Tele- 
meter and  Skiatron.  only  Skiatron 
accepted  the  challenge. 

Kirk  discussed  major  defects  in 
all  three  scrambled  systems.  Kirk"s 
company  has  proposed  a  wired  dis- 
tribution system  for  subscription  tv. 
According  to  Kirk,  a  potential  boot- 
legger of  the  Skiatron  scrambled 
image  needs  only  to  duplicate  a  card 
on  which  an  electronic  circuit  has 
been  printed.  Such  a  card,  furnished 
to  all  subscribers,  is  inserted  in  the 
decoder  to  unscramble  the  whole  tv 


iments  Noteworthy  at  Presstime 

picture.  Many  companies  produce 
similar  cards  and  could  duplicate 
Skiatrons.  Kirk  said. 

Because  Skiatron  experts  have 
done  the  work  for  him.  the  boot- 
legger needs  little  technical  training. 
Kirk  maintained.  Skiatron  has  de- 
signed an  elaborate  code,  a  more 
elaborate  decoder.  The  decoder,  ac- 
cording to  Skiatron's  plan,  could  be 
bought  in  any  applian(e  store. 

"V^'hy  should  a  bootlegger  not 
want  to  satisfy  thousands  of  cus- 
tomers with  thousands  of  such 
cards."  Kirk  inquired.  Reviewing 
the  "Reply  to  Comments"  filed  with 
the  Federal  Connnunicatiuns  Com- 
mission by  the  three  scrambled  tv 
proponents.  Kirk  showed  how  each 
agree  with  Jerrold  that  "the  other 
two  systems  lack  security.  Kirk  had 
figures  to  show  that  equipment  and 
installation  costs  per  home  of  the 
wire  system  subscription  tv  would 
be  lower  than  the  cost  per  home  for 
the  scrambled  decoding  gadgets.  ^ 
-i-        •        * 

Film  Industry  Pays  Homage  to 
du  Pont's  late  Norman  Oakley 

■¥■  Norman  F.  Oakley.  61.  special 
adviser  on  motion  picture  sales  in 
the  duPont  Company  s  New  York 
District,  died  November  4  after  an 
illness  of  several  months.  He  was  in 
the  40th  year  of  his  career  with  the 
duPont  Company. 

A  veteran  in  the  manufacture  and 
sale  of  motion  picture  films.  Mr. 
Oakley  had  been  associated  with  the 
duPont  company  since  its  entry  into 
the  photo  products  field.  Formerly 
general  supervisor  of  experimental 
design,  construction  and  operation 
for  Monmouth  Chemical  Company. 
Keyport.  N.J..  Mr.  Oakley  joined 
duPont  in  1916  as  a  supervisor  of 
experimental  film  base  production 
at  Parlin.  N.J.  He  was  instrumental 
in  the  design  and  operation  of 
duPonts  first  experimental  and  com- 
mercial film  manufacturing  plants 
and  designed  much  of  the  equip- 
ment used  in  the  process. 

Mr.  Oakley  entered  motion  pic- 
ture product  sales  in  the  late  1920's. 
He  became  manager  of  motion  pic- 
ture sales  in  the  New  York  District 
in  1946,  a  post  which  he  held  until 
the  middle  of  this  year. 

Mr.  Oakley  was  a  member  nf  the 
Society  of  Motion  Picture  and  Tele- 
vision Engineers.  American  Society 
of  Cinematographers,  Lambs  Club 
of  New  York,  tlie  Motion  Picture 
Pioneers,  and  an  honorary  mem- 
ber of  Cameraman's  Local  644. 
of  the  lATSE.  §■ 


The  awards  jury  at  the  second  annual  International  Advertis- 
ing Film  Festival  deliberates  over  the  380  entries  from  17 
countries  from  which  they  selected  ten  "Palm"  winners  in  this 
screen  advertising  competition   held  in  Monte  Carlo. 

Monaco  Hosts  an  International  Advertising  Film  Festival 


THERE'S  A  W  ORLDW  IDE 
audience  and  specialized  pro- 
duction industry  devoted  to 
short  direct  advertising  playlets 
shown  ill  entertainment  theatres. 
The  men  «hii  guide  this  field  had 
their  o»n  International  Advertising 
Film  Festival  in  the  lush  surround- 
ings of  Monte  Carlo  from  Septem- 
ber 26  to  October  1.  Sponsor  of  the 
event  was  the  International  Screen 
Advertising  Services,  whose  mem- 
bers are  acti\e  on  five  continents. 
English  ad  films  swept  five  "Palm 
awards  and  two  prize  mentions  for 
highest  honors  at  the  Festival;  Ger- 
many, with  iwo  "Palms  and  a  prize 
mention  was  second;  France  took 
one  "Palm"  and  three  prize  men- 
tions and  Italy  and  Denmark  were 
also  honored  with  one  "Pabn" 
award  apiece.  Holland,  with  a  prize 
mention,  was  the  only  other  country 
in  the  awards  category  as  not  a 
single  L  .S.  film  earned  a  mention. 
But  then  there  were  only  a  very  few 
U.S.  entries  and  very  little  repre- 
sentation by  L  .S.  producers. 

This  was  the  second  year  in  which 
the  I.S.A.S.  has  organized  a  Festival 
and  it  appears  that  next  year's  event 

Festival  chairman  Jacques  Zadolc  is  shown 
below  with  I.S.A.S.  president  Ernest  Pear! 
and  Bruno  Kiwi,  secretary  of  the  festival 
committee   at   Monte    Carlo. 


i^  destined  for  the  same  locale.  .\t 
this  years  screenings,  a  total  of  380 
films  from  IT  different  countries 
were  shown.  Since  these  films  are 
extremely  short  ( one  minute  and 
sometimes  less!  the  judging  was  a 
very  irritating  process,  accompanied 
by  frequent  lighting  and  darkening 
I  if  the  theatre. 

\\  inner  of  the  "Palm"  award  for 
photography  was  the  English  ad 
film  Looking  in  on  the  Navy,  pro- 
duced by  B.M.  Productions:  the 
color  "Palm"  went  to  Rhapsody  in 
Red.  a  Coty  ad  film  by  Anglo- 
Scottish  Pictures.  Ltd.  Top  award 
for  originality  was  given  Biiisson 
Ardent,  an  Esso  Standard  ad  film 
produced  by  Les  Cineastes  .•Xssocies 
of  France:  the  "Palm  for  ad  value 
was  awarded  a  German  producer, 
Kruse-Fibn  for  Das  Hohe  C.  Win- 
ning the  "Palm"  for  music  was 
Caley  Au-Lait  produced  for  Caley. 
Ltd.  by  Pearl  &  Dean.  Ltd.  of  Lon- 
don. Sound  effects  won  a  "Palm" 
for  another  German  film  Linde's 
J  ariete  and  a  unique  award,  for 
spectator  values,  went  to  The  Beach, 
a  Shell-Mex  film  produced  in  Eng- 
land by  Screen-Space.  Ltd.  —  R.J.J. 

Another  Business  Screen  reader  at  Monte 
Carlo  is  the  well-known  Dutch  producer,  Joop 
Geesink,  founder  ond  director  of  the  Dolly- 
wood  studios  in  tlolland. 
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On-the-job  training  to  learn  and  obey  the  Pilot  Rules  is  the  theme  of  this  scene 
from    the    new    Raytheon    sound    and    color    motion    picture    "Safe    Passage." 

Basic  Training  nn  Marine  Radar 

New  Raytheon-Sponsored  Color  Film  "Safe  Passage" 
Helps  to   "Human    Proof"   Radar   for   Shipping    Field 


DESi'iTK  Radak  Protection,  ship 
collisions  continue  to  be  a 
marine  hazard.  Why  collisions  occur 
when  one  or  both  xessels  involved 
are  equipped  with  radar  systems  is 
the  topic  of  Safe  Passage,  a  20- 
minute  color  motion  picture  spon- 
sored by  Raytheon  Manufacturing 
Company,  a  major  producer  of 
marine  radar  equipment. 

Shows  Four  Accident  Categories 
Raytheons  photo-explanation  o 
the  maritime  mystery  is  that  radar 
powerful  as  it  is.  is  not  human 
proof.  Based  on  a  recent  study 
Safe  Passage  describes  four  cate 
gories  of  accidents  involving  radar 
guarded  ships.  The  fault-areas 
dude:  radar  not  turned  on;  radar 
not  properly  adjusted;  improper  ac- 
tion by  operating  personnel;  ""radar 
hypnosis." 

To  show  how  accidents  in  these 
categories  can  be  avoided,  the  film 
follows  an  exposition  of  basic  radar 
principles  v\ith  dramatic  illustra- 
tions of  typical  accidents  and  the 
corrective  action  required  in  each 
category.  Actual  radar  scope  foot- 
age documents  the  principles  of 
radar  operation  and  collision  pre- 
vention. .\nimation  helps  to  detail 
[joints  of  aj>i.flicali'iii. 

Admiral  Commends  Film's  Purpose 
The  promotional  film  was  viewed 
by  marine  industry  representatives 
and  the  press  in  .New  York.  October 
1'^.  Rear  Admiral  Louis  B.  Olson. 
t'SCG.  introduied  the  film  at  the 
Whitehall    Club    and    spoke    on    the 


latest  developments  in   navigational 
safety  devices. 

Admiral  Olson  said.  "'This  movie. 
Safe  Passage,  is  an  important 
graphic  supplement  to  the  education 
and  experience  of  all  mariners  who 
are,  or  who  may  be.  shipmates  with 


radar.  Additionally,  it  should  con- 
tribute greatly  to  the  general  under- 
standing of  radar  by  all  ship  and 
yacht  owners  and  operators.'' 

Marine  Audiences  Primary  Targets 

Prints  of  the  film  for  free  show- 
ings to  marine  associations  and 
trade  groups,  government  agencies, 
shipping  lines,  business  firms, 
schools,  churches,  clubs  and  similar 
organizations  will  be  distributed  by 
Raytheons  public  relations  depart- 
ment. Interested  groups  should  con- 
tact the  department  at:  Raytheon 
Manufacturing  Company.  W'altham 
.S4.  Massachusetts.  Prints  may  be 
purchased  for  long-range  educa- 
tional and  training  purposes.  ^ 

The  recent  New  York  preview  of  Roylheon's 
"Safe  Passage"  was  introduced  by  Rear  Ad- 
mirol  Louis  B.  Olson,  USCG  (second  from  left). 
He  is  congrotuloting  Lee  A.  Ellis,  art  and 
pfioto  monoger  of  Raytheon  public  relotions 
department.  Looking  on  ore  writer-director  A. 
Newell  Gorden  (left)  and  morine  product 
plonning  manager,  Kenneth  V.  Curtis,  shown 
ot  right. 


Gnlf  Shnws  the  Sales  Potential 

A  Broad  Range  Sales  Training  Film  and  a  Specific 
Product  Slidefilm  Aimed  for  Company's  Retailers 


Gl  I.K  OIL  CORP.   has  reifiith 
inaugurated     a     stepped-up 
sales  training  program  to  as- 
sist the  efficiency   and  techniques  of 
its   thousands  of  retail   dealers   and 
sales  representatives. 

Two  examples  of  the  material  in 
this  program  are  presented  in  these 
case  history  reports: 

.Sponsor:  Culf  Oil  (!orp. 

Title:  Facing  the  Challenge,  20 
mill.,  color,  produced  by  Henry 
Strauss  &  Co. 

■K  The  untouched  potential  that  lies 
hidden  in  ever)  salesman's  territory, 
and  in  the  salesman,  himself,  is  the 
subject  of  this  fihn,  which  is  di- 
rected to  the  sales  representatives 
who  sell  Gulf  products  for  industry, 
transportation,  building,  power  and 
other  bulk  uses. 

With  two  words  —  Review  and 
Plan  —  for  its  motif,  the  film  shows 
why  even  the  most  competent  sales- 
man should  never  become  compla- 
cent. The  star  salesman  of  this  film 
realizes  that  because  he  has  built  up 
his  own  territory  and  made  it  his 
own  little  world  he  is  in  danger  of 
assuming  it  is  the  best  of  all  possi- 
ble worlds.  In  sequences  that  com- 
bine animation  with  live  action,  he 
mentally  canvasses  the  new  possi- 
bilities that  Revieu  and  Planning 
can  unearth. 

Driving  this  lesson  home  are 
forceful  examples  —  like  the  sur- 
prising number  of  uses  for  petro- 
leum products  to  be  found  in  build- 
ing a  short  stretch  of  highway.  This 
is  only  part  of  many  activities  going 
on  everywhere  that  offer  an  oppor- 
tunity for  creative  selling.  Pictured 
this  way.  the  job  becomes  an  ex- 
citing challenge  to  the  salesman's 
ability  —  a  combination  treasure 
hunt  and  service  to  the  community. 

Facing  the  Challenge  also  reminds 


its  audience  of  the  backing  they  i  an 
rely  on  —  Gulf's  high  reputation 
and  fine  productive  resources,  and 
the  armory  of  modern  selling  tools 
and  promotional  devices  he  has  at 
his  command. 

«        *        » 
Sponsor:  Gulf  Oil  Corp. 

Title:  Three  for  the  Money.  14 
min.  ssf.  color,  produced  by  Henry 
Strauss  &  Co. 

M-  While  most  companies  in  the  oil 
business  have  jumped  on  the  band- 
wagon labeled  "lOw-SO  —  all  pur- 
pose —  all  season  oil. "  Gulf,  practi- 
cally alone  among  the  majors,  has. 
determined  to  resist  the  trend. 

Part  of  the  potent  sales  ammuni 
tion  the  company  is  providing  its 
dealers  in  rebuttal  to  the  "lOw-30" 
story  is  contained  in  the  new  sfiuiid 
slidefilm.  Three  for  the  Money. 
Dealers  are  encouraged  to  niaki  a 
positive  virtue  out  of  the  fact  that 
Gulfpride  is  "'personalized"  to  fit 
specific  needs,  and  is  not  a  com- 
promise. 

The  film  describes  how  Gulf  tested 
""lOw-SO's"'  in  the  laboratory  and 
found  them  to  lose  viscosity  in  sei\- 
ice.  to  leave  coke-like  deposits  'ui 
intake  valves,  and  to  give  high  oil 
consumption. 

Gulf  dealers  have  been  seeing 
the  film  in  regular  meetings  all  over 
the  countrv.  1^ 

A  scene  from  "Three  for  the  Money" 


A  Program  fnr  Physical  Edncation 

The  Athletic  Institute  Presents  "They  Grow  Up  So  Fast" 


Sponsor:    The  Athletic  Institute. 
Title:   T/ie)   Grow  Ip  So  Fast.  25 

mill.,   color,   produced   li\    Dallas 

Jones  Productions. 
M  Defense  officials  periodically  em- 
barass  the  national  ego  by  loudly 
deploring  the  high  incidence  of  poor 
physical  specimens  among  induc- 
tees. Some  of  the  fellows  can't  chin 


tliemseKes.  it  recently  was  reporti.l. 
Civilian  authorities  often  endm-i 
pliNsical  education  as  an  acti\it> 
which  can  constructively  channel 
the  energy  of  boys  who  can  chin 
themselves  but  who,  for  lack  "f 
guidance,  might  do  their  chinning 
on  a  second  .story  window. 

'/7/ev    Grow   I  f}   So   Fa,*it.   a    new 


BUSINESS     SCREEN     MAGAZINE 


25-niinute   film   announred   by   The 
i  Athletic    Institute,    ought    to   do    its 
I  good  bit  in  making  for  a  "healthier 
situation"  on  the  physical  education 
front.   The   film    interprets   physical 
I  education   to   the   public,   educators 
and  parents.   It   highlights  the  phi- 
losophy and  content  of  a  real  pro- 
gram of  physical  education. 

A  Community  Answers  the  Need 

Action  develops  in  the  case  of  a 
boy  «ho  needed,  but  wasn't  getting. 
the  advantages  of  a  good  physical 
education  program.  Dramatic  cir- 
cumstances call  the  conununity's  at- 
tention to  the  importance  of  ade- 
quate leadership  and  facilities  for 
a  complete  phy-ed  schedule.  As  a 
result  of  action  taken  by  the  com- 
munitv.  children  are  given  the  op- 
portunity to  participate  in  a  wide 
variety  of  wholesome  experiences 
provided  by  physical  education  ac- 
ti\ities. 

The  16mm  s<->und  and  color  film 
is  designed  for.  and  has  been  cleared 
for,  use  on  television.  It  is  antici- 
pated that  the  picture  will  be  used 
by  school  administrative  groups, 
teacher  groups,  supervisory  groups, 
parent-teacher  association  and  civic 
groups. 

Schools  and  colleges  will  be  in- 
terested in  showing  the  film,  not 
only  to  those  in  teacher  prepara- 
tion and  to  professional  groups  of 
physical  educators,  but  also  to  com- 
munity groups  interested  in  a  physi- 
cal education  program. 

The  film  was  produced  by  Dallas 
Jones  Productions.  Inc..  Chicago. 
This  is  the  company  which  made 
the  Institute's  communitv  recreation 
films.  Playloiin.  U.S.A.  and  Leaders 
for  Leisure. 

Prints  Available  for  Purchase 

They  Grow  I'p  So  Fast  is  being 
distributed  by  the  Institute  and  the 
American  Association  for  Health. 
Physical  Educaticm  and  Recreation. 
Prints  are  available  at  a  cost  of 
$13.5.00  each.  The  film  was  made 
possible  through  the  efforts  of  Tlie 
Athletic  Institute,  the  American 
Association  for  Health.  Phvsical 
Education  and  Recreation,  the  Col- 
lege Physical  Education  Association. 
the  National  Association  for  Physi- 
cal Education  of  College  Women 
and  the  Society  of  State  Directors.  R' 

There's    no    Geiger    counter    to    yncover    life 
insurance  prospects  (story  at  right). 


A  IVew  Field  far  the  Film 

The  New  Mexico  Military  Institute  Color-Previews  Its  Facilities 


Sponsor:  .New  Mexico  Military  In- 
stitute. 
Title:  Man  of  Tomorrow.  19  min.. 
color.    Produced    bv    Raphael   G. 
Wolff  Studios. 
♦  This  color  film  was  recently  pro- 
duced for  the  New   Mexico  Military 
Institute  by   the   Raphael   G.   Wolff 
Studios.  Hollywood.   It  may  herald 
an    entirely    new    field    for    profes- 
sional   film    production    in    private 
school  recruitment  programs. 

Private  schools  and  institutions 
have  used  films  in  time  past,  but 
these  are  all  too  frequently  ama- 
teurish productions,  and  may  just 
as  often  to  discourage  rather  than 
encourage  enrollment. 

Man  oj  Tomorrow,  howexer.  re- 


llects  the  professi<.)nal  production 
know-how  put  into  it  and  presents 
highlights  in  the  life  of  cadets  at- 
tending the  Itistitute  in  such  a  wav 
as  to  make  it  seem  highly  desirable 
to  those  potential  students  and  their 
parents  who  see  the  film. 

Other  groups  of  all  sorts  wnuKl 
also  be  undoubtedly  interested  in 
the  picture,  and  former  students  of 
the  New  Mexico  school  should  be 
able  to  secure  inrmmerable  show- 
ings around  the  country  in  service 
clubs  and  other  groups  to  which 
they  belong. 

Groups  interested  may  obtain  a 
print  of  the  film  from  the  New 
Mexico  Military  Institute.  Roswell. 
New  Mexico.  g' 


"Prnspectinq"  on  a  Group  Plan 

Ten  Life  Insurance  Companies  Co-Sponsor  a  Sound  Slidefilm 


1N.SLRANCE  Companies,  consistent 
users  of  audio-visurl  aids  for 
sales  training,  public  relations, 
etc..  are  being  offered  a  r\t\\  partici- 
pation plan  in  which  they  will  be 
able  to  buy  tailor-made  motion  pic- 
tures and  sound  slidefilms  at  lower 
cost  than  individually  sponsored 
projects.  The  plan  is  being  offered 
by  Transfilni.  Inc. 

The  initial  film  was  developed  in 
conjunction  with  Reply-0-Letter.  a 
New  \ork  direct  mail  agency,  for 
its  life  insurance  clients.  To  date, 
ten  life  insurance  companies  have 
participated  in  the  plan,  which  in- 
volves a  12-minute  color  sound 
slidefilm  on  the  adxantages  of  direct 
mail  prospecting. 

Each  of  the  participating  com- 
panies used  the  basic  film  and  re- 
cording which  was  applicable  to  all. 
However,  each  company  integrated 
original  scenes  into  the  film  which 
reflected  its  own  direct  mail  pro- 
gram. 

Each  slidefilm  is  tilled  individual- 
ly I  The  Latchkey  Story  for  Mutual 
of  New   \orki.   (Postman  Prospect 


Payoff  for  Aetna  Lifei  and  contains 
original  frames  depicting  the  com- 
pany's own  direct  mail  pieces  and 
gifts.  In  addition  to  outlining  stand- 
ard procedures  in  developing  leads, 
ihe  film  offers  other  ways  of  finding 
(lualified  names  and  apph  ing  them 
to  a  successful  direct  mail  program. 

The  presentation  employs  cartoon 
art  and  humor  to  tell  the  story  of  a 
salesman  '"gumshoeing  around  on 
the  trail  of  suspects  who  might  turn 
into  live  prospects.'  When  he  em- 
ploys direct  mail  and  the  postman 
to  help  do  the  sleuthing  for  him.  he 
finds  that  he  has  more  time  for 
making  sales.  He  soon  discovers 
that  for  every  dollar  spent  on  mail- 
ings, he  gets  S30  back  in  cominis- 
sions.  Instead  of  using  it  for  slumps 
or  special  drives,  direct  mail  is 
stressed  as  a  tool  for  everyday  use. 

The  life  insurance  companies 
using  the  film  are:  Bankers  Life  of 
Nebraska.  National  Life  of  Ver- 
mont. Connecticut  Mutual.  New 
England  Life.  Mutual  of  New  York. 
New  \  ork  Life.  Aetna  Life,  Jeffer- 
son Standard.  Ohio  National,  and 
Mutual  Benefit  of  Newark.  Q' 


After  classroom  sessions,  there's  practice  on 
the  range  for  the  rifle  teom.  (Scenes  from 
New  Mexico's  "Mon  of  Tomorrow"). 


While  bowling  is  not  considered  a  major 
sport,  it's  o  healthful,  vigorous  and  highly 
competitive  exercise  at  the  school. 


Scheduled  sociol  octivities  include  hops  and 
donees— wondrous  evenings  when  the  cadets 
ore  privileged   to  escort  their  ladies. 


There  ore  also  more  serious  planned  activities 
—such  OS  the  traditional  Memorial  Day  Com- 
memoration as  in  the  film  scene  obove. 


officers  of  the  regular  Army  have  charge  of 
the  mllitory  instruction  and  training  of  the 
Corps  of  Cadets  at  the   Institute. 


Dress  parade  is  o  Sunday  afternoon  coll- 
there  is  snap  and  precision  to  these  reviews. 
(Below)  At  term  end,  dress  parade  is  olso  the 
occosion  for  dispensing  special  owords  and 
medals  for  achievement. 
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PHODUCTIDIV 

5118 

One  of  the  most  unusual 
pictures  of  this  and  any 
other  year,  is  the  Champion 
Paper  &  Fibre  Company's 
contribution   to  everyone's 
prohltin  of  communication — 


Signalman:  "If  the  audience  is  ab!e  to  understand  what's  behind  it's  own  view-  ,   '  *! 

point  ...  by  means  of  a  larger  viewpoint,  then  it  will  be  realized  that  we  are  '.  fcj,[i- 
actually   playing   our   ports   in   o   larger   picture.   Taking   the   larger   viewpoint  {     | 

makes  anything  more  understandable."  '' 


WI  I  H  .ALL  the  miracles  sci- 
ence and  technology  have 
wrought  for  mankind,  his 
chances  of  surviving  to  enjoy  them 
conies  down  to  the  simple  denomi- 
nator of  understanding.  The  proli- 
lem  is  as  worldwide  as  the  cold  war: 
it  is  as  close  to  home  as  the  family. 
It  is  also  the  constant  challenge 
facing  hoth  labor  and  management, 
small  and  large. 

Getting  understanding  through 
communication  is  evervbodvs  proh- 
leni  but  one  I  .S.  business  firm  has 
done  something  about  it.  That 
"something""  is  a  30-minute  motion 
picture  tilled  Production  5118  and 
it  is  destined  to  be  one  of  the  most 
talked  about,  constructive  contribu- 
tions to  reach  the  factual  screen  in 
many  years.  The  Champion  Paper 
&  Fibre  Company  is  its  accredited 
sponsor  but  5778  isn"t  a  film  about 
Champion  or  its  products  or  its 
people.  It's  really  Champion's  gift 
to  the  .American  people. 

"Play  Within  o  Play"  Format 
There  isn't  an  easy  wav  to  review 
this  film.  Its  format  is  unusual:  its 
performers  thoroughU  competent 
professionals  who  arc  always  be- 
lievable. Filmed  in  brilliant  Eastman 
Color.  .5778  is  never  co/or-conscious. 
Yet  as  this  ''play  within  a  play"  un- 
folds, its  every  sequence  moves  pur- 
posefully toward  the  goal  expressed 
by  one  of  its  principal  plavcrs: 

"You've  got  to  realize  that  this 
picture  is  not  only  about  Mr.  Baxter 
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and  his  corporation,  it  is  about 
every  person  and  every  corporate 
entity,  including  you  —  no  matter 
uho  \ on  are  or  what  you  are." 

Do  We  Make  Ourselves  Understood? 
So.  it  might  be  said.  Production 
3118  is  a  stor\  of  personal  com- 
munication —  of  a  mans  failure  to 
transmit  his  ideas  so  that  they  will 
be  fully  understood  by  others.  The 
|)attern  of  his  failure  is  complex 
and  yet  it  is  universal.  For  Philip 
J.  Baxter,  corporation  executive, 
uhose  case  history  is  the  basic  motif 
of  the  film,  is  only  a  symbol  of 
Everyman.  His  "'conscience"  is  the 
.Signalman  and  he.  too.  speaks  to 
\<iu  when  he  sa\s  to  Baxter: 

The  Message   of  the   Signalman 

"^  ou  re  also  a  signalman  :  every- 
one is.  Everything  people  do  to- 
gether depends  on  sending,  receiv- 
ing and  interpreting  signals  from 
each  other.  " 

Baxter,  the  very  capable  company 
administrator,  fails  to  communicate 
through  errors  of  omission.  How 
many  similar  failures  have  been 
compounded  into  labor-management 
disputes  who.se  origin  was  equally 
innocent  of  real  fault?  How  many 
disputes  might  be  traced  to  Baxter's 
defense: 

"I've  always  tried  to  do  the  rijihl 
thing  —  as  I  see  it." 

Production  51 IH  had  its  world 
premiere  in  mid-November  at  the 
8th  National  Conference  of  the  Pub- 


Artisf:  "When  are  they  going  to  make  up  their  minds  on  what  to  call  this  pic- 
ture?" Assistant  Director:  "I  don't  know.  Everybody's  had  a  go  at  it  but  none 
of  the  titles  seemed  to  fit,  exactly."  Artist:  "Well  you  can't  go  on  calling  it 
'Production  fifty  one  eighteen.'  " 

Director  {center  in  scene  above):  "There  are  some  incidents  from  Baxter's  per- 
sonal life  which  prove  that  even  his  family  and  social  relations  suffer  from  bod 
signalling.  All  too  often,  he's  not  getting  real  cooperation;  he's  only  getting 
obedience  —  because  he  can  command  it." 


lie  Relalions  Society  of  America 
in  Los  Angeles.  The  only  other 
showing  thus  far  was  the  pre-release 
preview  held  for  company  employees 
at  Hamilton.  Ohio.  Here,  over-capa- 
citv  crowds  at  four  showings  in  the 
900-seat  theatre  necessitated  two 
unscheduled  showings  to  accommo- 
date the  overflow. 

Comments  on  the  film  from  Cham- 
pion emplovees  ranged  from  "realU 
different  —  should  be  especially  ef- 
fective for  industrial  groups'"  to 
"starts  a  person  thinking"  and  "com- 
plex but  simple  if  your  realize  that 
each  individual  is  an  integral  part 
of  any  business  or  community." 

Will   Be  Widely  Useful 

While  industrial  use  of  51JH  is 
especiallv  indicated,  the  film  will  be 
helpful  in  many  other  fields  of  ad- 
ministration and  supervision.  VI- 
though  no  policy  has  been  an- 
nounced on  print  purchase,  it  is 
evident  that  many  companies  and 
organizations  will   want  to  acquire 


this  film  on  long-terjn  loan  ur  b\ 
outright  purchase,  if  such  arrange- 
ments call  be  made. 

Review  this  picture?  You'll  have 
lo  see  it  for  yourself,  right  down  to 
the  very  last  scene.  It  is  that  finale 
vou  will  find  yourself  trying  to 
guess  and  if  the  picture  has  gotten 
inside  bv  Minute  29.  vou'll  probabh 
know  what  it  ought  to  bring.  ^  ou 
\\on't  be  disapptiinted. 

Where  Credit  Is  Due 
M  A  shining  star  to  the  sponsor. 
Champion  Paper  &  Fibre  Co.  for  the 
raw  courage  and  wisdom  its  leader- 
ship has  exhibited  is  making  this 
film  possible.  A  deep  bow  to  the 
writer.  Sam  Beall  and  to  the  direc- 
tor. Kirby  Grant,  whose  talents 
helped  "make"  this  picture.  Wilding 
Picture  Productions.  Inc.  have  re- 
affirmed the  power  of  this  medium; 
audiences  will  be  able  to  loan  16mm 
sound  prints  after  January  1st 
through  the  nationwide  facilities  of 
.Modern  Talking  Picture  Service. 
Inc.  in  28  kty  cities.  g- 


Baxier:  "1  don't  want  to  know  the  future  .  .  .  Look  I've  always  been  a  practical 
man.  It  takes  a  practical  man  to  run  a  corporation." 

Signalman:  "Or  to  push   a   broom.   Or  to  stay   out   of  trouble.   Or   secure   co- 
operation. Or  create  human  progress.  It's  the  same  for  everyone." 


Signalman:  "In  order  to  evaluate  the  record  of  the  person  Philip  J.  Baxter, 
we  must  introduce  some  of  the  witnesses  who  have  chartered  the  prisoner  to 
engage  in  the  businesses  of  being  a  son,  a  brother,  a  husband,  a  father,  a 
friend,  a  citizen,  a  member  of  the  community,  a  fellow-employee,  a  pillar  of 
the  church,  and  otherwise  to  function  as  intended." 


l-^jiS-iSLjijft 


2nd  Workman:  'And  now  here  goes  out  biggest  machine."  3rd  Workman: 
"Plain  as  the  nose  on  your  face.  They're  getting  ready  to  close  this  plant." 
1st  Workman:  "An'  suppose  I  don't  want  to  move  to  Boylesviile?"  3rd  Work- 
man: "Who  soys  they're  gonna  ask  you  to?" 


Dick:  "Corporate  citizens!  Ha!  This  corporation  is  an  animal."  Harry:  "What 
do  you  mean?"  Dick:  "I  mean  just  that.  Their  policy  is  'keep  strong  and  healthy 
and  keep  growing.'  Old  man  Baxter  says  so  himself." 
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Camera  Eye: 

A  Business  Screen  Pictorial  Report 
on  Current  Problems  and  Potentials 


The  Place:  the  recent  Annual  Fall  Meeting  of  the 
Industrial  Audio-Visual  Association  in  Boston 
last  month,  where  Business  Screen  asked — 

The  Question: 

"W^hat  is  the  most  importciiit  single 
problem  facing  the  industrial 
audio-visual  field  at  this  time?" 


THE  CoiRT  OF   Plblic  Ui'iMON  should  lie  c<iMsulte(l 
as  frequentK  as  possible  by  those  who  are  concerned 
with  progress:  ils  decisions,  rightly  or  wrongly,  are 
made  up  of  the  problems  faced  by  its  members  as  indi- 
tiduals.  but  collectively  the\   may  offer  real  guidance  on 
the  present  and  a  useful  line  on  the  future,  as  well. 

With  increasing  regularity,  the  Editors  of  Business 
Screen  will  look  toward  those  who  work  with  audio  and 
visual  media  in  business,  government  and  education.  This 
months  question  offers  no  answers  on  such  aspects  of  the 
"important  single  problem"  which  consists  of  making  a 
hundred  16mm  prints  do  the  work  of  several  liuudred 
«hich  niav  be  needed  to  cut  down  the  backlog  of  audience 
requests  for  a  popular  film. 

But  there  is  a  "pattern"  in  tho.se  comments  which 
emphasize  management's  need  for  better  understanding 
of  audio-visual  potentials:  there  is  an  apparent  want  for 
greater  simplification  of  projection  equipment.  The  need 
for  capable  film  writers  crops  up:  the  usefulness  of  spon- 
sored films  overseas  is  considered.  Regular  budgeting  of 
film  appropriations  is  an  important  answer:  wider  use  of 
all  tools  to  meet  the  "countless  problems  within  any  com- 
pany"' is  fervently  spoken  for. 

Behind  all  this  is  the  healthy  sign  of  dissatisfaction  with 
things  as  they  are.  addressed  by  men  whose  responsibili- 
ties are  growing  \\ ithin  their  companies.  The  cross-section 
is  important,  for  it  also  represents  billions  of  dollars  of 
corporate  investment  among  the  largest  U.S.  industries. 

We  would  like  to  hear  the  answers  to  such  future  ques- 
tions as  "\^  hat  kind  of  filmed  commercials  really  gel 
sales  results?"  or  "Does  a  new  sponsored  film  project 
start  with  a  price  quotation  or  an  idea?"  or  "\^  hat  kind 
of  public  service  films  does  your  television  station  want?" 

And  we'll  welcome  your  suggested  questions  for  future 
coverage  in  these  pages.  Just  address  your  query  to 
"Camera  Eye"  care  of  this  publication.  7064  Sheridan 
Road.  Chicago  26.  and  it  will  be  carefully  reviewed  for 
editorial  consideration  during  the  active  year  ahead.       Q' 


■'Many  industries  are  faced  with  the  problem  of  com- 
municating directly  with  people  in  select  professions. 
.■\udio-visual  methods  are  effective,  but  there  is  still  nincli 
progress  to  be  made." 


WIUIAVi  H.  BUCH.  Manager.  Visual  Pramatian 
Lederle  Laboratories  Division  of  American 
Cyanamid  Company. 


H.  I.  VANDERFORD,  Film  Produc- 
tion Monoger,  Americon  Tele- 
phone  &   Telegraph   Co. 

"The  answer  is  easy  — 
more  simple,  uncomplicat- 
ed, lightweight  equipment. 
\^  omen  are  becoming  an 
ever-increasing  factor  in 
industrial  training.  The 
easier  it  is  to  carry  and 
operate  film  projection 
equipment,  the  more  it 
will  be  used. 


"Till-  understanding  by 
lop  management  of  the 
importance  of  communi- 
lations  is  a  problem.  1  hey 
need  to  know  more  about 
the  available  tools  which 
can  do  the  job. 

FRANK  S  ROUINS,  Manager, 
Motion  Picture  Dept.,  E.  R.  Squibb 
&  Sons  Oiv.  of  Olin-Mathieson 
Chemical  Corp. 


R  P  HOGAN,  Asst  Merchandis- 
ing Mgr.,  Kroft  Foods  Co. 

"Films  and  related  medi.i 
ha\e  long  since  come  of 
age.  Yet.  in  many  cases, 
they  are  budgeted  as  a 
one-time  proposition.  In- 
dustry should  work  its 
film  program  like  an  ad- 
\ertising  program  —  with 
definite  aims  and  a 
planned  budget." 


"."^iiice  time  began,  man 
has  been  searching  for 
better  ways  to  make  him- 
self understood.  What  we 
need  are  simple,  effective. 
I>ut  uncomplicated  devices 
which  make  it  easier  for 
management  to  communi- 
cate  «ith   employees   and 

ihc    pulilir." 

D  F.  STEINKE,  Overseas  Co- 
ordinator of  Training,  Stondord 
Vacuum    Oil    Company 


PAUl  F.  PETRUS,  Sales  Promo- 
tion Supervisor,  Socony-Mobil  Oil 
Company,    Inc. 


"The  supply  of  capable, 
w  ell-rounded  script  w  riters 
is  too  limited.  Most  film 
writers  are  so  specialized 
that  they  can  handle  only 
their  own  particular 
fields." 


"American  business  has 
valuable  assets  in  these 
audio-\  isual  media.  Some 
companies  realize  this  and 
put  them  to  good  use. 
(!)ther  firms  don't  recog- 
nize the  golden  goose 
whvn  they  see  it." 

A.  W.  NELSON.  National  Train- 
ing Supervisor,  Automatic  Can- 
teen Company. 


JOHN  T.  HAWKINSON,  Person- 
nel  Assistant,  Illinois  Central 
Railroad. 


".Managers  of  audio-visual 
activities  should  spend 
more  time  in  training  peo- 
ple in  the  field  to  use 
these  valuable  audio-visual 
tools  more  effectivelv. 


W  M.  BASTABLE,  Director  of 
Audio-Visual  Services,  Swift  & 
Co. 

"More  and  more  —  indus- 
try  is   learning   to   recog- 
nize that  audio- visual    j 
tools  can  help  sohe  some    , 
problems  better  than  other    ( 
means  of  communication.    ] 
Yet.  valuable  as  they  are,    i 
audio-visuals  are  not  used 
effectivelv   enough. 


ALDEN  H  LIVINGSTON,  Mgr. 
Motion  Picture  Dist.  E,  I.  Do  PonI 
de  Nemours  &  Co. 


"Industrial  use  of  the 
audio-visual  media  is  still 
too  limited.  There  are 
countless  problems  within 
am  conipany  that  can  be 
aided  bv  audio  or  visual 
materials." 
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BUSINESS     SCREEN     MAGAZINE 


KENNETH  E.  PENNEY,  Manager 
Audio-Visual  Services,  Minneso- 
ta Mining  &  Mfg.  Co. 

"A  central  source  for 
translation  of  films  made 
for  foreign  distribution 
would  solve  many  prob- 
lems. We  would  also  like 
to  locate  more  magnetic 
projectors  abroad." 


■'One  problem  a  lot  of  us 
face  is  sufficient  time  to 
do  the  best  possible  job. 
Industry  would  get  better 
films  if  last-minute  revi- 
sions could  be  minimized." 


DAYTON  R,  RICHERT,  Visual 
Equipment  Technician,  Consum- 
ers  Power   Company 


BERNARD  KOVNAT.  Promotional 
Advertising  Manager,  United  Air 
Lines,    Inc. 


"If  industry  believes  in 
the  audio-visual  media,  as 
it  does  in  most  companies, 
it  can  help  itself  tremen- 
dously by  exploiting  this 
phase  of  communication 
to    a    fuller    extent." 


■  Ihe  development  and  ap- 
plication of  everyday  use 
of  a-v  materials  in  day-to- 
day communications  with 
employees  and  the  public 
is  a  goal  every  company 
should  strive  for." 


STANLEY  W.  PUDDIFORD,  Visual 
Information  Supervisor,  Michi- 
gan  Bell   Telephone   Co. 


DONALD  Y.  PENDAS,  Medical 
Film  Dept.,  Pfizer  Laboratories 
(Div.   of  Chas.  Pfizer  &   Co.,   Inc. 


"Despite  much  progress 
that  has  been  made,  for- 
eign distribution  of  busi- 
ness films  is  still  a  major 
problem.  \^  e  need  much 
more  simplified  proce- 
dures. 


ALFRED  Y.  LYTLE,  Director  of 
Photography,  Raytheon  Mfg.  Co, 
M-R  Division. 


"What  we  all  need  is  a 
better  way  to  explain  to 
high-IcNel  management 
what  valuable  tools  we 
have  to  offer." 


""The  need  for  ^lexelop- 
ment  of  an  extremely 
lightweight  16mm  motion 
picture  projector  is  most 
important.  .\  very  light 
tape-stripfilm  projector 
designed  for  -iO-cycle  note 
advancement  would  also 
help." 

ROBERT  C.  McCASLIN,  Supervi- 
sor, Sales  Training  Div.  Cater- 
pillar Tractor  Co. 

Ml 


"Films  are  important  in 
many  companies  but  only 
as  "special  projects. 
Management  needs  to  rec- 
ognize audio-visual  media 
as  a  regular  and  valuable 
set  of  tools." 


R  S  PIASECKI,  Director  of  Pho- 
tography, Tractor  Div.,  Allls- 
Chalmers  Mfg.  Co. 


FREDERICK  G  BEACH,  Manager, 
Visual  Aids  Dept.,  Remington- 
Rand   Div.,  Sperry-Rond   Corp. 


""The  lack  of  a  really  light- 
weight and  portable  16mm 
sound  projector  is  our 
most  important  problem." 


E.   L.   CARROLL,   Southern   Pacific 


"Industrial  audio-visual 
activities  should  be  more 
centralized  within  the 
company  structure. 


T        J\ 

R.    H.    WOODMAN,    Dow    Chem- 


""Vi  hen  projection  equip- 
ment becomes  as  foolproof 
as  a  table  radio  we  11  see 
the  audio-visual  medium 
reallv  go  places.  W  hs  not 
an  automatically-threaded 
sound  projector  —  soon?" 


EDWARD  W.  PALMER,  Informa- 
tion Assistant,  New  England  Tel. 
&  Tel.  Co 


""Physical  facilities  are  im- 
portant to  the  film  pro- 
gram. Many  companies 
can  profit  by  expanding 
and  modernizing  their 
film  departments  for 
greater  effectiveness." 


DONALD  ROSS,  Raytheon  Manu- 
facturing Company. 


ical    Compony 


"'\^  hen  it  is  possible  to 
start  a  16mni  sound  pro- 
jector as  easily  as  turning 
on  a  TV  set.  weTl  ha\e 
solved  a  big  problem." 


ROBERT    R.    OSMUN,    Goodyear 
Tire  &  Rubber  Company. 


"AH  managers  of  indus- 
trial audio-visual  pro- 
grams recognize  the  effec- 
tiveness of  their  tools. 
How  can  this  be  presented 
most  effectively  to  to]:i 
management?" 


JAMES  CRAIG,  film  Library  Mon- 
ager,  Dept.  of  Public  Relations, 
General  Motors. 


""One  of  the  problems  as 
I  see  it.  is  educating  the 
film  user  in  the  proper 
programming  of  our  films, 
particularly  among  exter- 
nal groups." 
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The  Nation's  Welfare  Depends  on  Our  Preparedness 
Much  Has  Been  Done;  But  There  Is  Still  Much  To  Do 


Above:  This  production  scene  during  the  making  of  "Escape  Route"  shows  a 
motorist  taking  cor  into  garage  for  maintenance  to  keep  it  in  top  condition 
for  emergency  use.  Right:  The  FCDA  film  review  committee  checks  final  version 
of  this  film. 

What  About  Films  for  Civil  Defense? 

Aided  by  Industry  Cooperation,  the   Federal  Civil   Defense  Administration 
Has  Completed  and  Released  4,731   Prints  of  Eight  Pictures  in  Four  Months 


THE  Federal  Civil  Defense 
Admimstration.  through  an 
unusual  agreement  with  private 
business,  is  producing  educational 
motion  pictures  and  distributing 
prints  at  a  rate  that  mav  be  a  record 
for  a  government  agency  in  modern 
times. 

The  Motion  Picture  Branch  of 
FCDA's  Audio-Visual  Division, 
working  with  film  producers  and 
liusiness-industry  sponsors,  has  com- 
pleted and  released  4.731  prints  of 
eight  civil  defense  films  during  the 
past  four  months.  Four  more  films 
are  in  productions  and  11  scripts 
are  in  the  ajjprox  al  stage. 

Estimate  50  Million  Viewers 

It's  estimated  that  more  than  M 
million  persons — television  viewers, 
civil  defense  groups,  lodges,  clubs, 
and  other  organizations  —  are  see- 
ing each  of  the  finished  pictures. 
That's  about  one-third  of  the  na- 
tion's population,  regularly  getting 
repeated  civil  defense  impressions. 

The  production  mark  was  set  b\ 
Kodney  B.  Radford,  until  recently 
Motion  Picture  Branch  Chief,  and 
a  three-man  staff,  working  with  film 
agencies,     business  •  indi:str\      spon- 


sors.and  other  government  agencies. 
The  FCDA  arrangement  with  pri- 
vate industry  and  film  producers 
\Mirks  like  this: 

How  Cooperative  Program  Works 

First,  a  prospective  producer  or 
sponsor  considers  potential  civil  de- 
fense stories,  suggested  by  FCDA's 
motion  picture  branch.  They  choose 
from  many  dramatic,  hard-hitting 
stories,  keyed  to  America's  biggest 
interests:  survival  under  atomic  at- 
tack or  natural  tlisasters  —  preser- 
vation of  our  way  of  living  and 
doing  business.  Private  industry 
knows  that  civil  defense  is  now  the 
most  powerful,  far-reaching  public 
service  in  which  they  can  participate. 

A  few  titles  from  the  eight  re- 
centlv-finished  pictures  show  how 
civil  defense  can  he  a  potent  public 
relations  tool  on  film: 

To  Live  Tomorrou ,  the  slor\  of 
preventing  mass  panic,  was  spon- 
sored by  the  Institute  of  Life  Insur- 
ance, New  \  ork  City ,  Time  of  Dis- 
aster, describing  the  role  of  civil 
defense  in  natural  disasters,  was 
produced  by  Robert  Enders,  Inc.. 
Washington,  D.C.  Escape  Route,  the 
stor\'    of    evacuation    h\     car.    \\as 


Left:  Louis  E.  Aikin,  o(  the  FCDA 
Audio-Visual    Division,    acts   as  a 
contact   man   with   sponsors   and 
producers  of  civil  defense  films.  He 
has  had  23  years  of  experience 
in  radio. 


sponsored  by  the  National  Auto- 
mobile  Dealers  Association. 

All  FCDA  picture  suggestions  are 
for  heavy  public  relations  impact 
and  high  print  sales  potential.  If  a 
producer  decides  to  finance  a  pic- 
ture, he  estimates  cost  and  income, 
then  sets  a  mutually  agreeable  price 
for  prints.  FCDA  then  estimates  the 
number  of  prints  it  may   use. 

Although  initial  print  purchases 
rarely  completely  repa\  the  pro- 
ducer's costs,  ultimate  sales  of  prints 
—  to  state,  county,  and  city  civil 
defense  groups  through  a  "50-.50" 
federal  matching  funds  program  — 
have  resulted  in  satisfactory  returns 
to  producers  making  these  pictures. 

Sponsor-financed  features  are  ar- 
ranged on  a  similar  basis.  The  firm, 
institution,  or  foundation  pays  the 
cost  of  production,  and  in  return 
gets  tremendous  public  service-ad- 
vertising benefits  by  direct  identifi- 
cation with  the  feature  via  title 
credits.  Sponsors  choose  their  own 
proilucer,  from  whom  FCDA  can 
buy  prints  (in  line  with  government 
contract  prices ) ,  or  the  sponsors 
agree  in  advance  to  furnish  the 
agency   with  printing  materials. 

"Our  records  of  the  producer- 
sponsor  financing  arrangements." 
says  FCDA  Audio-Visual  [)ivision 
Director  .Nat  S.  Linden,  "show  thai 
r)W  to  HOO  prints  of  films  are  pur- 
chased b)  FCDA.  In  many  cases, 
this  is  five  to  eight  times  the  aver- 
age sponsor  purchase," 

A    complete,    technicalK-arc urate 


script    is    usually    furnished    by    the 
agency  for  guidance  of  the  producer    ' 
or  sponsor,  A  three-member  FCDA    ' 
Motion    Picture   Committee   pre-ap- 
proves each  script,  gives  policy  guid- 
ance   to    production,    and    reviews   ] 
every   picture   at   designated   stages    I 
during  production,  concluding  with    I 
a   check   of  the  film   and  narration    ] 
before  recording  and  review  of  an 
"answer"  print. 

Current  members  of  the  commit- 
tee are  Edward  B.  Lyman.  FCDA 
Public  Affairs  director,  chairman, 
and  George  B,  Hotchkiss,  Jr,, 
FCD.-V's  Planning  Office.  A  third 
member  is  appointed  for  each  pic- 
ture from  the  agency's  operating  of- 
fice having  a  primary  interest  in  the 
film  topic  through  content  and 
accurac\ . 

Technical  Advice  by  the  FCDA 

lecbiiical.  ad\  isor\ .  and  liaison 
assistance  during  production  are 
given  by  the  motion  picture  branch. 
This  nia\  include  location  trips  with 
jjroducers'  crews,  cooperative  ar- 
rangements with  other  government 
agencies,  checking  rough  cut  work 
prints,  and  rewrite  assistance  for 
the  script. 

A  good  exajnjile  of  high-gear  pic- 
lure  production  through  the  un- 
usual cooperative  arrangement  is 
E.scape  Roale.  a  1.3' u-minute  ci'f  i 
and  black-white  feature,  prodm  ^  I 
b\  Robert  F.nders.  Inc..  of  Wash- 
ington. D.(^ 

W  ithin  two  months  and  while  six 
other  civil  defense  pictures  were 
being  made.  Escape  Route  moved 
iapidl\   through  these  stages: 

Complete  shooting  and  recording 
on  14.5  interior  and  exterior  scenes, 
processing,  roughcut  and  final  edit- 
ing, selection  of  music  and  sound 
effects,  recording  of  both,  plus  li[)- 
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sync  and  narration,  anil  all  appruval 
screenings. 

Escape  Route,  begun  in  mid-April. 
was  premiered  June  9th  before  the 
annual  directors  meetings  of  the 
National  .Automobile  Dealers  .Asso- 
ciation, the  pictures  sponsor.  Thirty- 
four  hundred  dealers  were  repre- 
sented. 

Savings  Strengthen  the  Program 
"Besides  pruducintt  jjictures  of 
considerable  social  impact  and  in- 
terest, says  Linden,  "the  cooper- 
ative arrangement  saves  goverment 
funds  and  makes  it  possible  for  us 
to  do  a  better,  stronger,  informa- 
tional job  for  civil  defense." 

By  way  of  explanation,  he  added; 
"A  recent  picture  cost  the  sponsor 
about  S30.000.  FCDA  bought  and 
distributed  on  a  nation-wide  basis. 
$7,200  worth  of  prints.  If  we  had 
produced  the  same  picture  without 
cooperation,  it  would  have  ad- 
mittedly cost  somewhat  less  than 
.S30.000  at  government  prices.  But 
it  would  have  taken  an  additional 
•S7,200  to  reach  the  same  audience 
with  the  civil  defense  story.  \^  e  can 
do  a  nationwide  distribution  job  on 
two  civil  defense  films  for  less  than 
the  cost  itf  one  production,  working 
cooperative!),." 

First  Prints  to  State  Directors 
Initial  ilistribuli(,]i  of  KCDA  pic- 
tures is  made  to  state  and  territorial 
civil  defense  directors.  FCDAs  of- 
fices in  Washington  and  the  Olney. 
Md..  Rescue  School,  and  the  film 
librar\  at  Battle  Creek  headquarters. 
From  this  sampling,  about  7.5  prints 
are  ordered.  The  second  distribu- 
tion goes  either  directly  or  via  state 
civil  defense  offices  to  the  nation's 
457  TV  stations. 

"The  success  of  FCDAs  film  pro- 
duction   arrangement    has    been    so 


marked."  points  out  Linden,  "that 
we  are  expanding  the  program  and 
staff  to  step  up  our  output." 

He  said  that  three  motion  picture 
experts  are  being  added  to  the  FCDC 
Motion  Picture  Branch  staff  in  the 
immediate  future.  They  will  include 
Dallas  Halverstadt.  chief  of  the  Mo- 
tion Picture  Branch  for  the  \^  hite 
House,  who  w ill  replace  Radford, 
now  with  the  Air  Force  motion  pic- 
ture and  television  division  as 
civilian  chief. 

Business  Inquiries  Are  Invited 
"We  ha\e  received  many  ini|uiries 
from  business  and  industry,"  says 
Linden,  "asking  if  they  may  par- 
ticipate in  the  production  of  civil 
defense  pictures.  The  answer  is 
"ves"  —  definitely.  If  any  product  or 
acti\itv  is  adaptable  lo  civil  defense, 
we  would  like  to  discuss  this  mu- 
tually advantageous  program." 

Linden  added  that  scripts  on 
several  topics  particularly  adaptable 
to  industry  and  business  are  being 
readied  for  production.  FCDA  is 
especiallv  interested  in  the  civil- 
defense-in-industry  field. 

Administrator  Welcomes  "Partners" 
The  spirit  of  FCDAs  unusual 
policy  in  this  effort  was  set  by  Gov- 
ernor Val  Peterson.  FCDA  Ad- 
ministrator, when  he  said  in  part 
during  his  kevnote  address  to  the 
National  Automobile  Dealers  Asso- 
ciation: 

"Our  civil  defense  educational  job 
is  far  too  big  an  order  for  us  to 
accomplish  alone.  We  need  and  wel- 
come all  the  partners  and  help  we 

can  get."  Q' 

*        »        » 

Editor's  Note:  In  a  follow  up  arti- 
cle. Business  Screen  will  analyze 
subject  areas  where  films  are  still 
needed:  present  data  on  current  dis- 
tribution of  films  alreadv    in  use. 


Discussing  one)  approving  final  script  ot  "Escape  Route"  which  was  written 
under  FCDA  direction.  Left  to  right,  below  are  Walter  Kiplinger,  representing 
the  National  Automobile  Dealers  Association,  with  Robert  L.  Friend  and  Robert 
J.  Enders,  producers,  and  Roy  Hill. 


Film  art  director   Fred   Waller 

works   up   rough   sketch   on   one 

of  the  animation  background 

drawings    for    a    recent   FCDA 

motion  picture  production. 
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LETS   F.\CE   IT 

Time:  61,^  rain.      Cleared  for  TV      16min  B&\^' &  Color 

♦  This  sound  motion  picture  film  was  produced  at  the  .\tomic 
Energy  Commissions  Nevada  test  site.  It  is  a  most  effective  Civil 
Defense  film  dealing  with  the  effects  of  atomic  explosions  on  homes 
and  various  industrial  structures  and  installations. 

OPERATION  WELCOME 

Time:  9  min.         Cleared  for  TV         16min  B&W  &  Color 

♦  This  film  shows  an  evacuation  and  relocation  exercise  conducted 
in  the  Denver  area.  It  follows  a  family  evacuating  Denver  by  auto- 
mobile, arriving  at  a  Rural  Control  Center  and  its  assignment  to  a 
nearby  farm. 

TARGET  YOU 

Time:  10  min.      Cleared  for  TV      16mm  &  33nim  B&W 

♦  This  film  explains  in  simple  animation  what  the  public  should  do 
for  self  preservation  in  the  event  that  we  are  attacked  w ithout  warn- 
ing or  attacked  with  so  little  warning  time  that  orderly  evacuation 
caimot  be  accomplished. 

TO   LIVE  TOMORROW 

Time;  131^  min.    Cleared  for  TV    16mm  &  .33mm  B&W 

♦  This  film  is  a  study  of  human  behavior  under  emotional  impacts 
ranging  from  the  connnon  flash  fire  in  a  kitchen  stove  to  possible 
enemy  attack.  The  film  opens  with  a  statement  by  President  Eisen- 
hower   who    underscores    the    need    for   calm    action    in    time    of 

emergency. 

ESC.\PE   ROUTE 

Time:  ISK'  •"'"•     Cleared  for  TV     16mm  B&W  &  Color 

♦  Tliis  film  displays  the  family  car  in  a  new  light,  explaining  its 
value  in  providing  radio  contact  with  Civil  Defense  through 
Conelrad.  space  for  the  transportation  of  emergency  family  supplies, 
protec-tion  from  the  elements,  and  some  protection  against  radio- 
active fallout. 

CONELRAD 

Time:  9  min.  Cleared  for  TV  16mni  B&W 

♦This  film  begins  with  the  Japanese  attack  on  Pearl  Harbor;  ex- 
plains how  this  attack  was  aided  by  a  regular  Sunday  morning 
broadcast  and  weather  report  from  Honolulu.  The  film  emphasizes 
the  need  for  the  use  of  radio  before,  during  and  after  attack  to 
reach  the  public  with  essential  information  without  providing  the 
enemy  with  a  navigational  aid. 

FRONTLINES   OF  FREEDOM 

Time:  131^  min.    Cleared  for  TV    16mm  &  35MM  B&W 

♦  This  fully  animated  motion  picture  is  a  dramatic  and  stirring 
presentation  of  the  nature  of  the  threat  to  all  free  countries  and 
particularly  the  North  American  continent.  The  film  graphically 
shows  the  role  of  both  military  and  (ivil  defense  in  protecting  us 
in  the  event  of  attack. 

A  NEW  LOOK   AT  THE   H-BOMB 

Time:  10  min.        Cleared  for  TV        16mm  B&W  &  Color 

♦  A  New  Look  features  Federal  Civ  il  Defense  Administrator  Val 
Peterson  who  explains  simply  and  graphically  the  dangers  of  radio- 
active fallout  and  preventative  measures  which  can  be  taken  for 
individual  protection.  The  film  includes  references  to  both  evacu- 
ation and  the  need  for  shelter  as  circumstances  may  dictate. 
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CASE    HISTORIES    OF    CURRENT    AND    SPONSORED    PICTURES 


Rome  Cable  Film  Tells  the  Story  of  Its  People 


SpoiiHor:  Koiiic  (iablr  (Imp. 
Title;  Cable  Maktrs.  20  ruin.,  color. 

prodiu'ed   by    Loiukt^   S    Norliii^ 

SlUflios.  Inc. 
♦  Two  years  ago.  the  Rome  Cable 
Corp.  sponsored  a  film  which  was 
designed  to  show  prospective  cus- 
tomers how  cable  is  made,  what  it 
looks  like,  and  the  specifications  of 
many  kinds  of  l^ome-made  electri- 
cal conductors. 

It  was  a  good  film  and  performed 
excellently  in  the  field,  much  to  the 
conipanys  satisfaction.  But  Rome 
executives  feh  that  one  thing  the 
film  had  not  covered  was  the  story 
of  the  people  behind  Rome  Cable, 
the  men  in  the  plant  and  the  citv  of 
Rome.  \ew  York,  itself. 

A  new  film,  recently  completed, 
undertakes  this  storv.  Produced,  as 


was  the  product  film,  by  Loucks  S 
\orling  Studios.  Inc..  Cable  Mahi-rs 
has  much  to  say  about  cable-making, 
but  more,  it  travels  about  Rome 
and  looks  at  tvpical  houses,  stores, 
churches,  public  buildings  and  parks 
«  here  Rome  Cable  people  live,  wor- 
ship and  play. 

The  company  is  proud  to  be  a 
home-town  company.  It  is  owned 
and  managed  by  Rome  people  and 
the  board  of  directors,  from  chair- 
man H.  T.  Dyett  on  down,  works 
right  in  the  plant  with  the  several 
thousand  other  people  who  make 
cable.  In  some  memorable  portraits, 
the  film  shows  many  of  the  father 
and  son  teams  working  in  the 
plant,  describes  the  unique  dividend 
sharing  checks  paid  annuallv  to 
workers  as  well  as  stockholders.  ^ 


The   operator  osks  the   "E 
important  question   .   . 


At   the   high-speed    printer   unit,   the   operator 
watches  for  the  results  .  .  . 


Electronic   Doto   Processing   mochine   begins  to 
work  out  answers  .    .    . 


NLA    HY-FIRE    V- 


tn   no   time   at   all,   the   answers   were   quickly 
resolved  on  moving   cylinder. 


Electronic  Brain  Stars  in  Sound  Masters'  Commercial 


♦  Mental  marvels,  script-heavv  an- 
nouncers and  other  fleshb  know-it- 
alls  should  be  speechless  when  the\ 
catch  a  new  one-minute  television 
spot  which  presents  the  'hb  Plvmouth 
in  a  unique  manner. 

Standing  in  for  the  conventional 
answer-man  in  this  Plymouth  plug 
is  "702."  the  super-erudite  IBM 
Electronic  Data  Processing  Machine. 
Interviewed  by  a  curious  young  ladv 
operator.  702  aimounces  the  new 
I'lyniouth  and  notes  its  features. 

An  ultra-modern  machine  of  nianv 
sections,  with  complex  electronic 
pulsations.  702  completes  intricate 
and  difficult  calculations  al  terrific 
speed.  Familiar  « ith  its  ability,  the 


operator  asks  702.  "V^  hat  will  the 
new  56  Plymouth  be  like?"  In  a 
personalized  conversation,  the  ma- 
chine agrees  to  work  on  the  ques- 
tion. With  much  clicking,  whirring 
and  (lashing,  the  mechanical  brain 
thinks  aloud. 

Miss  Operator  rushes  over  to  the 
high-speed  printer  unit  just  in  time 
to  watch  the  answers  being  typed. 
The  big  brain  reads  them  aloud: 
"Push  -  button  driving  —  Jet  -  age 
styling  —  New  Hy-fire  \  -8  Engine, 
in  the  all-new  jet  age  ".56  Plymouth." 

The  push-button  dialog  was 
filmed  by  Sound  Masters  for  N.  W. 
Ayer  &  Sons.  Inc.  ^ 


American  Airlines  Takes  You  on  "Arizona  Adventure" 

Sponsor:   American    -Virlines.  Inc. 
Title:  Arizona  Adventure.  M)  niin.. 

color,  produced  bv  Master  \'ideo 

Systems.  Inc. 
■¥  American  Airlines  is  using  this 
film  as  a  part  of  its  campaign  to 
promote  long-haul  air  coach  travel. 
It  hopes  to  induce  Eastern  vacation- 
ists who  formerly  took  their  t«o 
weeks  in  Atlantic  City  or  the  Po- 
conos  to  take  advantage  of  the  lower 
fares  on  its  DC-6  air  coach  planes 
and  fly  away  to  more  glamorous 
places.  ( Southwesterners.  it  can  be 
forecast,  will  be  urged  to  savor 
"Beautiful  New  England  before 
long.  I 

Arizona  Adventure  is  the  hegira 
of  a  pretty  New  York  secretar\  from 
the  workaday  canyons  of  Vt  all  Street 


to  the  plusli  resorts  of  the  Arizona 
dessert.  All  the  stops  are  pulled  as 
she  not  only  vacations  luxuriously 
but  finds  romance  with  a  young 
■"uranium  man." 

Everything  to  be  seen  in  the 
S<juthwest  is  seen  in  this  Baedeker- 
like film.  ^ 


They  Brought  Oil  to  the  Pacific  Northwest 


Sponsor:  General  Petroleum  Cor- 
poration. 

Title:  The  Strongest  Men  If  ho  Ever 
Lived.  27  inin..  produced  by  Gate 
&  McClone:  C.  A.  Perryman.  as- 
sociate producer. 

MThe  Strongest  Men  li  ho  Ever 
Lived,  a  new  documentary  color 
film  of  the  great  Pacific  Northwest, 
has  been  completed  for  General 
Petroleum  Corporation,  with  prints 
now  available  for  showings  through- 
out Oregon  and  Washington. 

The  Strongest  Men  .  .  .  reflects  the 
spirit  of  the  industrial  growth  of  the 
Northwest.  The  pictures  theme  con- 
cerns the  importance  of  ""portable 
energy"'  or  oil  power.  Although  the 
Northwest  has  electrical  and  other 
power   sources.   70  per  cent   of  the 


mechanical  energy  used  in  the  area 
comes  from  petroleum  products. 

The  film  shows  the  Northwest's 
recreation,  historical,  and  industrial 
attractions  —  from  views  of  the 
snow-crested  peaks  of  the  Cascades, 
looming  behind  busy  metropolitan 
centers,  to  a  portrayal  of  how  the 
crude  oil  pipe-line  was  laid  over  the 
Rockies. 

The  film  was  made  under  the 
supervision  of  John  J.  Hennessy  and 
produced  by  Gate  &  McGlone  of 
Hollywood.  .Associate  producer  was 
G.  \.  Perryman  of  Seattle.  Pho- 
tography was  by  his  staff  and  Ted 
Phillips,  also  of  Seattle,  whose  work 
with  Burton  Holmes  has  given  him 
a  national  reputation. 

Prints  are  available  through  local 
General  Petroleum  sales  offices.    ^ 


Film-art  Service,  N.Y. 
Offers  Acetate  Renderings 

♦  T\  art  diiectors  in  and  around 
New  ^  ork  are  invited  to  request 
samples  of  acetate  renderings  inked 
and  painted  by  Film-art  service. 

Film-art  is  making  these  acetates 
available  to  interested  persons  in 
order  to  show  its  versatility  in 
rendering  with  speedball.  quill  pi'n 
and  brush. 

This  studio,  owned  and  operateil 
by  Neil  and  Margaret  Sessa.  is  the 
only  one  of  its  kind  to  serve  film 
producers  with  finished  eel  work 
ready  for  camera.  A  full  time  staff 
of  talented  artists  is  also  capable  of 
performing  any  phase  of  animation 
and  slide  films. 

For  free  samples,  write  film-arl 
Service,  41  West  47th  Street.  New 
York  36.  g- 


Neil  ond  Morgorel  Sesso  obove)  organiied 
Film-art  Service  in  1950.  Staff  members  below 
ore  checking  onimated  spot  before  sending  to 
the  comero 
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Can  you  use  the 
po^er  of  pictu 


•  •  • 


1.  to  keep  orders  flowing  in? 

"Wrap  our  plant  in  a  package  so  we  can  carry  it  along  on  sales  calls." 
With  these  instructions  to  his  movie  producer,  General  Manager  Jack  Kleinoder 

last  year  ordered  a  20-minute  16mm.  color  film  for  Volkert  Stampings,  Inc.,  of 

Queens  Village,  N.  Y. 

The  film,  which  explains  Volkert's  electronic  parts  manufacturing  services  to 

development  engineers,  has  already  paid  big  dividends  for  its  sponsor.  "We 

credit  the  film,"  says  Kleinoder.  "with  a  lot  of  unsolicited  orders  that  have  kept 

our  production  at  a  very  satisfactory  level." 

Pageant  projector  preferred.  "When  I  show  our  film."  Kleinoder  con- 
tinues, "1  prefer  to  use  our  Kodascope  Pageant  Sound  Projector  because  it  de- 
livers crisp  pictures  and  comfortable  sound,  yet  is  light  and  easy  to  handle." 

Pageants,  permanently  pre-Iubricated,  completely  bypass  the  common  trouble 
spot  of  improper  oiling,  most  frequent  cause  of  projector  breakdowns  and  repair 
bills.  Fidelity  Controls  permit  you  to  hear  optimum  sound  from  any  optical 
track;  built-in  field-sharpening  elements  sharpen  your  pictures  over  the  whole 
screen.  Super-40  Shutters  throw  40 "„  brighter  sound-speed  movies — yet  let  you 
project  silent-speed  films  with  the  same  machine.  Check  coupon  for  more 
information. 


2«  to  increase  sales  force  enthusiasm? 

"It  isn't  what  you  tell  a  man,  but  what  he  comprehendj 
that  is  important,"  writes  Ned  F.  Foulds,  Regional 
Manager  of  the  Chrysler  Airtemp  Soles  Corporation, 
of  Doyton,  Ohio.  "That's  why  we  train  our  sales  force 
through  as  many  senses  as  possible  with  the  aid  of 
strip  films,  slides,  and  our  Kodaslide  Signet  500  Pro- 
jector. The  projector's  ability  to  skip  or  repeat  a  pic- 
ture helps  us  adjust  presentations  to  individual  audi- 
ences. Its  light  is  powerful  enough  to  assure  sharp, 
clear  pictures  even  in  hord-to-darken  rooms. 

"But  the  real  pay-off  is  that  our  audio-visual  presen- 
tations ore  exciting  interest  and  boosting  attendance 
ot  our  sales  meetings — and  increasing  sales!" 


3.  to  train  product  users? 

"Maintenance  of  a  Bliss  press  includes  a  lot  of  impor- 
tant but  eosy-to-forget  details.  Our  problem  was  to 
moke  these  points  easy  to  remember,"  writes  J.  T. 
Harrington,  Advertising  Manager  of  the  E.  W.  Bliss 
Company,  of  Canton,  Ohio. 

Bliss's  solution  was  a  25-minute  sound  end  color 
movie,  "Power  Press  Maintenance,"  produced  by 
Forrell  &  Gage,  of  New  York,  and  6lmed  with  a  Cine- 
Kodak  Special  II  Camera. 

"Because  it  dromot/zes  details,  customers  remember 
and  follow  our  recommended  maintenance  procedure," 
says  Mr.  Harrington.  "It  was  made  as  a  service  to  our 
customers.  Because  they  received  it  enthusiastically, 
we  plan  to  make  additional  movies  each  year." 


THIS  BOOKLET  |; 

CAN  HELP  j:   _^_ 

YOU  DECIDE  |l     z- 

Thii  foO-packed    bookler,      ■    _rr- — 
"Motion    Pictures;    Aids    in     ,[       r_ 
Business     ond     Education,"      •     "    ~"~        " 
can  help  you  decide  how     •  ■=^^ 
BIms  can  help  you  increase      | 

your  soles  volume   without      ^^^ 

increasing  your  overheod.  It  discusses  applica- 
tions, planning,  production  costs,  presentations, 
and  effecliveneii  of  business  and  industriol  films. 
Itsuggeits  further  references  and  cites  sources  of 
loan  films.  Just  moil  the  coupon  for  your  compli- 
mentary copy. 


EASTMAN  KODAK  COMPANY,  Dept.  8-V,  Rochester  4,  N.Y. 

please  send  me,  without  cost  or  obligation:  Q  "Motion  Pictures;  Aids  In  Business  and  Education" 
I  I  New  catalog  on  Kodascope  Pageant  I6mm.  Sound  Projectors  Q  Catalog  on  Kodaslide  Signet 
Protectors    Q  Full  Information  about  the  Cine-Kodak  Special  II  Camera  a 
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CUTS  CAN  MEAN 
INFECTIONS 

And  supposed  wrongs  in  the 
minds  of  your  employees,  based 
on  misunderstandings  and  lacl<  of 
facts,  can  mean  trouble. 
Stop  it  before  it  gets  started  .  .  . 
by  developing  supervisors  who 
are  alert  to  detect  grievances  .  .  . 
who  have  the  know-how  to  handle 
them  with  on  appreciation  of 
human  feelings. 

Develop  trouble-stopping  super- 
visors with: 

"HANDLING  GRIEVANCES" 

part  of  an  outstanding  sound  slide 
program  SUPERVISOR  TRAINING 
ON  HUMAN  RELATIONS,  which 
Includes: 

•  "THE  SUPERVISOR'S  JOB" 

•  "INTERPRETING 

COMPANY  POLICIES" 

•  "THE  SUPERVISOR 

AS  A  REPRESENTATIVE 
OF  MANAGEMENT" 

•  "INDUCTION  AND 

JOB  INSTRUCTION" 

•  "MAINTAINING 

DISCIPLINE" 

•  "PROMOTIONS, 

TRANSFERS  AND 
TRAINING  FOR 
RESPONSIBILITY" 

•  "PROMOTING 

COOPERATION" 

Vou  may  obtain  a  preview 

without  obligation. 
Write  Depl.  S  for  details. 


INC. 

6108   SANTA   MONICA   BIVO. 
HOILYWOOD  38,   CALIFORNIA 


A  CONTINUING   FEATURE   ON   VISUAL   PRESENTATION    TECHNIQUES: 

SLIDEFILMS   SELL 


by  Roger  Wade,  President, 
yj^TllKN  llu-  firs-l  jiiolioii  |iiilurc 
»*  made  its  shaky  and  blurred 
appearance,  a  great  industry  was 
born.  Originally  conceived  as  an  en- 
tertainment medium,  the  motion 
picture  was  a  mass  medium.  Pic- 
tures were  made  to  be  shown  to 
many  people — and  purely  for  pleas- 
ure. It  was  not  too  long,  however, 
before  it  was  realized  that  the  power 
and  impact  of  the  sound  film  could 
be  put  to  work  to  influence  thinking 
and  stimulate  action.  Many  new  ap- 
plications for  films  e\  olved.  such  as 
public  and  employee  relations,  edu- 
cation and  training,  sales  promo- 
tion, direct  selling  and  others. 

Although  most  economical  when 
used  with  a  large  audience,  it's  a 
fact  that  this  powerful  medium  pays 
off  handsomely  when  used  \vith 
smaller  groups. 

The  film  Pays  Its  Way 
The  story  is  told  of  a  movie  made 
solely  to  influence  the  decision  of 
one  man.  It  reportedly  landed  a 
large  order  and  was.  therefore,  suc- 
cessful. This  is  carrying  the  idea  to 
the  extreme.  However,  it  illustrates 
the  point  that  a  business  film  should 
be  considered  as  an  item  of  busi- 
ness expense  and.  like  anv  other 
expense  so  charged  off.  it  is  expect- 
ed to  come  back  either  in  the  form 
of  increased  profits  or  increased 
savings. 

If  a  film  can  be  shown  to  three 
people  or  even  to  one  person  at  a 
time,  the  fact  that  it  is  basically  a 
mass  medium  should  not  be  an  ob- 
stacle to  its  use.  Its  cost  is  consid- 
ered strictly  in  relation  to  the  re- 
turn on  the  investment. 

Not  a  Movie  Substitute 
The  sound  slidefilm  was  devel- 
oped to  fit  specific  business  appli- 
cations. We  do  not  pretend  that  the 
sound  slidefilm  is  a  substitute  for  a 
sound  movie,  but  in  many  instances 
it  does  a  more  effective  job  at  a 
much  lower  cost.  Now  the  latest 
photographic  techniques  enable 
slidefilms  to  be  produced  with  color 
fidelity  equal  to  the  finest  motion 
pictures. 

\et.  in  spite  of  (his  new  method. 
the  slidefilm  budget  still  usuallv  re- 
mains from  ', 2  to  '4  that  of  a  mod- 
est  motion   picture. 

With  the  increase  in  compelitioji. 
the  greatest  need  for  persuasion  is 
ill  the  field  of  ever\dav  selling. 
Sound  slidefilms  no«  |jla\  a  leading 
r(ile  in  this  selling.  The  slidefilms 
aliilil\  to  bring  demonstrations 
right  into  the  prospect's  office  is 
perhaps  one  of  its  greatest  advan- 


Roger  Wade  Productions 
liige-.  It  i«  a  po~iti\e  aid  to  lln- 
salesman  and  often  accomplishes  re- 
sults that  he  alone  couhl  not  achieve. 
The  salesman  must  rel\  on  his  oral 
persuasiveness,  but  the  slidefilm  can 
picture  vividly  a  wide  variety  of 
subjects.  Photography  and  artwork 
made  up  of  graphs  and  humorous 
cartoons  can  be  combined  with  true- 
to-life  recordings  to  dramatize  a 
subject  in  a  genuinelv  interesting 
way. 

Slidefilms  Command   Belief 

The  slidefilm  commands  concen- 
trated eye-ear  attention.  The  sound 
slidefilm  implants  facts  and  ideas 
one  at  a  time,  just  fast  enough  for 
the  average  mind  to  grasp  them. 

The  sound  slidefilm  is  essentialh 
a  factual  medium,  and  for  that  ver\ 
leason  it  C(jmmands  belief.  Its  form 
is  particularb  well  adapted  to  re- 
peating, summarizing,  and  high- 
lighting main  points,  ll  can  make 
your  story  stick:  and  it  will  be  re- 
membered long  after  the  salesman 
has  packed  up  his  wares  and  gone 
home. 

Man\  executives  are  putting  this 
powerful  tool  in  the  hands  of  their 
salesmen  every  day.  Many  more 
would  like  to.  but  do  not  realize 
that  a  slidefilm  s  cost  is  usuallv 
within  the  reach  of  most  sales  budg- 
ets. 

You've  Hired  o  Super  Salesman 

Once  you  have  a  professionalh 
produced  slidefilm  in  your  posses- 
sion, you  have  hired  vourself  a 
super  salesman  that  will  never  tire, 
become  nervous,  forget,  or  have  a 
bad  da\ — but  will  consistently  give 
a  polished,  colorful,  vital,  and  in- 
teresting presentation  that  will 
please  prospective  buyers  and  bring 
home  increased  sales  and  greater 
profits.  y- 

Ted  Morehouse  to  Direct 
Sales  for  Audio-Master 

*  Ted  t^  MorelioUM-.  Jr..  has  joined 
the  Audio-Master  Corp..  New  York 
Cit).  as  director  of  sales. 

In  his  new  capacity.  Morehouse 
will  direct  all  sales  activities.  It  is 
his  intention  to  develop  the  Audio- 
Master  line  into  a  major  factor  in 
the     audio-visual     e(|uipment     field. 

Sealright  Sponsors  Color  Film 

♦  A  14-minute  color  film  in  anima- 
tion, sponsored  by  the  Sealright 
(^nporalion  of  Fulton.  New  York, 
is  being  produied  by  \\  arren  R. 
.Smith.  Inc..  Hitlsburgh  studio.  Re- 
lease date  will  be  about  December 
1.5. 


WHAT  DO  YOU 
SELL? 

Machinery,  clothes,  insurance, 
automobiles,  services?  Well . .  . 
maybe, 

BUT  you  REALLY  sell  what  your 
product  or  service  will  do  for 
your  customer  in  terms  of  his 
needs,  wants  and  desires.  | 

You  sell  the  benefits,  advan- 
tages and  values  of  your  prod- 
uct or  services  in  terms  of  gain 
to  the  customer.  | 

Help  your  men  develop  the 
techniques  of  selling  benefits 
and  advantages  by 

Showing  them: 

"WHAT  DO  YOU  SELL?" 

part  of  the  outstandingly  suc- 
cessful sound  slide  program  . . . 
AGGRESSIVE   SELLING 

You  may  obtain  a  preview 

wifhouf  obligation. 

Write  for  details. 

INC. 

6108  SANTA  MONICA  BLVD. 
HOLLYWOOD   38,  CALIFORNIA 


46 


BUSINESS     SCREEN     MAGAZINE 


ONE-STOP  SOURCE  for  FILM  PRODUCTION  EQUIPT. 


YOUR  BEST  DEAL 

The  ALL  NEW 
AURICON  PR0-600' 

^  t6mm  Ofrtccctl  S<%UKd'Oft'^cim 


Professronol 

Picture  Camera   with 

Built-in   Features 


"Auricnn  pTO-bOU"  uith  Ltti 
Bliruftin;^  Hood,  Auto  Paralht' 
Finder  icith  Magazine,  Tripui 


"Auricon  Pro-600"  u-ith  Critical 
Ground-Glass  Focusing,  3-Lens  Turret 


SPECIAL  OFFER  to 

AURICON-PRO 

OWNERS 

S.O.S.  Will  accept  your  old  camera 
as  a  trade-in  for  the  "ALL  NEW 
Auricon  Pro-600".  Time  Payments.  Too! 


"Auricon  Pro-600"  with  Single- 
Lens  "C"  Mou7it,  Tele-Finder 
Objective,  View  Finder,  Magazine 

*  Self-blimped  for  completely 
quiet  studio  operation.  The  si- 
lent film  flow  of  The  "Auricon 
Pro-600"  is  proof  of  precision 
design.  Your  sound -recording 
microphone  never  picks  up 
"Pro-600"   Camera  noise! 

*  600  it.  film  Magazines  with 
Auricon -Electromatic  Take-up, 
for  1 6  minutes  of  continuous 
Talking-Pictuie"    filming. 

*  Synchronous  Motor  Drive  lor 
"Single-System"  or  "Double- 
System"  Recording. 

*  Available  at  added  cost  is 
"Single-System"  equipment  for 
Optical  Sound-Track-On-Film. 

*  Sold  with  30  day  money- 
back  guarantee,  you  must  be 
satisfied! 

PR/CES  ST4RT  AT  SII65 

Write   toT   free   i/Justraled 

"Auricon  Pto-600"  Uteratuie 

and   price  schedule. 


Uit  tfcuf  9th  ^a^elif  uith 


EDIOLA  ACTION 
VIEWER  AND 
SOUND  READER 


A  low  priced  professional  optical  16mm 
Action  Viewer  —  projects  a  BIG,  CLEAR. 
AERIAL  IMAGE— 3"  x  4".  no  flicker.  Its 
roller-smooth  action,  left  to  right,  is  posi- 
tive insurance  against  film  scratching,  or 
damage  to  film  sprocket  holes.  Synchron- 
ized with  Precision  Readers  on  Special 
Base — sturdily  constructed.  Designed  to 
view  film  easily  and  clearly — for  editors, 
laboratory  workers,  animators  and  TV 
technicans-  Write  for  brochure. 


!n  combination:  Action  Viewer.  Sound 

Reader  and  Base  S347.45 

S.O.S.  Ediola  Action  Viewer 124.95 

Optical  Sound  Reader 185.00 

S.O.S.  Ediola  Base  only 49.50 


The  Perfect  All-Purpose 
^.^    FILM  PROCESSOR 


This  Aufomafic   76mm 

Sff/DGAMATfC  JR. 

Reversa/  Deve/op/ng 

/l/tachf'ne  assures  qualify 

pictures  in  minutes 

Spot  news  &  sports  events 
can  be  shown  immediately 
after  they  occur.  Reversal 
speed  1000'  per  hour  —  also 
does  negative  and  positive 
film.  Light-Tight  compart- 
ment for  daylight  operation 
—  8  stainless  steel  tanks  — 
completely  automatic  "Dry- 
to-Dry"  —  and  at  a  price 
anyone  can  afford.  For  TV 
stations.  Photo-finishers,  In- 
dustrial or  Documentary  Pro- 
ducers, Microfilmers.  Small 
Labs.,  Etc. 


MODEL  n  $1995 — includes    basic    Bridgamatic    features 

such  as  overdrive,  nylon  bearings,  air  squeegee,  built-in  dry- 
box,  blower,  heating  elements.  400  ft.  enclosed  magazine  and 
daylite  compartment. 

MODEL  RA  $2495  — Same  basic  features  of  Model  R 
plus  continuously  variable  speed  control.  1200  ft.  enclosed 
magazine,  feed-in  and  take-up  elevators. 


ft 


Take  Advantage  of  S.  0.  S.  Time-Payment  Plan 

Convenient  payment  terms  arranged.  You  may  apply 
your    idle    or    surplus    equipment    as    a    trade-in. 


^he  aiJepartment ^tore  of  the  I  f lotion  f-^icture  ^ndu6tru- 

S.O.S.  CINEMA  SUPPLY  CORP.  '"r'ir 


Dept.  H,  602  WEST  52nil  STREET,  NEW  YORK  19,  N.  Y.      '"d.  m  i92« 

Phone:  PLaia  7-0440  CoWe:  SOSOUND  ^ 


WESTERN  BRANCH     —     6331    Hollywood   Boulevard,    Hollywood    28,    California     —     Telephone:    HOllywood    7-9202 
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Sound  Volume  Stepped  Up 
on  Filmosound  Specialist 

♦  A  more  po«fifiil  iiiiulcl  iif  tlif 
Boll  &  Howell  Filmosiound  spetialist. 
heavv-duty  16iniii  souiiil  iiiDlion  pic- 
lure  projector,  has  been  announced 
by  (^arl  Schre\er.  B  &  H  vice-presi- 
dent o{  merchandising. 

The  new  Filmosound  Specialist 
produces  four  times  as  much  sound 
volume  at  low  voltage  as  the  previ- 
ous model.  The  added  power,  not 
needed  for  normal  operation,  pro- 
vides "reserve  gain"  to  compensate 
for  variations  in  film  prints  and  to 
assure  full  sound  vnlunie  in  low 
voltage  areas. 

Except  for  the  Bell  &  Howell  Com- 
mercial JAN  and  the  new  Filmo- 
sound 385,  it  is  the  only  standard 
16mm  projector  which  meets  the 
stringent  JAN  (Joint-Army-Navy I 
amplifier  electrical  specifications. 
The  Specialist  also  meets  Societv  of 
Motion  Picture  &  Television  Engi- 
neers Review  Room  Standards  and 
is  approved  by  the  I  nderwriters 
Laboratories. 

Increased  sound  volume  is  pro- 
vided by  a  completely  new  l.S-watl 
amplifier,  a  new  voltage  regulator 
which  keeps  the  voltage  to  the 
photocell  constant,  and  an  8-inch 
speaker.  Two  case  units  with  12- 
inch  and  power  speakers  are  avail- 
able. The  12-inch  speaker  can  be 
plugged  into  the  single  case  model 
and  both  speakers  used  simultane- 
ously. 

The  new  case  of  molded  plywood 
has  a  scuff-resistant  spatter  finish 
in  two  tones  of  gray,  acoustically 
treated  aluminum  doors  and  the 
projector  has  a  10-degree  elevation 
tilt  control. 

The  unit's  tone  control  is  cali- 
brated with  white  dots,  the  largest 
dot  indicating  "'12  o'clock"'  or  the 
"flat"  position,  half-way  between 
bass  and  treble.  Because  of  the  wide 
range  of  frequency  response,  the 
tone  control  compensates  for  fre- 
quencv  deficiencies  in  film  and  poor 
acoustical  conditions  such  as  hard. 
plastered  walls,  the  company  notes. 

Now  available  from  Bell  &  Howell 
Audio-Visual  Dealers,  the  new 
Filmosound  Specialist  385  -  CR 
(single  case  model  I  retails  at 
$479.95,  with  a  2-inch  f  1.6  Super 
Proval  lens.  1000- watt  lamp  and 
AC-DC  motor.  & 

•        «        * 

American  Optical  Announces 
a  500-Watt  Slide  Projector 

♦  .'\  new  .3UU  -  watt,  combination 
35mm  single  frame  fihnstrip  and  2  x 
2  slide  projector  —  the  "AO  Pro- 
ducer 500"  —  has  been  announced 
by  the  American  Optical  Company, 
Chelsea,  Mass. 

Weighing  6  lbs.,  the  Producer  500 
utilizes  a  500-watt  lamp  and  a  pres- 


NEW  ALDIO-VISLAL  EQUIPMENT 


Recent  Equipment  Developments  for  Reproduction  and  Projection 

to  film.  The  Producer  .500.  complete 
w  ith  fihnstrip  and  2x2  slide  changer 
sells  for  S69.50;  complete  with 
carrving  case  for  S74.50. 


"Seoscope"   Is  Acquired  by 
Society  for   Visual    Education 

*lni\crsal  Seoscojje  C<impan\. 
Oklahoma  City,  has  been  acquired 
by  The  Society  for  Visual  Educa- 
tion. Inc..  Chicago,  a  subsidiary  of 
General  Precision  Equipment  Cor- 
poration. W.  H.  (Harvey.  Jr..  S.V.E. 
president  has  announced. 

Universal  Seoscope  manufactured 
and  distriliuted  a  low  powered  mag- 
nification unit  for  the  viewing  and 
projection  of  animate  and  inanimate 
slides.  The  ""Seoscope  "  unit  now  will 
be  manufactured  by  S.V.E. 


The  New  "AO  Producer  500" 

surized  co<iling  system.  A  re]no\al)le 
fihnstrip  unit  is  featured.  Ceramic 
stripped  glass  pressure  plates  with 
beveled  edges  are  designed  to  assure 
accurate  projection  with  no  damage 


THe  FInESt 


CAPITAL 

FILM  LABORATORIES,  INC 

Formerlu  McGeary-Smith  Laboratories.  Incorporated 
1905  Fairview  Ave.,  N.  E.,  Washington  2,  D.  C. 
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Radiant's  "Colormaster"   Screen 

Radiant  "Colormaster"  Screer 
for  Color,  Stereo  Projection 

*  Introduction  of  a  redesigned  anc 
improved  screen  for  color  and  sterec 
|jrojection  has  been  announced  \i\ 
Radiant  Manufacturing  Corp..  Chi 
cago. 

The  new  1956  "Colormaster"  fea 
tures  a  functional  ""teardrop  "  desigi 
case,  said  to  provide  niaxiniun 
strength  and  stability.  An  all-meta 
roller  and  automatic  safety  rollei 
lock  are  designed  for  instant  ten 
sioning  of  the  screen  fabric,  result 
ing  in  a  flat,  smooth  projection  sur 
face:  a  new  roller  action  known  ai 
"Easy-Glide'  has  been  incorporated 
Instant,  effortless  leg  opening  ir 
setting  up  the  screen  is  assured  b; 
an  "Atom-.Action''  leg  lock,  thi 
manufacturer  says. 

The  screen  features  a  siKer  sur 
lace  fabric  and  is  available  in  foui 
sizes:  30'   x  40"  through  50"  x  50' 

*        »        ♦ 
Camera  Optics  Corp.  Offers 
Lightweight    Table    Viewer 

♦  A  new  COC  Projection  Tabl< 
View  er  has  been  announced  by  Cam 
era  Optics  Corp. 

The  compact,  lightweight  uni' 
takes  all  2x2  mounts  and  is  said  tc 
render  a  brilliant  6x6  picture  on  f 
screen  made  from  an  unbreakabl( 
Plexiglass  composition.  It  is  de 
scribed  as  gi\ing  even,  edge-to-edg( 
illumination,  permitting  group  \ieW' 
ing  from  all  sides  without  distortior 
in  picture  clarity. 

The  viewer  features  an  automatit 
slide  changer  that  holds  and  reslacks 
up  to  36  slides.  It  has  a  conveniently 
located  fingertip  focusing  knob  and 
an  on-off  sw  itch.  The  unit's  50-w  atl 
projection  lamp  operates  on  UC 
Milt  AC-1)(!  current. 

The  \iewer  folds  flat  into  a  self- 
contained,  luggage-type,  all-steel, 
wrinkle-finish  carrying  case.  .Addi- 
tional information  can  be  obtained 
from  the  company  at  101  W.  47th 
St..  New  York,  N.Y. 
Editor's  Notk:  .Additional  data  on 
new  equipment  and  audio-visual  ma- 
terials appears  on  page  50  of  this 
issue. 
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The  following  are  some 
of  the  Producers  of 
Industrial  Films  who 
used  the  facilities  of 
Langlois  Filmusic,  Inc. 
during  the  last  year. 


Paul  Alley  Productions 

Americcin  Concer  Society 

Bruce  Anderson  Productions 

Atlas  Film  Corporation 

ATV  Film  Productions,  Inc. 

Audio  Productions,  Inc. 

Bay  State  Film  Productions,  Inc. 

Beeland-Kina  FllrTi  Productions 

Biofilms 

George  Blake  Enterprises,  Inc. 

John  Bransby  Productions 

Broadcasting  and  Film  Commission 

Byron,  Inc. 

The  Calvin  Company 

Capital  Film  Laboratories,  Inc. 

Caravel  Films,  Inc. 

Cate  and  McGlone 

Chicago  Film    Studio   Laboratories 

George  W.  Colburn  laboratory,  Inc. 

Coleman  Productions 

Conroy  Associates 

Consolidated  Products  Co. 

Convair 

Coronet  Instructional  Films 

Robert  Davis  Associates 

Dekko  Film  Productions,  Inc. 

Del  Ankers  Productions 

Depicto  Films,  Inc. 

E.  I.  duPont  de  Nemours  &  Co.,  Inc. 

Eastman  Kodak  Company 

Jack  Easton  Productions 

Educational  Films  Corp.  of  America 

Peter  Elgar  Productions,  Inc. 

Elliot,  linger  and   Elliot,  Inc. 

Empire  Photosound,  Inc. 

Encyclopaedia  Britannic  c 

Brandt  Enos  Associates 

Evangelical  Foundation,  Inc. 

Jerry  Fairbanks  Productions 

Farrell  and  Gage  Films,  Inc. 

Film    Counselors,    Inc. 

Film  Grophics,  Inc. 

Filmways,  Inc. 

Findlay-Johnston  Company 

Fox  Movietone  News 


Francisco  Films 

General  ElectriC' Company 

General  Motors  Corporation 

Mel  Gold  Productions 

B.  F.  Goodrich  and  Co. 

Gray-O'Reilly  Studios 

Bill  Grasshoff  Productions 

Haig  and  Potterson,  Inc. 

Paul  Hance  Productions,  Inc. 

The  Jam   Handy  Organiiation,  Inc. 

A.  J.   Henderson  Associates,  Inc. 

Henning  and  Cheadle,  Inc. 

Henry  Holt  and  Company,  Inc. 

Vic  Herman  Productions,  Inc. 

Holland-Wegman  Productions 

Information  Productions,  Inc. 

Instructional  Arts,  Inc. 

International  Film  Foundation,  Inc. 


International  Sound  Films,  Inc. 

Jomieson  Film  Company 

Dallas  Jones  Productions,   Inc. 

Herbert  Kerkow,  Inc. 

Kling  Film  Productions 

C.    Christian   Kruse   Productions 

Robert  law/rence  Productions,  Inc. 

Robert  R.  Learey  Studios 

Vernon  Lewis  Sound  Studios 

Arthur  Lodge  Productions,  Inc. 

Richard  lyford  Productions 

Paul  Miner  Associates 

Mode-Art   Pictures,  Inc. 

Motion  Picture  Advertising  Serv.,  Inc. 

MPO    Productions,    Inc. 

Neily  Film  Productions,  Inc. 

On  Film,  Inc. 

Paragon  Pictures,  Inc. 

Parsonnet   and   Wheeler,   Inc. 

Leroy  G.  Phelps 

Pictures,   Inc. 


The  Princeton  Film  Center,  Inc. 

Pyramid  Pictures,  Inc. 

Phil  Ragan  Associates 

Reid  H.  Ray  Film  Industries,  Inc. 

RCA  International  Division 

Roland  Reed  Productions,  Inc. 

Regan    Film   Productions,   Inc. 

Regency  Productions,  Inc. 

Reynolds  and  Howe  Film  Associates 

Robert  Yarnall  Richie  Productions 

RKO  Pathe,  Inc. 

Sarra,  Inc. 

Science  Pictures,  Inc. 

Screen  Gems,  Inc. 

Lew  Seltier  Productions,  Inc. 

Shelly  Films  Limited 

Lawrence  F.  Sherman,  Jr. 

Soundcraft  Studios,  Inc. 

Sound  Masters,  Inc. 

R.  William  Stanmyre 

Strickland  Films,  Inc. 

Studio   Films,  Inc. 

Sturgis-GranI  Productions,  Inc. 

Sun  Dial  Films,  Inc. 

John    Sutherlond    Productions,    Inc. 

Training  Films.  Inc. 

Transfilm,  Inc. 

Trident  Films,  Inc. 

Jack  Trop 

Unifilms    Inc 

United  Sound  Systems 

U.   S.    Health   Service 

U.  S.  Information  Agency 

Videart,  Inc. 

Video  Pictures,  Inc. 

Vidlcam  Pictures,  Inc. 

Visuol  Transcriptions,  Inc. 

John  Ward  Productions 

Wilding   Picture   Productions,   Inc. 

Willard  Pictures,  Inc. 

Raphael  G.  Wolff  Studios,  Inc. 

Norman  Wright  Productions 

Yellow  Jack  Productions 


Score  your  next 
picture  at 

Langlois  Filmusic,  Inc. 


419  WEST  54TH  STREET 
NEW  YOIIK   19,  N.  V. 
JUdton  «  4ISSI 


HoJlywood  ■  Toronto  •  Londoii  •  Paris 
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CONTINUOUS    PROJECTOR 


It  Sells- 
On  Sight    | 

THE  COMPLETELY  | 

DEPENDABLE  SALESMAN         ! 
SELLING  YOUR  PRODUCT- 
YOUR  STORY-ENDLESSLY 
WITHOUT  SUPERVISION 

•  Self-contained  speaker 

•  800-foot  continuous   film   reel 

Direct  sales  are  easier  .  .  .  promotion  more  potent  .  .  .  training  work 
simpler  .  .  .  operating  costs  dramatically  lower  with  the  Busch  CINE- 
SALESMAN  16mm  continuous  movie  projector  on  your  staff.  Hundreds 
of  CINESALESMAN  projectors  are  now  selling  for  scores  of  national 
concerns  everywhere.  Look  tor  the  CINESALESMAN,  it's  sure  to  catcli 
your  eye  and  ear  at  conventions,  sales  presentations,  displays,  point  of 
sale  locations,  trade  shows  ...  in  fact,  anywhere  and  everywhere  that 
sound  and  motion  are  combined  for  more  effective,  potent  sales  impact. 
Color  or  black  and  white,  sound  or  silent,  any  16mm  film  works  al- 
ways in  the  CINESALESMAN  .  .  .  and  the  Busch  CINES.^LESMAN 
always  works  for  you! 


^„^. .  Performs  in 

^  lighted   room 

•   Self-contained  screen 
•   Pre-threaded   film 


BUSCH    FILM    & 

212  South  Hamilton  Street 


EQUIPMENT    COMPANY 

•  Saginaw,  Michigan 


More  Than  10,000  Principal  Users  of  Audio-Visual  Media 
in  Business,  Television,  Government  and  Education  Will 
Use  Business  Screen's  6th  Annual  Production  Review  in  '56 


Sylvania  Engineering  Keeps 
Projection   Lamps   Light,   Bright 

♦  1  liL-  buM-r  of  prijJL-iliun  lamps 
Icir  tlie  extensive  field  propranis  of 
industry  or  for  constant  daily  class- 
room use  will  be  interested  in  de- 
tails of  a  recent  projection  lamp 
improvement  made  by  the  engineer- 
ing staff  of  Sylvania  Electric  Prod- 
ucts, Inc.,  New  York. 

Much  of  the  progress  in  supply- 
ing increased  screen  brightness  has 
been  through  the  concentration  of 
the  filament  coils  of  a  projection 
lamp  so  they  can  be  used  to  form 
a  compact  pattern  around  the  opti- 
cal axis  of  a  projector.  Formerly 
this  meant  that  projector  vibration 
frequently  caused  the  coils  to  make 
contact  resulting  in  a  short  circuit 
and  shorter  lamp  life. 

Six  years  ago.  Sylvania  remedied 
this  danger  with  a  "filament  stabi- 
lizer" which  dampened  or  absorbed 
the  vibration  and  kept  the  coils 
from  shimmering.  Slight  bends  were 
introduced  into  two  pieces  of  thin 
molybdenum  wire  which  are  welded 
to  the  filament  supporting  frame  in 
such  a  manner  as  to  bring  the 
rounded  portion  of  each  yvire  in 
firm  contact  with  the  glass  bulb 
wall.  In  addition  to  reducing  fila- 
ment vibration,  the  stabilizer  helps 
to  guard  against  filament  damage 
or  displacement  due  to  shipment  or 
rough  handling. 

Recently  the  engineers  have 
changed  the  form  of  the  stabilizer 
for  more  effective  results.  Instead  of 
the  rounded  wires  pressing  against 


CC 


No  Salesman  Will  Call'\ 


guaranteed 
acceptability 


No  salesman  for  our  services  will  ever  call  on  you. 

We  don't  employ  salesmen.  Our  clients  sell  us. 

W  hen  they  see  our  work  come  to  life  on  the  screen, 
and  get  proof  of  the  consistently  effective  results 
our  stuff  method  of  operation  assures,  they  naturally  want 
to  recommend  u,*  to  others.  .And  they  do. 

So  when  you're  ready  to  start  \our  ne\l  motion  picture. 
slidefilm.  or  meeting  program,  we'll  be  proiul  to 
refer  vou  to  any  of  them. 


SCRIPTS 


IHf.   COMHLtTK      HIM    IM^NMM;   SERVICE 

3108  Wisconsin  Avexce,  Northwest  •  Washington  16,  D.  C.  •  E.merson  2-4769 


the  upper  region  of  the  bulb,  sharp- 
ly bent  molybdenum  wires  are  in 
contact  «ith  the  glass  near  the  center 
of  the  bulb  as  shown  in  the  accom- 
panying drawing.  This  provides  a 
flexible  \et  substantial  holding  pres- 
sure opposite  the  point  where  it  is 
needed  most  —  the  filament.  ^ 

Economy  TDC  Slide  Projector 
Announced  by  Bell  &  Howell 

♦  Hill  \  Ib.uill  (^impany  has  dis- 
tributed a  new  I  UC  Headliner  slide 
))rojector  to  dealers.  An  economy 
model,  the  unit  is  similar  in  appear- 
ance and  operation  to  the  higher- 
priced  TDC  Headliner  projectors. 

The  new  Headliner  has  a  .5-inch 
helically  focused  anastigmat  lens, 
blower  cooling  and  the  deluxe  man- 
ual changer.  It  will  also  accom- 
modate the  Selectron-Semimatic 
changer. 

.\  20t)-watt  lamp  is  provided,  but 
a  .300-watt  lamp  also  may  be  used, 
(The  unit  has  been  approved  by 
I  nderw Titers  Laboratories  for  oper- 
ation w  ith  either  lamp.  I  The  Head- 
liner  handles  all  standard  2x2 
slides,  has  a  dual  tilt  control  and 
presents  a  clear,  bright  picture  on 
the  screen.  ] 

Finished  in  maroon  and  black,  ] 
the  unit  retails  for  S.39.95.  A  case  ' 
for  the  projector  retails  at  86.00.        ' 

Second  "Long"  Tope  Offered 
by  3M  Company;  Lower  Cost 

♦  \  new  "wi-atlier-balanced  "  mag-  . 
netic  tape  providing  SCf  more  re-  ' 
cording  time  than  conventional  tapes  ' 
and  featuring  a  more  durable  poly-  ■ 
ester  backing  has  been  announced  I 
by  Minnesota  Mining  and  Manufac-  ' 
luring  Co..  Dept.  M.5-304.  St.  Paul,  ' 
Minn.  The  firm  also  has  announced  ' 
reductions  in  the  prices  of  its  ' 
acetate-backed  recording  tapes  rang- 
ing from  15  to  28  f?. 

Introduction  of  the  new  tape  —  ' 
■'Scotch''  brand  "Extra  Play"  mag-  ' 
netic  tape  No.  150  —  enables  the  ' 
3M  Company  to  offer  a  choice  of  ' 
two  types  of  long-play  tapes,  the 
new  polyester  150  and  the  acetate  i 
190.  introduced  last  year.  ' 

A  major  feature  of  the  No.  150 
tape     is     its     one-mil     polyester 
"weather-balanced'    backing    made   [ 
from  duPont  "Mylar"  film  for  re-   ' 
sistancc  to  changes  in  temperature   ' 
and  humidity  and  also  for  greater 
strength.    It    is    recommended    for 
critical  recording  application  where 
long-play  is  also  a  requirement. 

Both  tapes  feature  3M"s  high  po- 
tency oxide,  the  firm's  patented 
silicone  dry-lubrication  and  a  new 
.seyen-inch  "looplok  "  reel  for  easier, 
faster  tape  threading.  Hoth  are  ma- 
roon in  color  and  are  available  in 
lengths  of  900,  1800.  3600  and  Tl'on 
feet.  W 
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Fast  Kinescoping  of  Color  TV 
Developed   by   Eastman   Kodak 

♦  Development  of  a  new  system  for 
speedy  kinescope  recording  of  color 
television  programs  has  been  an- 
nounced by  Eastman  Kodak  Com- 
pany. The  new  system  was  demon- 
strated recently  for  representatives 
of  major  television  networks  at  the 
Kodak  Research  Laboratories  in 
Rochester,  N.Y. 

The  kinescope  system  makes  it 
possible  to  record  a  color  television 
program  on  special  black/white  fihn 
—  called  lenticular  film  —  and  to 
retelecast  the  program  in  color.  The 
film  can  be  processed  in  about  an 
hour.  In  the  past,  filmed  kinescope 
recording  of  color  telecasts  have 
been  handled  only  on  an  experi- 
mental basis.  The  process  has  taken 
a  day  or  more  on  this  basis. 

This  development  is  expected  to 
aid  tv  networks  in  making  quick 
kinescope  recordings  of  color  pro- 
grams to  help  overcome  problems 
resulting  from  time-zone  differences 
between  various  sections  of  the 
country.  An  8  p.m.  color  program 
telecast  in  New  York  could  be 
kinescoped  from  a  picture  tube  in  a 
West  Coast  studio  and  processed  for 
showing  at  8  p.m.  in  the  Pacific 
time-zone. 

The  new  system  is  said  to  give 
good  quality  reproduction  at  reason- 
able cost.  Sound  is  recorded  by 
conventional  sound  track  methods. 

In  recording  a  color  program,  a 
record  of  each  color  value  is  made 
on  the  black/white  lenticular  film 
when  used  in  connection  with  suit- 
able light  filters  or  other  optical 
equipment.  In  retelecasting  the  color 
program,  these  black/white  re- 
corded images  effectively  control  the 
color  signals  in  the  color  television 
transmitter. 

The  special  film  employed  in  the 
system  has  a  great  number  of  tiny 
cylindrical  lenticules  embossed  in 
the  film  base.  These  lenticules  are 
instrumental  in  recording  the  color 
signals  in  the  trasmitter  when  the 
kinescope  recording  is  telecast. 

Film  processing  procedures  under 
this  system  are  relatively  simple.  In 
addition,  16mm  Kodachrome  prints 
can  be  made  from  the  35mm  em- 
bossed film  original  for  later  syndi- 
cation. Duplicate  16mm  prints  can 
also  be  made  using  other  types  of 
color  films.  9 


SPECIAL 

OPTICAL  EFFECTS 

and   TITLES  by 

RAY    MERCER    &    COMPANY 

4241   Nornol  Ave.    •     Hollywood  29,  ColH. 
Send  for  Fr««  Optical  Effects  Qiort 


1/24th  OF  A  SECOND 


FROM    THIS 


TO    THIS 


From  Park  Avenue  to  Paris  In  an  Instant!  That's  Background  Process 
Projection  ...  It  offers  you  background  action  of  any  scene,  season,  or 
sport . . .  right  in  New  York  . . .  for  your  motion  picture  requirements. 

Permit  your  creative  efforts  the  freedom 
which  only  rear  screen  projection  offers. 
Further  information  on  request. 

FILMWAYS 

INCORPORATED 


241       WEST       54th       STREET,       NEW      YORK       19,      N.      V. 
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Elliott  Elected  President 

of  Young  America  Films,  Inc. 

♦  Klection  uf  GodfTrey  Klliolt  a? 
president  and  Fred  T.  Pm\ney  as 
vice-president  for  sales  highlighted 
the  election  of  oflkers  held  during 
the  recent  annual  hoard  of  directors 
meeting  of  Young  America  Films. 
Inc.  Announcement  of  the  election 
was  made  b\  Stuart  Schcftcl.  mu 
chairman  of  the  board. 

Elliott  succeeds  Scheftel  who  had 
been  president  of  the  company  since 
its  organization.  Elliott  has  served 
the  company  in  various  capacities 
since  194.1.  first  as  editor-in-chief 
and  most  recently  as  executive  vice- 
president. 

Pownev  has  been  « ith  the  \  oung 
America  sales  staff  since  l')46.  ser\- 
ing  as  assistant  sales  manager  for 
the  last  several  years  and  becoming 
sales  manager  in  June  of  this  year. 

Also  promoted  by  the  election 
was  William  J.  Frazer.  formerly 
office  manager  and  assistant  treas- 
urer, who  now  is  treasurer  of  the 
company.  Re-elected  were  J.  R. 
Brewster,  vice-president  for  produc- 
tion, and  Richard  Reiss.  secretary. 

Young  America  Films.  Inc..  Neu 
York,  produces  and  distributes  edu- 
cational motion  pictures  and  slide- 
films  for  instructional  and  training 
purposes. 

cos 

William  Muttitt  Named  Film 
Supervisor  at  Carborundum 

♦  Vi'illiain  A.  Multitl  has  joined  the 
public  relations  department  of  The 
('arborundum  Company.  He  will  be 
the  film  supervisor  in  charge  of  the 
departments  photographic  section, 
doing  both  still  and  moving  picture 
photography. 

A  graduate  of  Rochester  Institute 
of  Technology.  Muttitt  «as  educa- 
tional coordinator  for  George  East- 
man House  Incorporated.  Before 
coming  to  Carborundum,  he  was 
employed  by  Bell  Aircraft  as  a 
photographer. 

Three  Sales  Areas  Covered  by 
TSI  Managerial  Appointments 

♦  Appointment  of  three  new  assist- 
ant sales  managers  has  been  an- 
nounced by  Technical  Service.  Inc.. 
Livonia.  Mich.  The  new  managers 
will  handle  the  sale  of  TSI  16mm 
sound  projection  equipment. 

Francis  Welsh  has  been  appointed 
the  assistant  manager  for  the  llli- 
iiois-Indiana-Vt  ist.'onsin   territorv . 

William  Dute  will  cover  Ohio. 
West  \  irginia  and  Western  Penii- 
sUvania  and  Paul  Ruedemann  will 
handle  sales  in  Michigan. 

Welsh  formerly  was  with  the 
American  Optical  Co..  Dute  willi 
the  De\  ry  Corporation.  Ruedemuni] 
has  been  assistant  sales  manager  in 
the  home  office  of  TSI. 
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EMC  Recordings  Corporation 
Adds  Three  Members  to  Board 

^  Three  new  appointments  to  the 
board  of  directors  of  EM(^  Record- 
ings (Corporation.  806  East  7th  St.. 
St.  Paul,  were  announced  reeenth 
li\  Laurence  B.  Lueck.  vice-presi- 
(li-nt  and  general  manager. 

\ew  board  members  named  are 
S.  McMillan  Shepard.  Jr..  Frederick 
Weverhaeuser  and  Allen  0.  Shores. 
Sheppard.     in     addition,     was     ap- 


|poinlc(l  fnll-liiitf  treasurer  and 
I  nmptroller  ol  llie  firm.  rtlecli\i'  im- 
iiiediateK. 

Weyerhaeuser  is  a  director  and 
member  of  the  Weyerhaeuser  or- 
ganization. St.  Paul:  Shores  is  presi- 
dent of  the  Allen  D.  Shores  Invest- 
ment Company.  St.  Paul:  Sbej)ard. 
prior  to  his  appointment  to  the 
EMC  board  of  directors,  served  as 
a  tax  specialist  with  the  first  Trust 
Compain    of  St.  Paul  and.  nutre  re- 


lipMOVIE  PROJECTOR/ 


/^^ 


IN   1  5    YEARS  ...  NO   ONE   HAS   DUPLICATED   THE 
MOVIE-MITE  ...  IN   WEIGHT,   SIMPLICITY,    OR   PRICE 

/or   /nformof/on   wr/fe   fo  .  .  . 


THE  CALVIN    CO. 

110S  TRUMAN   ROAD 
KANSAS  CITY  6.  MISSOURI  —  HA.  1230 


cently.    with    (George   A.    Mairs.   Jr., 
Investment  Counselors. 

Other  board  members  are  Dr. 
\orman  J.  DeW'itt.  .Milford  (nllett, 
Benjamin  B.  Kaplan.  Bernard  W. 
Lueck.  Laurence  B.  Lueck  and  Her- 
man Dclson. 


Harry  Ellis  ...  to  Compco 

Ellis  Appointment  Signals 
Compco's  Strong  Sales  Push 

♦  Harr\  Ellis  has  been  appointed 
sales  manager  of  Compco  Corpur- 
ations  photographic  division.  S.  J. 
Zagel.  president,  has  announced.        I 

Ellis   will   carry   on   the   Chicago  i 
company's    more    aggressive    sales 
policy,  including  the  introduction  of 
two  new  lines  of  phi>tographic  prod-  : 
ucts  to  be  made  soon. 

Plans  for  a  sales  meeting  of  all 
Compco    sales    personnel   are   being 
formulated.    Held    in   Chicago,   this 
meeting    w  ill    ""kick-off"    Compco's  , 
sales     promotion     plans     and     new  J 
merchandise.     Complete     consumer 
advertising   on   these  new    products 
and  Compco's  regular  line  will  backl| 
up  salesmen  and  dealer  efforts.  ; 

"        "        *  j 

Frank  McGeary  Joins  Staff 
of  Memphis  Film  Laboratory 
♦Frank  \l.  Mitiearx.  rul(ir  mi'timi 
picture  specialist,  has  joined  Motion 
Picture  Laboratories.  Inc..  1672 
I  nion.  Memphis.  Tenn..  as  part  of 
an  expansion  program. 

McCleary's  appointment  was  an- 
nounced following  a  meeting  of  Mo- 
tion Picture  Laboratories'  board  of 
directors  who  voted  to  install  addi- 
tional equipment  so  that  the  two- 
year-old  Memphis  firm  can  "match 
the  services  offered  in  New  Yc.rk 
and  Hollywood."  according  to  J. 
Walter  ('obb.  vice-president  and 
general  manager. 

In  addition  to  Cobb,  other  oflicers 
elected  at  the  meeting  are:  Burl 
Kauffman.  president:  Ralph  .Schu- 
ler.  vice-president:  John  Apperson, . 
secretar\.  and  G.  Gordon  Meeks, 
treasurer.  \ 

McGearv   formerly  was  associated;' 
with  Eastman  Kodak  Company  and 
was     president     of     McGeary-Smith 
Laboratories    in    Washington,    now 
(Capital  Film  Laboratories.  Inc.     3" 
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James  L.  Wassell,  formerly 
of  Ansco,  has  been  appointed 
coordinator  of  Bell  &  Howell's 
new  professional  equipment 
and  instrument  division  at  the 
new  Skokie,  III.  plant. 


Traid  Corp.  Names  Macintosh 
and  Bontems  to  Executive  Posts 

♦  Appointment  of  Mark  Macintosh 
as  vice-president  in  charge  of  mer- 
chandising and  James  W.  Bonlems. 
Jr..  as  vice-president  in  charge  of 
operations  has  been  announced  by 
Fred  G.  Roberts.  Jr..  president  of 
Traid  Corporation.  Sherman  Oaks. 
CaHfornia.  The  appointments  are 
part  of  the  corporation's  reorgani- 
zation. 

Traid  Corporation  is  the  manu- 
facturer and  national  distributor 
for  a  Une  of  high-speed  and  special- 
ized 16mm  and  S.Smm  motion  pic- 
Iture  cameras  and  accessorv  equip- 
imenl.  The  cameras  are  used 
[primarily  in  aircraft  and  missle 
might  testing  and  in  industrial  re- 
search programs. 

The  company's  reorganization  is 
required  because  of  the  greatly  in- 
creased demand  for  this  type  of 
equipment  used  in  evaluating  re- 
sults of  government  and  industrial 
[development,  research,  test  and 
training  programs,  it  was  an- 
nounced. 

*        *        * 

Florez  Briefs  Navy  Personnel 
at  Training  Technique  Seminar 

♦  G.  A.  Florez.  president  of  Florez. 
[Inc..  Detroit,  addressed  a  Navy 
[seminar    on   training    methods    and 

techniques,  held  in  the  Pentagon 
[Building.  \^  ashington.  D.C..  Octo- 
jber  17-19.  The  seminar  was  for  area 
inspectors  and  officers  in  charge  of 
4.5  main  Navy  Recruiting  Stations 
throughout  the  nation. 

The  three-day  meeting,  directed 
by  Vice  .Admiral  James  Hollow av. 
Jr.,  chief  of  the  Bureau  of  Person- 
nel, was  opened  with  a  kevnote  ad- 
dress by  .\dniiral  .\rleigh  Burke, 
chief  of  Naval  Operations.  Purpose 
of  the  seminar  was  to  bring  to  the 
Navy  recruiting  program  some  of 
the  training  techniques  now  being 
successfully  employed  in  business 
and  industry. 


screenmasfer 


The   only   iuxuo'   screen 
in    the    medium    price 
field — with  continuous 
height      adjustabilic}', 
no-tear  roller  pocket, 
automatic   leg   open- 
ing   and    glistening 
chrome    end    caps. 


The  world  s  &nesi 
glass  beaded,  porta- 
ble screen  .  .  .  with 
mildew.proof  Vyna- 
flect  fabric  and  au- 
tomatic "tip-Kw"  leg 
opening.  Modern, 
"Teardrop"  design 
case:  "Easy-Glide"  ^^ 
Roller  Actioq.      ^ 


In  S  files  from  30" 
X  40"  to  70"  X  70" 


For  magnificent  col 
or  and  stereo  proiec- 
tion.  New  Color- 
Fleet  fabric  and  new- 
instant  tensioning 
and  automatic  safety 
roller  lock  guaran- 
tees flat,  tight  pro- 
jection surface' 


In  4  lizes  from  30"  \ 

X  40"  to  50"  X  50"  I 


An  outstanding  all  putpose  wall  and  ceil- 
ing screen  at  an  economy  price  .  .  .  for 
semi-permaneot  and  permanent  inslalla- 
tion.  In  1 1  sizes  .  .  .  30"x-tO"  to  72"x96". 


t aMv  I  Lf  ^^hat  you  need 
in  proiection  screens! 


No  matter  what  type  of  Projection  Screen  you  need  —  portable 
tripod,  wall,  wall-ceiling,  table  or  wide  screen  —  Radiant  can  furnish 
it  in  a  wide  variety  of  sizes  to  meet  your  exact  requirements. 

Radiant  is  not  only  the  world's  largest  maker  of  Projection 
Screens  —  but  also  the  producer  of  the  most  complete  line  of  screens 
available  anywhere ! 

You  will  find  in  the  Radiant  Screen  of  your  choice  the  rugged 
durability,  the  ease  of  operation  —  plus  the  most  advanced  reflective 
fabrics — that  experience,  research  and  manufacturing  skill  can  produce. 

For  complete  specifications  and  prices,  write  today  for  the 
latest  full-color  illustrated  Radiant  Catalog  and  free  Radiant  Pro- 
jection Charts. 


> 


^kU^ 


■moduse' 


%r^^ 


f 


The  simplest  and  most  efficient 
targe  audience  wall  and  ceiling 
screen  of  its  type  and  size — in  8 
sizes  from  6'  x  8'  to  12'  x  12'- 


I?,  js.  ID  I JL  nsc  T 

RADIANT  MANUFACTURING  CORPORATION 

1225    S.  TALMAN  CHICAGO  8,  ILLINOIS 


WIDE 
SCREENS 

There  is  now  available  a  full  line  of 
Radiant  Wide  Screens  for  l6mm.  projec- 
tion —  in  Tripod,  Lace  and  Grommet 
(as  illustrated).  Wall  and  Wall-Ceiling 
Models.  These  wide  screens  embody  every 
feature  for  the  effective  presentation  of 
the  new  wide  screen  films. 
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the  mark  of 

excellence  in 

commercial  films 


GATE  &  MCGLONE 

films  for  industry 
152!  cross  roads  of  the  world 
hollywood  28,  California 


For  Greater  Profits  in 
Your  Film  Productions 

Use   CINEKAD   Motion   Picture 
and   TV   Equipment 

Here   are   some   of  the   many   new   products: 

MIKE  BOOMS,  5  different  models 

DOLLIES,  7  different  models 

TRIPOD  TRIANGLE  with  clomps 

TRIPOD  TRIANGLE  with  wheels 

SWIVEL  BALL  JOINT  for   Pro-Junior  Tripod 

SYNCHRONOUS    MOTOR    DRIVE,     16    35mm 
Projectors    •     16— 35mm    Film    Cameras 

BLIMP,  HI-HAT  AND  LENS  EXTENSION  TUBES 

for  the  Arriflex  Camera 

SHOULDER    BRACE   for   all    16-35mm    hand- 
held cameras 

ROOF  TOP  TRIPOD  CLAMPS 

TV  METAL  TRIPOD  with   hond-operated  hy- 
draulic elevator 

Write  for  our  new  illitslroted  cofojog  ond  price  list 

CINEKAD 

ENGINEERING   COMPANY 

500  West  S2nd  St.,  New  York  19,  N.  Y. 

PLaza  7-3511 

DESIGNERS  AND  MANUFACTURERS   OF 
MOTION    PICTURE-TV    EQUIPMENT 


FILMS    in    M EDICIJVE: 

(CONTINIIED     FROM     PACK     TWENTY-SIX  I 

;ittia(ti-d  an  estiinati-d  l.SOO  ddclors  to  the 
Wrdncsda)  afleriiiioii  cxhibilidn  in  the  Eif^hth 
Slrei'l     llicatie — a    greater    than    standinfi-rooni- 

urih    rluud.  H- 

Pharmaceutical  Advertisers  Hear 
Useful  Ideas  on  Medical  Production 

•♦^  Man\  useful  ideas  cm  elTeeti\e  million  pieliire 
sponsiirship  and  production  for  the  niedieal  field 
were  offered  bv  Ralph  P.  Crcer.  seeretary  of  the 
Committee  on  Motion  Pictures  and  Medical  Tele- 
vision of  the  American  Medical  Association,  in 
a  speech  to  the  Pharmaceutical  Advertising  Cluli. 
October  19,  in  New  York. 

Audience  and  purpose  should  be  considered  in 
medical  film  production,  Creer  said,  admonishing 
that  in  too  many  instances,  the  contemplated 
audience  is  too  inclusive.  He  described  three 
types  of  medical  films  which  inay  be  used  to 
interest  doctors:  the  product  film;  a  film  on  a 
basic  subject  in  therapy,  physiology  or  ])harma- 
cology  which  includes  a  product;  a  teaching  film 
on  a  basic  subject  which  does  not  mention  an\' 
})roduet. 

Films  Like  These  Help  the  Doctor 

Of  the  product  film,  which  can  help  in  ex- 
plaining new  products  to  the  medical  profession. 
Creer  advised:  it  should  be  done  in  good  taste, 
should  not  insult  the  doctor's  intelligence;  it 
should  be  labeled  a  product  film;  it  should  men- 
tion significant  side  effects  or  contraindications 
— or  include  the  precaution.  "Our  studies  to  date 
do  not  reveal  any  contraindications,  etc."  When 
the  film  is  misleading,  it  causes  ill  feeling  toward 
the  product,  the  company  and  film  as  a  medium 
of  communications,  Creer  said. 

The  second  type  of  sponsored  medical  film 
Creer  characterized  as  one  which  may  start  with 
a  discourse  on  the  autonomic  nervous  system  or 
the  etiology  of  a  disease  as  a  basis  for  using  a 
given  pharmaceutical  product.  This  tvpe  of  film 
is  popular  because  it  combines  product  informa- 
tion with  basic  scientific  knowledge  heljiful  to  the 
doctor. 

The  teaching  film  on  a  basic  subject  does  a 
job  of  long-term  professional  relations.  Creer 
pointed  out,  because  doctors  and  medical  students 


appri'i'iali'  llic  c  unlribuliiiri  suili  a  lilm  makes  In 
their  tnedieal  education.  'I'his  appreciation  pavs 
oir  when  the  sponsors  detail  men  make  their 
regular  calls.  Such  a  good  will  film  serves  as  an 
excellent  sponsor  entree  to  man\  medical  institu- 
tions. A  number  of  leading  pharmaeenlieal  firms 
have  testified  to  ibe  effeeliveness  of  films  used  in 
under-graduale  and  post-graduate  education. 
Creer  saitl. 

Notes  Three  Major  Film  Outlets 
Hospitals,  meflieal  schools  and  medical  socie. 
lies  are  the  three  big  markets  for  pharmaeenlieal 
films.  Creer  remarked.  Measuring  the  potential 
audience,  he  noted  that  about  6.5%  of  all  hos- 
pitals and  about  Qo'Y  of  all  hospitals  with  a  bed 
capacity  of  200  or  more  have  motion  picture 
projectors — 36.000  new  projectors  are  going  into 
schools,  churches  and  institutions  each  vear. 
More  national  and  state  tnedieal  societies  are 
using  films  as  a  regular  part  of  their  programs. 
The  American  Medical  Association  has  experi- 
enced an  increase  of  over  300%  in  films  bor- 
rowed from  its  library  in  the  past  10  years. 

Regarding  a  low  rate  of  bookings  per  print 
reported  in  a  pharmaceutical  survey,  Creer  ad- 
vised pharmaceutical  companies  to  set  up  a  belter 
system  of  reporting  on  film  showings  arranged 
by  local  salesmen  and  to  increase  promotion  of 
films.  There  is  no  one  effective  way  of  communi- 
cating scientific  information  or  promotional  ma- 
terial to  physicians.  Creer  said.  Since  doctors  are 
motivated  to  adopt  products  in  response  to  the 
combined  stimulus  of  several  forms  of  advertising . 
or  communication,  motion  pictures  should  be  a  i 
part  of  a  well  balanced  |irogram.  he  said.  Q' 

Closed  Circuit  TV  Aids  Surgeons 

M  A  complete  circle  of  audio-visual  media  served 
to  aid  medical  education  when  more  than  350; 
experts  attended  scientific  discussions  during  the 
opening  of  the  new  Hospital  for  Special  Surgery, 
building  in  New  \ork  City,  .September  29, 
through  October  1.  : 

Although  only  12-i  of  the  visiting  confreesc' 
could  be  accommodated  in  the  hospital's  audi-i. 
torium,  the  others,  meeting  in  halls  and  class 
rooms,  had  front  row  seats.  As  outstanding 
specialists  from  all  over  the  world  discussed 
orthopaedic  problems,  illustrating  their  topics 
with  moticin  pictures  and  slides,  ihe  proceedings 
were  simultaneously  repeated  on  closed-cireuil 
television  screens  set  up  for  extra  groups.  R 


Louisville    Board    of    Educ 
Delmonico    Foods,    Inc 
Tube   Turns,    Inc.    •    Ameri 
The  Mengel  Co.   •   Royal  C 
Grand   Lodge   of   Kentucky 
Oertel  Brewing  Co.    •   Ess 
WCBS-TV   •   Morton  P 
Stewart  Dry  Goods  Co 


Sears,    Roebuck   &   Co. 

irst    National    Bank 

Honey-Krust    Bread 

State  of  Kentucky 

en    Pastures   Com. 

general   Electric  Company 

Ajax   Manufacturing   Co. 
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Quick  Footage  Insert  Method 
Depicted  in  Animation  Film 

I*  A  "ioose-leaf-book'  format  was 
i'ombined  with  motorized  animation 
equipment  to  produce  Animation 
tTechniqiies.  a  lialfliour  industrial 
film  recently  produced  for  the  Ani- 
mation Equipment  Corporation  of 
Mew  Rochelle.  X.\..  by  Animated 
Productions.  Inc..  N.Y. 

In  demonstrating  the  Oxberry 
Animation  Stand,  the  sales  promo- 
lion  fihn  makes  use  of  techniques 
which  gear  industrial  film  produc- 
tion to  the  requirements  of  publi- 
cizing rapid  changes  in  plant,  tool 
and  product  design. 

The  expository  technique  em- 
ployed in  the  film  makes  full  use  of 
animation  though  the  fihn  was  a 
low-budget  production.  This  was 
possible  because  the  Oxberry  stand 
is  completely  motorized.  Zooms  and 
pans,  for  instance,  were  shot  at  live- 
action  speed  instead  of  a  frame  at 
a  time,  effecting  a  considerable  time 
saving.  On  the  Oxberry  stand,  a 
machine  ])art  under  consideration 
can  be  animated  onto  a  photograph 
of  a  machine,  arrows  or  outlines  can 
be  "popped  on"  to  keep  pace  with 
the  narration. 

it  t:-  * 

Audit  Bureau  Slidepix  Points 
for  More  Agency  Memberships 

*  Adventure  into  Space,  a  new  sound 
slidefilm.  is  being  used  to  increase 
advertising  agency  membership  by 
the  Audit  Bureau  of  Circulation. 
The  slidefilm  was  introduced  at  the 
annual  ABC  convention,  October  20. 

Adventure  into  Space  shows  how' 
verified  circulation  statements  guide 
agencies  in  selecting  media.  The 
film  points  out  that  buyers  of  ad- 
vertising have  the  majoritv  of  bu- 
reau board  members  but  most  of 
the  costs  of  operation  are  paid  by 
publisher  members. 

The  film  was  shown  Nov.  6  to 
business  publications  representatives 
at  a  meeting  of  the  Dotted  Line 
Club.  James  F.  Devine.  bureau 
representati\'e.  presented  the  film 
and  explained  business  paper  audit- 
ing procedures.  J.  Walter  Thompson 
Co.  cooperated  in  preparing  the 
slidefilm. 

Skinner  Completing  Phone  Film 

♦  A  new  interdepartmental  informa- 
tion film  for  the  New  York  Tele- 
phone Company  has  gone  into  pro- 
duction at  the  industrial  films 
branch  of  Charles  E.  Skinner  Pro- 
ductions in  New  York. 

The  film  is  in  Kodacbrome  color 
and  is  being  directed  by  Albert 
Kelley.  The  script  was  written  bv 
Basil  Beyea  who  recently  completed 
the  atomic  energy  films  for  Warner 
Brothers.  Raymond  J.  Rand  is  the 
associate  producer. 


Organizations  Everywhere 
Depend  On 

AMPRO  TAPE  RECORDERS 

for  a  Multitude 
of  Business  Uses 


•  two  speeds  for  complete  versatility 

•  outomatic  selection  locator 

•  electro-magnetic    "Piano-Key"   controls 

•  electronic-eye  recording  level  indicator 


we  depend  on 
AMPRO  projectors' 

-Gloria  Allen 
Sales  Training  Director,  Sportswear  Divisions 
Jantzen,  Inc. 


Vivid  training  films  boost  Jantzen  sales, 
but  tight  travel  schedules  leave  no 
room  for  equipment  failures,  resched- 
uled runs.  Every  showing  must  tell  the 
story  in  fast  and  foolproof  fashion,  so 
on  the  road,  Jantzen  uses  Ampro  pro- 
jectors. In  the  Jantzen  plant,  Ampro's 
brilliant  screen  image  and  faithful 
sound  reproduction  bring  all  the 
message  of  industrial  training  films  to 
everyone  who  sees  them. 

Jantzen  is  one  of  the  thousands  of 
companies  who  use  Ampro  projectors 
.  .  .  each  one  to  tell  a  story,  present  an 
idea  or  solve  a  problem.  Consider  the 
many  ways  in  which  motion  pictures 
can  perform  for  your  organization. 
Call  your  Ampro  audio-visual  dealer 
to  arrange  for  a  no-obligation  demon- 
stration of  how  Ampro  projectors  can 
serve  your  needs. 

yi^jliCj  "Screen  Adventures"  booklet  lists  no- 
cost  and  low  rental  films  you  con  use!  325  ideas 
for  business,  clubs,  education.  Moil  coupon  for 
your  free  copy  now. 


AMPRO... 


A  SUBSIDIARY  OF  GENERAL  PRECIS  ION  EQUIPM  ENT  CORPORATION 


Ampro  Corporation 

2835    N.    WESTERN    AVENUE 
CHICAGO    18,    ILLINOIS 

Gentlemen: 

Without  obligation,  please  send  me  a  copy  of  "Screen 
Adventures,"  your  picked  list  of  325  16mm  films  with  synopses, 
running   times  and  suggestions  for  use. 
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»» IN  CANADA! 

RAPID  GRIP  and 


RIGHT   OFF   THE   REEL: 


LIMITED 

FILM  PRODUCERS 


MOTION     PICTURE     DIVISION 
1640    the    QUEENSWAY 

TORONTO     14,     ONTARIO 


the  proof 


IS  in. 


^^^^ 


the  projector  I 

WHERE    OUR    16  MM    LAB    AND    SOUND 
RECORDING  SERVICES  ARE  CONCERNED 

Expert  printing  and  processing 
comes  to  life  in  the  projection  room. 
Let  us  handle  your  next  job 
and  prove  that  this  personalized 
attention  costs  no  more. 

ar»/f  today  Jot  detailed  description 
yJA      oj  our  services  and  prices. 
FISCHER 

PHOTOGRAPHIC 
\i\  LABORATORY,    Inc. 

1731   No.  Mobile  A»e.,  Chicago  39,  111.  ME.7.5316 


(CONTINUED  FROM  PAGE  SlXl 
lers  in  San  Diego  where  the  Hornet  has  been 
stationed.  Navy  officers  have  informed  Wolff  that 
the  picture  is  ''an  outstanding  contribution  to 
morale  and  welfare"  of  the  service. 
«        *        « 

In  Which  Our  Reviewer  Grinds  His  Gears 
Over  (or  Because  of)  Some  Ever-Lovin'  Oil 

♦  \\f'\e  been  looking  at  oil  (c.iii|jaii\  iiictures 
for  the  past  fifteen  years.  One  thing  that  always 
puzzles  me  is  the  great  difference  between  Our 
oil  and  the  competitors"  oil.  Our  oil  is  always  a 
beautiful  golden  yellow  color;  the  other  fellows' 
oil  looks  like  road  tar. 

We  always  take  a  long  trip  with  dozens  of 
cars  in  a  caravan  when  we  make  movies  about 
Our  oil.  \S'e  travel  zillions  of  miles  through  the 
hottest  deserts  and  the  snowiest  mountains.  Our 
oil  is  still  golden  vellow.  we  never  use  a  drop. 
Our  piston  rings  shine,  our  valves  come  out  like 
pure  burnished  silver.  But  the  other  fellows"  oil? 
Gunkl  AH  the  other  oil  companies  make  oil  that 
is  full  of  grit  —  it  corrodes  your  engine.  leaves 
deposits  like  a  mighty  flock  of  guano-bearing 
birds,  and  we  use  gallons  of  it. 

All  the  oil  companies  make  movies  and  all  of 
them  have  beautiful,  golden,  shining,  oily  motor 
oil.  X^Tio  supplies  mo\  ie  producers  with  the  ever- 
present  competition  Gunk? 

*        •        # 

May  We  Introduce  Jos.  E.  Henabery,  Author 
of  Our  Recent  Piece  "The  Director's  Role?" 

■¥■  A  couple  of  issues  ago.  Bi  siness  Screen  car- 
ried a  speech  abstract  article  titled  ""The  Direc- 
tor"s  Role""  which  briefly  set  forth  the  activ  ities  of 
a  motion  picture  director  and  indicated  his  pre- 
requisities  and  responsibilties.  Retread  gremlins 
plaved  hob  with  two  letters  in  the  name  of  the 
author  of  this  piece,  an  error  we  hereby  rectify: 
the  author's  name  is  Joseph  E.  Henabery.  ^  e  are 
happv  to  report  that  Mr.  Henabery  is  preparing 
detailed  information  on  the  specific  nature  of 
factual  motion  picture  production. 

Checking  pitfalls,  the  new  material  will  de- 
velop yardsticks  which  will  be  useful  in  script 
selection  and  production.  Writes  director  Hena- 
bery. "Yardsticks  will  also  prove  helpful  in 
guarding  against  fly-by-night  producers  who  are 
(concluded  on  pace  fifty -eichti 


A  SUPERB  COLLECTION  OF 

MOOD  AND  BRIDGE  MUSIC 

For  Details  Write: 

AUDID-MASTEH  Corp. 

17  East  45th  St.  •  New  York  17,  N.  Y. 


SYMBOL    OF 

PROFESSIONAL 

QUALITY 


tMPiftt  mmuE 

INCORPORATED 

Films     for    i  n  d  u  t  t  r  y     and     television 

1920     LYNDALE     AVENUE    SOUTH 
MINNEAPOLIS    5.    MINN. 


OXBERRY 


means 


animation 
equipment 
specialists 


Animation  and  Title 
Stands  •  Compounds  • 
Optical  Printers  •  Com- 
bination 35-16  mm  Proc- 
ess Cameras  •  Stop 
Motion  Motors  •  Pegs, 
Punches,  Reticles,  etc. 

Prompt  deliveries 

Write  For  Brochures: 

The  ANIMATION  EOUIPMENT  Corp 

38  Hudson  St_  DeplBU  New  Rochelle.  N.  Y. 
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Ad  agency  execs  attending  film  clinic  at  Consolidated  Film  Industries  watch 
as  CFI    vice-president   Sid    Solow   explains    optical    effects    (story    below). 


California  Ad  Agency  Men 
jLearning  Film  Lab  Facts 

'♦  A  program  to  acquaint  advertis- 
ing personnel  with  basic  techniques 
of  film  processing  has  been  in- 
augurated by  Consolidated  Film  In- 
dustries. Hollywood.  The  '"Agency 
Film  Clinic"  is  a  three-hour  course 
whJcb  includes  a  lecture  on  film  pro- 
cedures, laboratory  inspection  tour, 
[projection  demonstration  and  dis- 
cussion forum. 

I  Sid  Solow.  CFI  \  ice-president  and 
general  manager,  conducts  the  ses- 
sions with  emphasis  on  film  tech- 
nology and  techniques  that  most 
Idirectly  concern  the  advertising 
agency.  Solow'  has  lectured  in  cinema 
arts  at  the  I  niversity  of  .Southern 
California  for  the  past  eight  \ears. 
Since  originating  the  program 
several  months  ago.  CFI  has  hosted 
irtually  every  major  agency  in 
Southern  California.  I  pon  comple- 
tion of  the  program  in  No\ember. 
CFI  plans  to  institute  a  "slightly 
advanced"  course  for  those  who 
have  attended  the  initial  meetings. 
The  clinic  sessions  will  be  con- 
tinued during  coming  months, 
according    to    CFI    announcement. 


Commercial  TV  Net  Names 
Officers;   Plan   Closed   Circuit 

♦  Llovd  W  .  Durant  has  been  elected 
president  and  \X  illiam  F.  Hogan 
\ice-president  of  Commercial  Tele- 
cast Networks.  Inc. 

Prior  to  assuming  his  new  post. 
Mr.  Durant  spent  a  number  of  years 
in  the  advertising  field  as  a  radio- 
television  exectuive  with  Compton 
.Advertising.  Inc.  and  Biow.  Biern. 
Toigo.  Inc.  Before  this  he  was  a 
motion  picture  producer  and  direc- 
tor with  such  companies  as  March 
of  Time.  RkO  Pathe.  Inc.  and  Louis 
de  Rochemont. 

Mr.  Hogan  was  formerK  jircsi- 
denl  of  Conmiodity  !Sews  Services. 
Inc. 

Connnercial  Telecast  Networks. 
Inc..  organized  earlier  this  year, 
provides  an  audio-visual  service  to 
business  in  the  closed  circuit  tele- 
vision field.  In  addition  to  program- 
ming, production  and  suppUing  of 
TV  circuits  and  large  screen  view- 
ing facilities  in  theatres  and  hotels, 
the  compan\  produces  television 
programs  and  industrial  motion  pic- 
tures through  its  CTN  Film  Produc- 
tions division. 


^^^ 

^ 


TELEVISION 


TEN  years  experience  in  syndicating  films  to 
television  stations  guarantees  the  best 
coverage  that  can  be  obtained  for  your  films. 

INDUSTRI.\L  FILM  DIVISION 

STERLING  TELEVISION  CO.,   INC. 

205  EAST  43rd  STREET       NEW  YORK  17,  N.  Y. 


HERE    IT   IS  .  . 


PATENT 
PENDING 


THE 


DUAL  READER 


Price:  $195.00 
(less  viewer) 


•  NOW  YOU   CAN   HEAR   SOUND 
with  any  silent  picture  viewer! 

•  SINGLE   and   DOUBLE  SYSTEM! 

•  HI-FI   LIP-SYNC   SOUND! 

•  SEND   FOR   DESCRIPTIVE   LITERATURE! 


THE   CAMERA  •  MART,    inc. 


1845   Broadway  at  60th  St. 
NEW  YORK  23,  NEW  YORK 


Phone:    Circle    6-0930 
CABLE:  CAMERAMART 


GIVES  YOU  THE  IMPACT,  MOVEMENT  AND  FLEXIBILITY 
OF  MOTION  PICTURES  ON  A  SLIDE  PRESENTATION  BUDGET 


Celloiiiatic  offers  yon  a  complete  \isiial  staff.  Art, 
color  photogiaphy.  photo  processing,  typogiaphy  and 
creative  production  departments  are  all  under  one 
roof.  This  insures  your  sales  meeting  the  ideas,  eye 
appeal,  visual  impact  and  professional  showmanship 
it  must  ha\'e. 


>  CELLOMATIC  CARBON  ARC 

PROJECTION 

Front  or  rear  screen 
Sizes  up  to  15'-20' 

i  CELLOMATIC  FILM 

>  SLIDES 
,  VU-GRAPH 
.  SLIDE  FILMS 
.  SALES  TRAINING  AIDS 
•  STAGING  SPECIALISTS 


Write  for  information  today. 
Better  yet,  see  Cellomatic 
in  adiini  at  .  .  . 


CELLOMATIC  CORP.       7 

PATENTED     BY  ■  HOWELL-ROGIN     STUDIO.     INC 


756   SEVENTH   AVE.,   NEW   YORK    19.   N.Y. 
c  PLaza    7-7895 


NUMBER      7 


VOLUME       16 


1955 


57 


/I  '  -h 

1 

J  n  una  lion 

PETER   A.   BUTZEN 

SERVING  THE  ART 

AND 
ANIMATION  NEEDS 

OF 
MOTION  PICTURE- 
PRODUCERS        ', 

£xaus/v£ty     ' 

• 

159 

EAST  CHICAGO  AVE. 
CHICAGO  11,  ILL. 

• 
superior  7-8985 

^ 

Tempo  Heavy 
Condensed  Italic 


Above  lines  set  in  36  point 


Available  in  24.  30,  36.  42.  48.  60  and   72   point  sizes 

. . .  where  space  is  limited  and 
that  extra  "punch"  is  needed 

One  of  many  typefaces  available  in  Knight  Studio  Titles 

KNIGHT  STUDIO,  Chicago 

159  East  Chicago  Avenue 
x- "X 

Hay  Lytton 

PHDDUCTIDIVS 

A^  Matian  Pictures 

-^  Slide  Films 

Lisle,  Illinois 

Phone:  Downers  Grove  2851 


IMMEDIATE  CASH 

FOR 

CAMERA  EQUIPMENT 

NEED  EYEMOS  (SINGLE  LENS  AND  TURRET), 
MITCHELLS.  ARRIFLEX.  DE  BRIES,  B&H  STAND- 
ARDS AND  HI-SPEEDS.  WALLS.  AKELEYS,  CINE 
SPECIALS,  AURICONS.  MAURERS.  FILMOS. 
ALSO  BALTARS.  COOKES  AND  OTHER  LENSES. 
SOUND  STAGE,  LABORATORY  AND  EDITING 
EOUIPMENT  OF  ALL  TYPES  REQUIRED.  PLEASE 
SHIP  INSURED  OR  FORWARD  DESCRIPTIONS 
AIRMAIL    IMMEDIATE   PAYMENT. 

GORDON    ENTERPRISES 

5362  N.  CAHUENGA  •  N.  HOLLYWOOD,  CAL 


RIGHT  DFF  THE  REEL: 

(CONTINUED       FROM       P.\GE       SIX) 

long  on  ])roniises  and  ?hort  on  performance.  They 
will  make  it  clear  that  films  cannot  be  bought  on 
the  basis  of  price  alone;  that  the  experience  and 
integrity  of  both  producer  and  director  are  vital 
to  the  making  of  a  successful  picture."  ^ 

«        »        # 

New  York's  Governor  Harriman  Cites 
Films'  Value  in  State  Catalog  Foreword 

+  The  New  York  State  Department  of  Commerce 
has  announced  the  publication  of  a  new  70-page 
Film  Library  Catalog  listing  several  hundred 
16mni  sound  films  available  from  the  headquar- 
ters and  13  regional  offices  of  the  department. 

"In  the  realm  of  modern  communication  and 
education,  motion  pictures  —  which  combine 
visual  presentation,  sound  and  action  —  are  one 
of  the  most  effective  media."  Governor  Harriman 
declares  in  a  foreword  to  the  catalog. 

"Films  are  an  important  aid  in  scores  of  learn- 
ing situations  —  for  school  children  studying  our 
nation's  history,  for  industries  examining  new- 
manufacturing  sales  techniques,  for  farmers 
adopting  new  machinery  or  methods,  for  house- 
wives interested  in  new  cooking  or  child  care 
procedures  or  for  civic  groups  launching  new 
community  projects." 

The  catalog  lists  motion  pictures  under  12 
major  classifications:  Agriculture  and  Farm 
Products.  Education  and  Information:  .(Vviation; 
Business  Education  and  Training:  Commerce 
and  Industry:  Community  Education.  Informa- 
tion. Planning  and  Housing:  Conservation:  Con- 
sumers Education  and  Information:  Family  Edu- 
cation and  Information:  Industrial  Education 
and  Training:  Safety  Education  and  Training; 
Transportation  and  Communication,  and  Travel 
and  Recreation. 

Groups  desiring  free  copies  of  the  catalog  may 
obtain  them  by  writing  the  New  York  State  De- 
partment of  Commerce.  112  State  Street,  Albany 
7,  New  York.  §■ 

*       *        » 

Ernest  Black  to  Exec  Post  at  Technicolor 

-K  Ernest   L.   Black   has   joined   the   Technicolor 

Motion  Picture  Corporation  in  a  top  executive 

position.  He  assumed  his  new  duties  November  1. 

Black  comes  to  Technicolor  from  Borg-Warner 


STATEMENT  REQl'IRED  BV  THE  ACT  OF  AUGUST 
24.  1912.  AS  AMENDED  BY  THE  ACTS  OF  MARCH  3. 
1933.  AND  JULY  2.  1946  (Title  39.  United  States  Code. 
Section  233>  SHOWING  THE  OWNERSHIP.  MANAGE- 
MENT. AND  CIRCULATION  OF  Business  Screen  Maga- 
zine, published  eight  times  annually  at  Chicago.  Illinois,  for 
October  I.   1955. 

1.  The  names  and  addresses  of  the  publisher,  editor,  man- 
aging editor,  and  business  managers  are:  Publisher  and 
Editor.  O.  H.  Coelln.  Jr..  7064  Sheridan  Road.  Chicago.  III.  : 
Managing  Editor,  Edward  McGrain,  7064  Sheridan  Road, 
Chicago,  111. 

2.  The  owner  is:  Business  Screen  Magazines.  Inc..  7064 
Sheridan  Road.  Chicago.  111.;  O.  H.  Coelln.  Jr.,  7064  Sheri- 
dan Road,  Chicago.  III.  :  Robert  Seymour.  Jr.,  P.O.  Box  398. 
Southampton.  New  York:  James  E.  Almond,  221  N.  LaSalie 
Street.  Chicago.  111. :  Dale  McCutcheon,  Evanston,  Illinois : 
May  D.  Speer,  Laguna  Beach.  California  ;  Mrs.  C,  Sherwood 
Baker.  Evanston.  Illinois. 

3.  The  known  bondholders,  mortgagees,  and  other  security 
holders  owning  or  holding  1  percent  or  more  of  total  amount 
of  bonds,  mortgages,  or  other  securities  are:  None. 

4.  Paragraphs  2  and  3  include,  in  cases  where  the  stock- 
holder or  security  holder  appears  upon  the  books  of  the 
company  as  trustee  or  in  any  other  fiduciary  relation,  the 
name  of  the  person  or  corporation  for  whom  such  trustee  is 
acting  :  also  the  statements  in  the  two  paragraphs  show  the 
affiant's  full  knowledge  and  belief  as  to  the  circumstances 
and  conditions  under  which  stockholders  and  security  holders 
who  do  not  appear  upon  the  books  of  the  company  as  trustees, 
hold  stock  and  securities  in  a  capacity  other  than  that  of  a 
bona  fide  owner. 

O.   H.  COELLN.  JR..    Publisher 
Sworn  to  and  subscribed  before  me  this  11th  day  of  Octo- 
ber, 1956. 

ROBERT  F.  DREYER 
(SEAL)  (My  commission  expires  January  27,  1969.) 


Corporation  where  he  served  with  distinction 
vice-president  and  general  manager  of  the  PetrS 
Mechanics  Kesearch  Division.  He  has  extensij 
industrial  experience  in  technical  matters  relati] 
to    product    engineering,    jirodudion    costs    anol 
manufacturing   plant   operation. 

Chicago  Sun-Times  Headlines  State  Safety 
Film  Project  Promoted  by  Texan  Roy  S.  Sims 

*  The  Suiida>.  _No\ciiilie-i  (>.  front  page  of  ihi 
Chicago  ."^U-N-l  IMES.  leading  metropolitan  daily 
headlined  "Link  State  Police.  Ex-Con  In  Roac 
Film  Shakedown"  and  followed  its  expose  wit} 
two  subsequent  daily  features  on  the  curious  ias< 
of  Public  Safety  Pictures,  Inc.  and  Roy  S.  Sim 
of  Dallas.  Texas,  promoter  of  "syndicated"  salit\ 
motion  pictures  for  which  donations  from  busi 
ness  firms  are  sought  on  behalf  of  state  highwa> 
departments. 

The  Sl'N-Times"  story  makes  capital  of  the  fac 
that  state  highway  policemen  solicited  dona 
tions  on  behalf  of  these  films  in  Illinois:  tha 
S38.542..50  was  raised  for  an  18-minute  blaci 
and  white  16mm  film  it  estimated  to  cost  hal 
that  amount  to  produce.  But  it  also  revealed  tha 
the  states  of  Illinois.  Michigan.  Kentucky,  Missis 
sippi.  Tennessee.  Georgia,  the  City  of  Ne' 
Orleans  and  Dade  County.  Fla.  have  been  doin 
business  with  an  ex-convict  whose  record  of  cor 
victions  includes  five-year  terms  in  the  Te\a 
State  Prison  and  at  Fort  Leavenworth.  Kan, 

An  analytical  article  on  this  kind  of  film  prt 
motion  is  being  carefully  documented  for  a 
early  issue  of  Business  Screen.  i. 


Wiliiatn  HilfiatHck  ^aif^t 

^'Please  accept  my  sincerest  congratula- 
tions for  the  music  score  you  provided  for 
our  new  film  made  by  Marathon  TV  JS'eirs- 
reel.  .  .  \our  music  selection  indicated 
great  discretion  and  the  effect  you 
achieved  made  it  a  very  definite  and 
complete  job  of  motion  picture  crafts- 
manship.^^ 

William  Kilpatrick 
Public  Relations  Manager 
Sikorsky  Aircraft 


FILM  MVSIC  Im. 


corelli- Jacobs 

FILM  MUSIC  Ine. 

1600     BROADWAY 

NEW     YORK      19.     N.Y. 

JUdson    6-6673 


LAB -TV 

PROFESSIONAL 
16mm   Black  and  White 
REVERSAL  PROCESSING 

• 

Processing  on  hourly  schedules 
for  leading  TV  Stations  and  Producers 

FASTAX  SPECIALISTS 

• 

Write  for  Circular 
247  West  46th  St.       New  York  36,  N.Y. 


5S 


BUSINESS     SCREEN     MAGAZIN 


'aradox  of  Chicago's  Growth  & 
^V    Production    Fall    Appraised 

>t  Frank  appraisal  of  Chicago's  fail- 
jre  to  get  a  respectable  share  of 
currently  zooming  television  produc- 
ion  volume  was  made  by  Fred 
Niles.  Kling  Film  Productions  vice- 
bresident.  in  a  recent  speech  before 
'he  Chicago  Chapter  of  American 
jS'omen  in  Radio  and  Television. 
'  "Chicago  is  the  nations  railroad 
jenter.  hub  of  the  trucking  industry," 
Niles  declared.  "It  leads  all  other 
industrial  areas  in  the  making  of 
Bteel.  housewares,  radio  and  tv  sets. 
electrical  machinerv.  It  leads  in 
meat  packing;  in  industrial  re- 
search. And  the  future  will  be  even 
greater  with  the  St.  Lawrence  Sea- 
|Way  making  Chicago  an  inland  port. 
(Paradoxically,  while  the  city  of  Chi- 
cago— and  the  television  industry — 
row  and  climb  upward,  the  tele- 
ision  business  here  slides  down- 
ward." 

Niles  saw  several  reasons  for  Chi- 
cago's lack  of  radio-tv-film  business 
and  business-loss  to  New'  \  ork  and 
Hollywood,  a  chief  one  being  that 
"We  have  a  defeatest  attitude  and 
won't  fight  for  our  share  of  the 
business  which  goes  to  either  coast. " 
Other  reasons:  failure  to  recog- 
nize good  talent:  high  union  rates 
which  tend  to  inflate  prices;  low 
salaries  paid  to  creative  people; 
critics  who  slam  Chicago  theatrical 
organizations  of  any  type:  lack  of 
support  for  industry  organizations 
due  to  little  itnagination  exercised 
in  finding  stimulating  industry  lead- 
ers to  speak  at  meetings;  lack  of 
trade  press  support  in  other  cities. 
By  thinking  in  bigger  terms,  new 
ideas  and  utilizing  the  new  technical 
developments  which  allow  for  tre- 
mendous flexibility,  Niles  believes 
Chicago  can  regain  its  position  in 
the  industry. 

He  cited  as  relatively  undeveloped 
fields,  geriatrics,  farm  and  Negro 
markets,  conventions,  industry,  crim- 
inology and  film  distribution. 

"Chicago  is  the  convention  center 
of  the  nation."  Niles  said,  "yet  I 
know   of  no   one  who   is   doing   an 


outstanding   job   in   capitalizing   on 
conventions.  ' 

Niles  further  suggested  vertical 
programming,  specialized  programs 
slanted  to  smaller  audience  seg- 
ments— programs  aimed  at  mothers 
of  the  very  young,  at  older  members 
of  society,  Chicago  industry,  Chi- 
cago itself  as  a  place  for  business. 
"Though  we  might  never  be  the 
night-time  origination  center,"  he 
declared,  "I  say  that  Chicago  can 
be  a  daytime  programming  mecca." 


Editing  Facilities 


Hollywood  Film  Company 

956  N.  Seward  St.,  Hollywood  38 
Phone:  Hollywood  2-3284 

Date  of  Organization:  1938 
Ben    1  citclb.ium.  l'iiilti<> 
Harry  1  eitclb;ium.  Partner 
Services:  Manufacture  and  distribute 
precision  editing  ec|uipment  and  sup- 
plies, reels,  cans  and  shipping  cases. 
Sell  editing  supplies  and  equipment, 
motion   picture  reels,  cans,  cases. 
Facilities:     Synchronizers,     aiuomatic 
film     splicers,     film     racks,     rewinds, 
flanges,    film    edge    numbering    ma- 
chines. 

Special  Seryices:  Available  (or  rentals 
—cutting  rooms.  90  film  vaults.  Movio- 
las, and  all  other  types  of  editing 
equipment. 

References:  Consolidated  Film  In- 
dustries: Metro-Goldwvn-Mayer  Stu- 
dios; Iwcntieth  Century  Fox  Film 
Co.:  General  Film  Laljuratory,  Film- 
service  Laboratories;  Warner  Broth- 
ers: Republic  Studios:  Paramount 
Studios. 

Lawrence  F.  Sherman,  Jr. 

Motion  Picture  Editorial  Service 

630  Ninth  Ave.,  New  York  36 

Phone:  JUdson  2-2988 

Date  of  Organization:  1948 
LawTcnce  F".  Sherman,  Jr.,  Ownfr 
SerA'iccs:    Complete    editorial    service 
and  production  supervision. 
Facilities:    Complete    equipment    for 
editing  35mm  and  f6mm  film. 
Special  Services:  Complete  studio  f:i- 
cilities  in  Winter  Park,  Florida. 
References:     New     York    Telephone 
Co.,    Bakelite   Corp..   Dept.   of   State, 
American    Cyanamid    Co.,    Young    &: 
Ruliican. 


COLOR  SLIDEFILMS 

FOR  INDUSTRY 

COLOR  FILMSTRIPS 

FOR  EDUCATION 

Specialized  equipment  and  the  know-how  of  a  group  of  specialists  who 
have  worked  together  in  producing  over  550  color  films.  If  you  want 
a  complete  production  or  require  specialized  assistance  on  any  production 
problem,  contact  Henry  Clay  Gipson,  President  .  .  . 

FILMFAX  PRODUCTIONS,  10  E.  43,  N.Y.  17,  N.Y. 


ighting  problems 


call  Jack  Frost 


Any  time  the  job  calls  for  extra  light- 
ing, tough  lighting  problems  on  the  set 
or  on  location  anywhere,  coll  on  Jack 
Frost,  world's  largest  supplier  of  tem- 
porary lighting  facilities. 

Our  complete  equipment  and  expert 
skills  in  lighting  have  been  used  for 
yeors  on  some  of  the  country's  top 
shows,   movie  sets  and  TV   productions. 


Rental  Equipment  at  low  cost.  Service 
includes  installation  and  removal  oil  at 
the  one  low  cost. 


Biggest  Event  in  Film  Publication:  The  6th  Annual  Production  Review 
Issue  of  Business  Screen  Magazine  Appears  Next  February,  1956! 


You  Asked  for  it- Here  it  is 


TWIN-SELECTROSLIDE 
WITH  96  SLIDE  CAPACITY 

Here's  on  unbelievably  versotile 
outomalic  slide  changing  projector 
using  2x2"  slides.  (These  can  be 
mode  from  natural  color  or  block- 
and-whtTe  35mm  film).  Here's  projec- 
tion as  you  want  it— and  need  it,  with 
scientific  precision  and  accuracy. 


either  by  remote  control  or  set  auto- 
motic  controls,  to   run  confnuously. 

SELECTROStlDE  helps  you  sell 
ideas,  products,  facilities  ...  we  will 
be  glad  to  send  you  the  name  of  our 
nearest  dealer  to  demonstrate  the 
new  TWIN-SELECTROSLIDE  or  any 
of  our  other  excellent  models.  Write 
for  illustrated  literature. 


#  Greater 

flexibility 
and  efficiency 


•  Endless  sound 
adoption 
it  possible 


YSpindler  &  Sauppe  "^ 
o       2201  Beverly  Blvd  ,  Los  Angeles  57,  Colif.,  Phone:  DUnk 


ESTABLISHED  1924 


NUMBER 
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59 
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Did  You  Say 

INKING 
and 

PAINTING 


\\ 


Yes,  film-art  service 
renders  your  animation 
faithfully  and  In  any 
technique. 


For  Inking,  Painting  and 
Pre-Camera  check  call 


CIRCLE  6-2426 


Bliu-art 


SERVICE 
4)    WEST   47TH   STREET 
NEW  YORK  36,   N.  Y. 

Accfafe  renderings  tor  Animaled  Corloons,  V'uvol  Aids, 
SlidtKlms. 


PRODUCERS 

OF 

MOTION     PICTURES 

FOR 

CANADIAN 
I N  DUSTRY 

EDUCATIONAL 
AND   TRAINING    FILMS 

TELEVISION    PRODUCTIONS 

THEATRE    TRAILERS 

SLIDEFILMS 

• 

TRANS-CANADA 
FILMS  LTD. 

1210     Burrard     Stroet 
VA.NCOINFR.     n.C. 


First  All-Color  Television  Station  Is 
NBC's  Chicago  Outlet,  WNBQ 

-K  riu-  first  all-color  li-li'\  isiori  >lalion  in  tin-  uorlil 
is  schedulid  to  start  o|»-ration  in  mid-April.  19.56 
when  \^'NBO.  the  National  Broadcastin;:  Co.  key 
(Chicago  outlet,  is  totalh    corn  cried   from   Mack 
white  transmission. 

MI-ccdor-WNBO  will  ser\e  as  a  major  bridge- 
head in  the  effort  i>f  the  Hadio  Corp.  of  America 
and  NBC  to  deeisiveh  change  the  complexion  of 
cathode  tubes  across  the  nation. 

Augmenting  network  color  programs,  all  live 
programs  originating  at  WNBQ  will  be  in  color. 
This  means  the  station  h  ill  broadcast  about  10 
hours  of  color  presentations  daily.  The  color  will 
be  telecast  in  RCA  compatible  color  television 
which  will  allow  the  programs  to  be  received  in 
black   white  on  present  black/white  receivers. 

Brig.  General  David  .Sarnoff.  chairman  of  the 
boards  of  RCA  and  NBC.  described  plans  for  the 
color  conversion  in  a  dramatic  closed-circuit 
Iv  press  interview  originating  in  the  Colonial 
Theatre.  New  York.  During  the  interview.  Sarnoff 
told  public  officials  and  newsmen  gathered  in 
\V'NBQ"s  studios  in  the  Chicago  Merchandise 
Mart  that  NBC-RC.'V  know-how — and  evervthing 
learned  in  the  coming  Chicago  experiment  —  will 
be  made  available  to  the  tv  industrv  in  order  to 
prompt  widespread  participation. 

"We  are  now  set  up  to  produce  color  receivers 
and  color  tubes  in  quantitv."  Sarnoff  said.  RCA 
is  installing  cohir  sets  at  a  rate  of  1.000  a  week, 
according  to  Sarnoff.  who  anticipates  an  RCA 
sale  of  200.000  tint  sets  in  19.56. 

Among  WNBQ  shows  originating  in  Chicago 
which  will  serve  in  the  tv  color  campaign  are 
John  Ott's  "How  Does  Your  Garden  Grow" 
series;  "Zoo  Parade"  and  weatherwizard  Clint 
Youle.  Ott  s  color  films  were  used  to  convince 
the  Federal  Communications  Commission  of  the 
RCA  system's  merit  when  the  corporation  was 
pleading  for  a  governmental  go-ahead. 

\\  NBQ's  facilities  will  be  remodeled  bv  .'\pril 
1.5.  it  is  planned.  These  facilities  will  consist  of 
three  color  studios  with  five  live  cameras  and 
two  film  cameras.  The  color  set-up  will  cost 
SI. 250.000. 

More  than  40  hours  of  network  color  t\  pro- 
graming a  month  are  being  transmitted  to  NBC 
stations.  The  lt)4  NBC  outlets  now  equipped  to 
transmit  color  network  shows  are  said  to  cover 
909?  of  the  country's  tv  homes.  IB' 
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BUSINESS     SCREEN     MAGAZIN 


Drqanized  Effort  of  LaboratoriBS    method  of  marking  work  prints 
Works  for  Uniform  Practices      I  TO  indicate  effects 


Association  of  Cinema  Laboratories  Completes  First 
Three  Reports  of  Committee  on  Pre-Print  Preparation 


rIDIVIDUALITV  is  one  of  the 
prime  assets  of  the  16mni  motion 
picture  industry.  Individual  con- 
cepts of  purpose  and  production. 
original  techniques  adapted  to  par- 
ticular goals  are  the  ingredients 
which  separate  this  diffuse  industry 
from  the  glamour  world  which 
specializes  in  filmed  entertainment. 
At  creative  and  managerial  levels, 
this  individuality  remains  the  in- 
dustry s  chief  asset.  In  the  exacting 
science  of  processing  levels,  it  has 
become  an  all-too-open-end  head- 
ache. 

Producing  companies  and  their 
processing  helpmates,  the  film  labo- 
ratories, have  become  increasinglv 
aware  that  individualitv  in  the  me- 
chanical preparation  of  film  hampers 
the  efficiency  of  their  maturing  in- 
dustry. Through  recent  efforts  of 
the  Association  of  Cinema  Labora- 
tories. Inc.  the  lack  of  a  common 
language  and  operational  disicipline 
among  companies  engaged  in  the 
very  business  of  translation  is  being 
pursued  with  sound  remedy. 

Circulated  to  16mm  Producers 

This  Autumn,  the  Association  of 
Cinema  Laboratories  started  circu- 
lating to  16nim  producers  its  recom- 
mendations for  the  preparation  of 
A  &  B  rolls,  the  preparation  of 
16mm  printing  leaders  and  method 
of  marking  work  prints  to  indicate 
effects.  Perfected  and  adopted,  these 
and  the  recommendations  of  other 
Association  committees  will  serve  to 
standardize  the  pre-print  prepara- 
tion of  16mni  motion  picture  film 
and  will  help  establish  a  universal 
working  custom  and  language  be- 
tween producers  and  laboratories. 

The  .Associations  efforts  toward 
standardization  are  a  practical  ex- 
ample of  industrial  unitv  as  the 
laboratory  organization's  commit- 
tees seek  to  supplement  and 
strengthen  the  larger  framework  of 
the  Society  of  Motion  Picture  and 
Television  Engineers  which  is  con- 
cerned with  standardization  in  all 
phases  of  motion  picture  production. 
The  Association  of  Cinema  Labora- 
tories, in  fact,  began  its  formation 
at  the  1952  SMPTE  Washington 
convention.  From  the  earlv  discus- 
sions of  six  laboratorv  representa- 
tives at  that  time,  the  Association 
has  grown  into  a  force  of  over  30 
member  laboratories. 

To  "best  promote  its  own  aims." 
the    Association     works     with     the 


SMPTE  through  the  Society  s  com- 
mittees and  under  its  general  leader- 
ship. The  Association  means  to 
adopt,  publicize  and  utilize  existing 
SMPTE-.AS.^  standards  that  appl\ 
to  the  needs  of  the  Association  s 
members.  The  .Association  will  work 
through  the  SMPTE  to  modify  exist- 
ing standards  which  do  not  fit  the 
facts  of  laboratory  practice.  \VTien 
the  Association  agrees  on  technical 
material,  it  plans  to  submit  its  sug- 
gestions to  the  SMPTEs  Laboratorv 
Practice  Committee  for  further 
work  and  wider  application.  The 
Association  endeavors  to  bring  ad- 
ditional laboratories  into  the 
SMPTE. 

Three  Committees  Are  Active 

Labors  of  the  Association  of 
Cinema  Laboratories  at  present  are 
divided  among  three  industrv  com- 
mittees: Nomenclature,  headed  bv 
Ru.ssell  Holslag  of  Precision  Film 
Laboratories.  Inc.:  Customer  Rela- 
tions, headed  by  George  Colburn  of 
Colburn  Laboratories.  Pre  -  Print 
Preparation,  headed  by  Byron  Rou- 
dabush  of  Byron.  Inc.  In  developing 
standards,  these  committees  try  to 
harmonize  3.5mm  and  16mm  stand- 
ards, reconunending  separate  16mm 
standards  only  when  it  is  felt  that 
3.5mm  practices  "are  and  should  be 
different  for  good  reasons." 

The  Nomenclature  Committee's 
projects  include  reviewing  SMPTE- 
.AS.A  definitions  to  avoid  duplication 
on  a  term  already  set:  promoting 
use  of  these  definitions  among  As- 
sociation members:  work  on  terms 
"commonly  used,  commonly  con- 
fused, and  not  yet  defined."  Vo- 
cabulary and  definitions  are  being 
established  for  words  to  describe 
different  types  of  16mm  original 
camera  and  printing  materials;  vari- 
ous types  of  splices  and  splicers;  the 
first  print  provided  for  producer  ap- 
proval, workprints  used  in  editing 
and  release  prints. 

Work  on  Customer  Relations 

The  Customer  Relations  Commit- 
tee is  attempting  to  aid  the  producer 
in  his  laboratory  relationship.  To 
laboratory  members,  this  committee 
has  recommended  for  consideration 
and  adoption  these  lab  rules: 

No  separate  charge  to  be  made 
for  short  ends  in  either  black-and- 
white  or  color  16nun  printing.  I  The 
cost  of  necessary  footage  waste  to 
(,  C  O  N  T  IN  L  E  D     ON      PACE     6  4  I 


Reconunetidaliom  of  the  Committee  on  Pre-Print  Preparation  of  The 
Association  of  Cinema  Laboratories,  Inc.: 

Fade-in:  a  fade-in  should  be  marked  by  two  straight  lines  forming  a  long 
"\  ".  lliese  two  lines  run  diagonally  for  the  length  of  the  effect  from  the  edges 
of  the  film  and  converge  at  the  center  of  the  frame  at  the  scene  change. 

Fade-Out:  The  fade-out  sfiould  be  the  reverse  of  the  fade-in,  the  lines  extend- 
ing lor  the  length  of  the  ellect  and  meeting  at  the  center  of  the  frame  at  the 
scene  change  to  indicate  where  the  screen  will  be  totally  dark. 

Dissolve:  a  dissolve  is  in  actual  practice  a  fade-in  of  one  scene  superimposed 
over  a  fade-out  of  another  scene.  "To  indicate  a  dissolve  on  the  work  print,  the 
markings  sliould  be  the  same  as  those  used  for  a  fade-in  and  a  fade-out,  but 
they  should  in  this  case  overlap  each  other.  The  mid-point  of  both  markings 
should  occur  at  the  splice  in  the  work  prim  ;ind  the  markings  should  extend 
an  equal  distance  into  both  scenes. 

Double  Exposures:  Double  exposures,  superimposed  titles,  etc..  should  be 
indicated  bv  cutting  into  the  background  scene  of  the  work  print  a  few  inches 
of  edgenumbered  work  print  of  the  new  superimposed  scene,  to  indicate  where 
the  double  exposure  begins.  Se\eral  inches  of  the  superimposed  scene  should 
then  be  cut  in  to  indicate  the  end  of  the  double  exposure.  These  two  pieces 
should  be  connected  together  by  a  wavy  line. 

To  insure  proper  matching,  it  is  essential  that  one  of  these  small  pieces  of 
work  print  be  edgenumbered  or  identified  in  some  wav. 

Extended  Scenes:  Scenes  to  be  extended  in  matching  that  are  indicated  in 
ilie  \\oik  print  by  leader  should  be  marked  with  a  long  arrow,  the  shaft  of 
which  is  drawn  through  the  leader  and  the  head  of  which  comes  up  to  the  last 
frame  of  the  leader  to  indicate  the  length  of  the  extension. 

Unintentional  Splices:  Splices  occurring  in  the  work  print  that  are  to  be 
disregarded  in  uiaiihing  should  be  indicated  by  two  short  parallel  straight  lines 
drawn  through  the  splice  and  at  right  angles  to  it.  This  would  mean  that  the 
stene  is  not  to  be  cut  at  that  point. 

Note:  It  is  suggested  that  markings  on  the  work  print  be  made  with  a  yellow 
grease  pencil.  This  color  is  recommended  because  it  shows  up  well  on  both 
color  and  black  and  white.  If  any  cues  are  made  on  the  work  print  for  record- 
ing or  mixing  it  is  suggested  that  a  red  grease  pencil  be  used. 

Below:   these   markings   interpret   the    recommendations   of   the 
Committee  on  Pre-Print  Preparation,  odopted  August  1,   1955. 
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STANDARDS    FOR    PREPARATION    OF   ORIGINAL   16  MM  A   &   B   ROLLS 


Hfcoiiniii-inltilioiis  oj  tlic  Coiiniiillic  on  I'lcl'iinl  I'lijiiixttinii  nf  lln 
Association  of  Cinenui  Liilioraloiiis,  Inc.: 

Block  Leoder:  it  is  nioinmeiulcd  that  only  black  Icadir  be  used  bclwicii 
sce^^■^.  I'o  iiisini'  that  tlic  leader  is  0])a()uc.  it  is  sugf^csted  that  the  blaik  leader 
be  nuule  by  lidly  exposin*;  a  j)Osili\e  slock  and  de\'elopiiig  in  a  jjositive  bath. 
If  the  black  leader  is  old.  it  is  also  wise  to  check  it  for  shrinkage.  I'se  blatk 
leader  for  negali\e  .\)s.-U  tolls  also. 

Double  or  Single  Perforated  Leaders:  it  is  lecuinmended  that  only  double 

perforated  leader  be  nsetl  when  all  the  original  is  double  perlorated.  When 
some  or  all  of  the  original  is  single  perforated,  the  use  of  single  perforated 
black  leader  is  rccoininended  to  pre\ent  possible  future  damage  to  the  original. 
The  perforations  in  the  black  leader  should,  of  course,  be  on  the  same  edge 
as  the  perforations  in  the  original. 

Invisible  Splices:  in  order  to  make  I6min  splices  invisible,  it  is  recommended 
that  the  \,VB  rolls  be  prepared  using  the  "checker  board"  tcchnitpie.  This 
technique  is  accomplished  by  alternating  the  scenes  back  and  forth  on  the 
A&B  rolls.  The  splices  should  be  made  in  a  splicer  that  makes  one  of  the  cuts 
on  the  frame  line  and  the  other  cut  in  the  picture  area.  When  splicing  tiie 
scene  to  black  leader,  the  scene  should  be  placed  in  the  splicer  in  such  a 
manner  that  the  scraped  portion  and  visible  cut  o(  the  splice  occur  only  in  the 
black  leader.  .After  splicing  the  head  of  the  scene  in  this  manner,  you  will  note 
thai  in  order  to  correctly  m.ake  the  splice  at  the  tail  of  the  scene,  it  will  be 
necessary  to  turn  the  scene  around  in  the  splicer. 

It  is  recommended,  however,  that  the  producer  consult  his  l.iboratorj  before 
preparing  the  A&B  rolls,  for  a  few  laboratories  request  that  a  number  of  extra 
frames  be  left  on  the  head  and  tail  of  each  scene  in  matching. 

Fades:  W  hen  a  fade-out  is  followed  by  a  fade-in.  it  is  rccommendeil  that  the 
fade-in  scene  be  carried  across  to  the  other  roll  without  any  overlap.  The 
preparation  is  the  same  as  that  used  in  preparing  for  "invisible  splices."  In- 
structions must  be  given  so  that  the  fades  will  be  printed  in  at  the  desired 
places. 

Dissolves:  it  is  suggested  that  48  frames  be  used  as  a  standard  overlap  in 
preparing  A&B  rolls  for  dissolves.  This  does  not  necessarily  mean  that  the 
length  of  the  printing  effect  would  be  48  frames,  but  it  %vill  permit  laboratories 
to  make  dissolves  of  varying  lengths  up  to  two  seconds. 

A  tew  laboratories  request  that  a  number  of  extra  frames  be  left  on  the  head 
and  tail  of  each  scene  in  matching.  In  such  cases,  it  is  necessary  to  follow  the 
particular  laboratory's  recommendations. 

Series  of  Effects:  when  dissolves  or  fades  follow  each  other  at  very  shoit 
intervals,  caution  shoidd  be  exercised.  The  editor  should  remember  that  on 
a  single  roll,  no  new  effect  can  be  started  before  the  last  effect  is  o\er.  It 
would  be  impossible  to  start  a  fade-out  after  a  fade-in,  until  the  fade-in  cycle 
had  been  completed.  With  a  standard  of  48  frames  overlap,  it  is  recommended 
that  the  minimum  length  of  a  scene  that  incorporates  an  effect  at  each  end  be 
no  shorter  than  108  frames  in  the  original  A&B  rolls;  48  frames  for  the  fade-in, 
48  frames  for  the  fade-out.  leaving  12  frames  as  a  safety  factor.  This  scene  in 
the  cut  work  print  would  then  be  no  shorter  than  60  frames. 

Dissolves  Following  Cut-Across:  it  a  dissolve  or  fade  follows  black  leader 
after  a  cut-across  scene  in  the  original  A&R  rolls,  it  is  recommended  that  the 
black  leader  be  no  shorter  than  54  frames.  This  allows  48  frames  for  the 
mechanical  fader  to  fade-out  in  order  to  be  ready  for  the  fade-in  on  the  begin 
ning  of  the  following  effect  scene.  The  54  frame  length  allows  6  frames  as  .i 
safety  factor.  The  same  recommendation  applies  when  the  effect  jjrecedes  the 
cut-across. 

Marking  Dissolves:  ll  is  suggested  that  the  middle  ol  eath  dissolve  l)c  marked 
by  making  a  small  "x  '  in  each  of  two  adjacent  frames  in  the  center  of  each 
fade,  on  both  the  A  and  the  B  roll.  These  two  small  "x's"  should  be  made  on 
the  emulsir)n  side  of  the  film  outside  the  picture  area.  They  will  appear  in  the 
center  of  the  effect  on  the  perlorated  edge  of  the  film  (not  the  track  edge). 
The  two  "x's"  in  the  A  roll  will  then  be  exactly  opposite  the  two  "x's"  in  the 
B  roll  when  both  rolls  are  placed  correctly  in  a  synchronizer.  'I'hus.  the  dissohe 
overlap  can  be  easily  checked  and  correct  synchroni/ation  of  the  rolls  verified. 
The  emulsion  can  be  scraped  by  a  scriber  to  form  the  "x's  "  or  they  can  be 
made  with  a  pen  using  a  white,  waterproof,  quick-drying  ink. 

Splices:  Original  shoulil  be  spliced  with  the  utmost  care.  It  is  reconnnended 
that  before  splicing  any  original  several  test  splices  be  made  to  check  the 
correct  aliginiient  of  the  splicer,  and  the  depth  and  width  of  the  scraped  area. 
Use  only  enough  cement  to  insure  a  good  splice.  Avoid  winding  a  wet  splice 
onto  the  roll  because  it  may  mark  the  next  layer  of  film. 
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Above:   these   markings   interpret   the   recommendations   of   the 
Committee  on  Pre-Print  Preparation,  adopted  August  1,   1955. 

Instructions  to  the  Laboratory:  instructions  should  accompany  each  pro-j 
duter's  him  when  ii  is  sent  to  the  laboratory.  Instructions  should  indicate  in  | 
detail  all  special  effects.  When  footages  are  used  to  indicate  where  effects  are 
desired,  measure  the  footage  from  the  printer  start  mark  in  the  head  leader.) 
Do  not  use  paper  clips,  grease  pencil,  Scotch  Tape,  string,  etc.,  to  indicate 
where  effects  are  desired.  Kum  Kleen  labels  can  be  used  on  the  film  itself  with 
safety.  It  is  recommended  that  the  Kum  Kleen  label  be  placed  on  the  black' 
leader  rather  than  in  the  scene,  and  on  the  emulsion  side  of  the  film.  ' 


PREPARATION  OF  16  MM  PRINTING  LEADERS 

Rcconimeiidations  of  the  Cotnntittcf  on  Prc-PrinI  Pri'patntioii  o|  llir 
.■Issocintioii  of  Cinema  Laboratories.  Ini.: 

The  following  is  a  description  ol  how  ilie  leaders  are  prepared 
and  attached  to  the  rolls  of  film.  In  actual  piactice  a  great  deal 
of  time  can  be  saved  by  pieparing  the  Icadeis  separately,  then 
splicing  on  to  the  rolls,  ilic  followiiio  proccdme  is,  therefore, 
recommended. 

Head  Leaders:  Head  leaders  are  prepared  in  the  following  maimer:  lo  a 
piece  of  double  perforated  white  leader  approximately  8  feet  long  (use  single 
perforated  leader  it  any  of  the  original  in  the  .\k^  rolls  is  single  perforated) 
splice  about  214  feet  of  double  perforated  black  leader  (use  transparent  deal 
leatler  in  place  of  the  black  leader  when  preparing  negative  picture  rolls)' 
Make  one  of  these  tor  each  picture  roll. 

Prepare  the  sound  track  leader  by  splicing  a  piece  of  single  ])erforated  white 
leader  ap])roximately  8  feet  long  to  a  214  foot  piece  of  single  perforated  blacl 
leader.  Place  the  picture  and  sound  leaders  in  the  synchronizer,  emulsion  up 
so  that  the  splices  are  opposite  each  other.  I*"rom  this  point  measure  two  ti  i 
into  the  black  leader  and  make  crayon  marks  on  the  corresponding  trann  ^  11 
each  black  leader.  These  marks  will  indicate  where  the  splices  shmdd  o<  1  u 
when  joining  the  leaders  to  the  picture  and  sound  rolls. 

Now,  turn  the  synchronizer  back  to  the  original  splices,  and  measure  one. 
foot  forward  into  the  white  leader.  Kclilc;)rial  (even)  sync  shoidd  be  here  identij 
fted  by  making  marks  in  the  white  leader.  'I'hree  small  x's  should  be  placed 
lengthwise  in  a  single  Irame  in  the  sound  area  ol  the  track  so  that  it  will  prin ; 
through  to  the  composite  print.  Ihrec  round  dots  should  be  placed  lumiin) 
across  the  film  in  the  corresponding  frames  of  both  picture  rolls.   When   thi 
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Standards  for  the  preparation  of  i6  mm  printing  leaders 


rallies  with  the  three  dots  in  the  picture  rolls  are  opposite  the  frames  with 
he  three  x's  in  the  track,  the  rolls  will  then  be  in  "eciitorial  sync." 

Now  to  establish  the  projection  (advanced)  sync  marks  on  the  picture  rolls, 
n  the  picture  leader,  counting  the  next  frame  preceding  the  editorial 
ync  mark  as  number  one.  count  forward  exactly  26  frames  toward  the  head  of 
he  white  leaders.  The  26th  frame  is  then  marked  with  two  large  X's  goins 
cross  the  frame  in  the  picture  area.  This  mark  is  the  "projection  sync."  There 
hould  be  25  blank  frames  between  the  "editorial  sync"  and  the  "projection 
vnc"  marks.  Now  remo\e  the  track  from  the  synchronizer  and  advance  it  to  a 
losition  so  that  the  sync  marks  on  the  track  leader  (the  frame  with  the  three 
mall  x's)  are  opposite  the  projection  sync  marks  (the  frame  with  the  two  large 
C's)  in  the  picture  leaders.  The  track  is  now  in  its  advanced  position  and  tlit- 
oUs  are  in  projection  synclironi/ation. 

Now  with  the  track  in  this  advanced  position,  measure  toward  the  head  of 
he  white  leaders  two  more  feet  and  mark  the  corresponding  frame  in  the 
eaders  of  all  rolls  to  establish  the    'PRINTER  ST.ART"  marks. 

It  is  recommended  that  these  marks  be  indicated  by  boxing  off  the  frame 
ith  an  ink  line  and  making  a  large  X  covering  the  entire  frame,  and  placing 

punch  mark  in  the  middle  of  the  frame.  Now  measure  off  four  more  feet  of 
idditional  white  leader  and  then  cut  off  the  excess  at  the  ends. 

Now  proceed  with  identification  of  the  leaders.  In  order  to  identify  the 
eaders  properly,  the  white  leaders  should  be  placed  across  the  table  in  front 
if  you.  emulsion  up.  so  that  the  ends  of  the  white  leaders  will  be  on  your  right. 

It  is  recommended  that  all  identifiration  be  placed  on  the  leaders  so  that  if 
he  original  film  is  held  in  the  left  hand,  head  out.  and  emulsion  out,  vou  can. 
ivith  your  right  hand,  pull  off  a  loot  or  two  of  the  leader  and  read  the  identifica 
ion  from  left  to  right,  right  side  up.  when  the  emulsion  is  toward  you. 

The  leader  identification  on  the  print  could  also  be  read  correctly  when 
.tanding  in  the  projectionist's  position  in  front  of  a  standard  projector  merely 
w  pulling  off  several  feet  of  the  film  from  the  supply  reel. 

Identification  on  the  leaders  should  be  made  with  a  quick  drying  India  ink 
Dn  the  emulsion  side.  It  is  suggested  that  the  word  "HE.AD"  be  placed  at  the 
nd  of  the  white  leader.  To  the  left  of  this  we  suggest  that  you  write  the  type 
Df  film  and  roll  identification,  such  as  "Original  Kodachrome,"  ".\  Roll."  'To 
the  left  preceding  this,  we  suggest  that  you  write  the  title,  producer's  name 
and  the  footage. 

It  is  recommended  that  the  footage  figure  used  here  be  measured  from  the 
head  printer  start  mark  to  the  tail  printer  sync  mark.  This  is  not  the  billing 
footage,  for  to  this  figure  must  be  added  the  footage  used  for  head  and  tail 
printer  thread-up. 

.All  footage  measurements  referring  to  special  effects,  timing  notes,  reprints, 
etc.,  should  be  made  from  the  head  printer  start  marks  on  the  picture  rolls. 

Similar  identification  should  be  made  on  the  remaining  picture  leader  and 
on  the  track  leader.  We  suggest  the  track  read  "Head."  type  of  track  such  as 
Direct  Positive"  or  "Track  Print,"  "Title."  "Producer's  Name"  and  "Foot- 
age." It  is  suggested  that  the  start  mark  be  identified  in  large  letters  by  writing 
the  word  "PRINTER"  to  the  left  of  the  frame  and  the  word  "ST.ART  "  to  the 
right. 

It  is  suggested  that  in  the  2.'i  frames  of  picture  leader  between  the  editorial 
sync  mark  and  the  projection  sync  mark,  should  be  placed  all  the  identification 
that  is  required  to  be  printed  through  to  the  final  print,  such  as  the  "Name 
of  the  Show,"  "Producer's  Name,"  and  "Screen  Time." 

This  completes  the  preparation  of  the  head  leaders. 

*  *  * 

Toil  Leaders:  Now  to  prepare  the  tail  leaders.  Splice  approximately  a  2i  4  foot 
piece  of  black  leader  to  a  6  foot  piece  of  white  leader  for  each  roll,  as  we  did 
for  the  head  leaders.  Place  these  leaders  in  the  synchronizer  so  that  the  splices 
are  opposite  each  other.  Roll  forward  into  the  black  leader  two  feet  and  make 
crayon  marks  to  indicate  where  the  black  leader  will  be  spliced  to  the  picture 
and  sound  rolls.  Turn  the  SMichronizer  back  so  that  the  splices  are  again 
opposite  each  other.  Then  measure  into  the  white  leader  exactly  one  foot  and 
establish  the  editorial  sync  marks.  This  is  done  by  placing  tliree  small  x's 
lengthwise  in  a  frame  of  the  track  and  three  round  dots  in  the  corresponding 
frame  of  the  picture  leaders. 

Now  in  the  one  foot  of  the  white  leader  on  the  picture  rolls  between  the 
editorial  sync  mark  and  the  black  leader  we  should  establish  our  projection 
synchronization  marks.  This  is  done  by  counting  26  frames  from  the  editorial 
picture  sync  mark  forward  toward  the  black  leader. 

Start  counting  the  frame  next  to  the  editorial  sync  mark  as  number  one,  then 
on  the  26th  frame  place  two  large  X's  crosswise  in  the  film  to  indicate  the 
projection  sync  mark. 

There  should  be  25  blank  frames  between  the  editorial  sync  mark  and  the 
projection  sync  mark.  Now  the  frame  with  the  small  x's  in  the  track  is  advanced 
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Above;   these   markings   Interpret   tfie   recommendations   of   the 
Committee  on  Pre-Print  Preparation,  adopted  August  1,   1955. 

in  the  synchronizer  to  a  position  opposite  the  frame  with  the  two  large  X's  in 
the  picture,  and  the  rolls  are  now  in  "projection"  synchronization.  With  the 
rolls  in  this  position,  measure  down  two  feet  from  the  editorial  sync  marks 
toward  the  end  of  the  leader  and  establish  tail  printer  sync  marks.  This  frame 
should  be  marked  off  the  same  as  in  the  head  leaders,  but  it  is  not  recommended 
that  the  frame  be  punched  nor  identified  except  by  the  lab  itself. 

In  the  event  the  rolls  are  being  printed  from  the  tail,  it  would,  of  course, 
be  necessary  to  punch  these  frames  and  identify  with  the  words  "PRINTER 
ST.ART."  Now  measure  two  more  feet  of  white  leader  and  make  crayon  marks 
on  all  leaders.  Remove  the  leaders  from  the  synchronizer  and  splice  two  feet 
of  black  leader  to  each  of  the  leaders  at  the  point  we  have  marked  with  the 
crayon. 

Of  course,  use  single  perforated  leader  for  the  track  and  double  perforated 
leader  for  the  picture. 

The  two  feet  of  black  leader  at  the  end  of  the  white  leader  is  used  to  indicate 
the  tail  of  the  show.  Whenever  black  leader  is  on  the  outside  of  the  roll,  the 
roll  is  then  "Tail  Out."  Identification  of  the  tail  leaders  should  now  be  done. 
The  information  to  be  printed  tfirough  to  the  print  should  be  placed  in  the 
blank  25  frames  on  one  of  the  picture  rolls  between  the  editorial  and  projection 
sync  marks.  The  other  identification  should  be  placed  in  the  white  leader 
adjacent  to  the  two  feet  of  black  leader  at  the  tail. 

You  will  note  that  the  track  and  picture  leaders  will  be  slightly  different  in 
length.  This  is  accounted  for  by  the  26  frame  advance. 
*  *  * 

Splicing  Leaders  to  the  Roll:  place  the  matched  .A&B  original  picture  rolls, 
emulsion  up,  in  the  synchronizer  with  the  accompanying  sound  track  in  edi- 
torial (even)  sync.  Turn  the  rolls  in  the  syncfironizer  to  a  point  a  few  frames 
in  advance  of  the  first  picture  or  sound,  whichever  occurs  first.  Make  marks  on 
corresponding  frames  on  all  rolls  at  this  point  and  then  splice  on  the  head 
leaders  at  the  indicated  marks.  The  head  leader  identified  as  "A  Roll"  should 
be  spliced  onto  the  roll  that  has  the  first  frame  of  picture.  Roll  down  to  the 
end  of  the  film  to  the  last  picture  or  sound,  wluchever  occurs  last.  A  few 
frames  beyond  this  point  make  marks  on  all  the  rolls  and  splice  on  the  tail 
leaders  at  this  point. 

Preparing  standard  leaders  in  advance  and  then  splicing  them  to  the  rolls 
when  the  rolls  are  in  editorial  synchronization  practically  eliminates  the  possi- 
bility of  error,  either  by  the  editorial  department  or  by  the  lab. 

It  is  recommended  that  the  use  of  the  old  so-called  ".Academy  Leader"  be 
discontinued.  If  the  film  is  to  be  used  on  television,  or  if  the  client  wishes  to 
have  leaders  with  cue  numbers,  then  it  is  recommended  that  the  SiMPTE 
"Society  Leader"  be  used.  The  Society  Leader  would  then,  of  course,  precede 
the  picture  and  the  two  feet  of  black  leader  would  not  be  necessary. 

BvRON  RouDABUSH,  Chairman 
Committee  on  Pre-Print  Preparation 
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COMPLETE  MOTION    PICTURE   EQUIPMENT 

RENTALS 

FROM    ONE   SOURCE 


CAMERAS 

MITCHELL 

I6mm 

35mm  Standard 

35mm  Hi-Speed 

35mm  NC    •    35mm  BNC 

BELL&  HOWELL 

Standard    •    Eyemo   •    Filmo 

ARRIFLEX 

16mm    •   35mm 

WALL 

35mm  single  system 

ECLAIR  CAMERETTE 

35mm     •     I6/35mm 
Combination 

AURICONS 

oil  models  single  system 
Cine  Kodok  Special 
Mourer    •    Bolex 
Blimps    •    Tripods 


LIGHTING 

Mole  Richardson 

Bordwell  McAlister 

Colortron 

Century 

Coble 

Spider  Boxes 

Bull  Switches 

Strong  ARC-Trouper 

10  Amps  llOV  AC  5000W- 

2000W-750W 

CECO  Cone  lites 

{shadowless  lite) 

Gator  Clip  Lites 

Born  Doors 

Diffusers 

Dimmers 

Reflectors 


WE   SHIP   VIA  AIR. 
RAIL  OR  TRUCK 


EDITING 

Moviolos   •    Re  winders 
Tables    •    Splicers 
Viewers  (CECO) 

GRIP  EQUIPMENT 

Parollels    •    Lodders 

2  Steps    •   Apple  Boxes 

Scrims    •    Flags 

Gobo  Stands 

Complete  grip  equipment 

SOUND  EQUIPMENT 

Mognasync-mognelic  film 

Reeves  Magicorder 

Mole  Richardson  Booms  and 

Perambulators 

Portable  Mike  Booms 

Porloble  Power  Supplies  to 
operofe  camoro  ond  recorder 


DOLLIES 

Fearless  Ponoram 
Cinemobiie  (CRAB) 
Platform     •    Western 
3  Wheel  Portable 


RANH    C.    ZUCKKR 
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ACL    RECOMMENDATIONS: 

I  CONTIM:  Kll      KIKI  \l       !■  \(,K      (>  I    I 

he  covored  by  each  lalxtratoFN  s  in- 
ili\idual  basic  printing  charge  per 
fiiol  or  per  section  ) . 

The  laboratory  to  provide  the 
printing  stock,  whether  ipi  imt  the 
customer  prepays  the  stock  cost. 
(The  lab  has  primary  respoiisibilit) 
to  the  cnstotiier  for  the  character- 
istics of  the  dupe  stock  used,  and 
represents  the  customer  in  any  dis- 
cussion with  the  filtn  manufacturer  I . 

The  Laboratory  to  carry  legal 
liability  insurance  to  cover  normal 
business  hazards,  not  specific  title 
coverage.  (There  is  no  clear-cut  in- 
surance coverage  of  exposed  or 
processed  film  in  existing  standard 
insurance  contracts). 

The  laboratory  (should)  request 
confirmation  in  writing  of  all  verbal 
orders.  ( As  a  means  of  reducing  the 
possiblities  of  minunderstandingi . 

The  development  of  a  standard 
order  form,  as  a  model  for  member 
laboratories"  own  indi\idual  order 
forms. 

Definition  of  pre-print  materials 
length  as  "sync-to-sync  plus  print- 
ing leaders  '  is  another  recommen- 
dation. Other  areas  under  study  are 
the  maximum  number  of  splices 
allowable  in  the  release  print  as 
made  by  the  laboratory,  a  simple 
method  for  measuring  and  ordering 
replacement  sections,  and  further 
work  on  a  standard  order  form. 

Work  of  the  Pre-Print  Prepara- 
tion Committee,  begun  under  the 
chairmanship  of  John  Stott  ( now 
of  Eastman  Kodak  I  when  he  was  a 
vice-president  of  Du  Art  Film  Labo- 
ratories. Inc..  lias  been  organized 
and  submitted  in  detail  to  members 
of  the  industry  for  their  annotation 
by  the  present  chairman,  Byron 
Roudabush.  Complete  text  of  these 
recommendations  is  presented  by 
Business  Screen  in  these  pages.  R' 

FILM  HA^DlTiVG 

Services   OfFering   Shipping   Facilities 

and    Handling   of  Television   Films 

Barnett  International 
Forwarders,  Inc. 

723   Seventh   Ave.,   New   York    19 

Phone:  Circle  5-6080 

Cable:  BARINTFOR 

Established  1887 
William  hariiftl.  I'vcsident 
Norman    Banu'tl.    Vice-Presidcut  i" 

Alan  HariK-K.    irfOMtrer 
St'iviit's:  Inicinalioiial  slii|>pin<;  ai«rnts 
and  (  nsiom  house  hiokti.  sptt  iali/ini; 
lilt    iIk'    moiioii    piduic   and     lA'    in 
diisti  its. 

Fa<iti(!('s:  Shi|)|)ini;  iciinns  loi  t\|)oM 
|Ki(  k:n;^   ol    Idm.   (-i|ui|>in(  iit    and    m 


('.ssorirs.  X'aults.  Airpoii  r))iuc  ,it 
Idlcwild.  Hrillywood  offuf. 
Spctial  .Services:  Kxpcricnccd  .ind  all 
iiiilusive  service  available  lor  s]M(iai 
i/ed  needs  of  motion  pic  uire  and  I  \' 
industries.  "Worldwide"  ncluoi  k  •>! 
af^cnts. 

References:  .Metro  (.oldw\n  M.T\t  ?. 
I  ,e\  iloii  Manula(  tnrin^  (^o..  OHic  tal 
lilnis.  [.  Walter  I  hompson.  (ioluiii 
hia  I'i(  lures  Intcrn:iljr>nal  Oirpoia 
lion.  William  Morris  Agency,  I  rails 
fdm,  In(. 


Bonded  TV  Film  Service 

630  Ninth  Avenue,  New  York  36 

Phone:  JUdson  6-1030 

904  North   LaCienega   Boulevard, 

Los  Angeles 

Phone:  CR  4-5847 

Cable:  Hew  York  1-4254; 

Bev.  Hills  7682 
Date  of  Organization:  1928 
Chester  M.  Ross,  President 
Emanuel   Kandel,    I'ice-Presidriii 
Don  MtClure.  General  Sales  M::> 
Stanley  Halperin,   V.P.,  Califum  .i 
.Services:    Film    shijipin^,    inspet  liini. 
routing  and  scheduling.  Film  storage. 
Consolidating    film    slii]jping    lor    iv 
stations. 

Facilities:     Film     depots     and     ware- 
houses in  Los  Angeles  and  New  \  oi  k 
Ui  perform  all  services. 
References:  Available  upon  requt  vi 

Modern  Talking 
Picture  Service,  Inc. 

45  Rockefeller  Plaza,  N.Y.   20 
Phone:   JUdson   6-3830 

Date  of  Organization:  1934 
Frank  Arlinghaus,  President 
Richard  Ritenour.  Vice-Presidcut 
Services:  Scheduling  and  shipment  oi 
television     and     all     sponsored     films 
from  specializing  depots  teniralh   lo- 
cated in  all  principal  citi/es;  iiuludes  , 
inspection,    checking    and    complete 
services. 

Facilities:  Well  -  eciuipped  film  t\ 
changes  in  28  cities:  electronic  Idm 
inspec  tion  equipment,  experienced 
film  handling  personnel. 
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A/Iiutant     S^-lfvtlon     from 
*^\Vl,lf  Choice  of  12  Sllde» 


^Safrl)    Holds  &   DIsptvH 

12.  2x2"   (card  mounted)   | 
Nlidm  on   1   page! 
^VUh  Standard   ^-rin^   Binder  or   In   MMtxt*" 
File    Cabinet-Sturdy  mounting  boaril   constr. 
Great    for    INDUSTRY.    INSTITUTIONS,    etc. 
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FILM  LABDHATDRY  SERVICES 


Acme  Film  Laboratories,  Inc. 

1161    N.   Highland   Avenue, 

Hollywood   38 
Phone:    Hollywood    4-7471 

Dote  of  Organization:  1946 

Samuel  Sawelsou.  Presult'iU 
David  Christopher,  Sec\..  Ofc.  Mgr. 
Melvin  G.  Sawelson,  Plant  Suprvr. 
Services:   Complete   16mm  black  and 
white    printing     (including    re\ersal 
processing  and  reversal  work  prints): 
complete     35mm     black     and     white 
printing:  16mm  color  printing. 
Facilities:  Equipment  for   16mm  and 
35mm    black    and    white    developing 
;ind    printing     (including    re\ersal): 
and  16mm  Kodachrome  printing. 
Special  Services:   Printing  irom  .\  Jv: 
B  Roll  negatives. 

References:  North  .\merican  Avi- 
ation. Lockheed  ,\ircraft.  .\rmed 
Forces  Radio  &  Television  Services. 
U.C.L.A.,  John  Sutherland. 

Alpha  Film  Laboratories 

Falls  Road,  Baltimore  9 

Phone:  VAIley  3-6617 
Date  of  Organization:  1919 
\V.    Knie^t   Wood.    Owiiri 

Vt"  this  symbol,  appearing 
over  listings  on  these  pages,  indicates 
display  advertisement  offering  addi- 
tional and  usetul  data  elsewhere  in 
this  issue. 
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Byron,  Inc. 

1226  Wisconsin  Avenue, 

Woshington  7,  D.C. 
Phone:   DUpont  7-1800 

Date  of  Incorporation:  1938 

Hvnin  Roiutalnisli.  Fn-sidfut 
I)udle\  Spiuill.  (tfnt'idl  Miuiager 
George  I.  Merrikeii.  Prod.  Mgr. 
Joe  Hooper,  Laboralo)y  Mauagfi 
Services:  Color-Correct  print:  black 
and  white  printing  and  developing: 
Eastman  negative-positive  color  proc- 
essing of  35mm  and  Ifniim  using  Arri 
equipment:  reduttion  printing:  step 
printing;  continuous  printing:  sound 
and  silent  photography:  titles:  art: 
animation:  sound  recording:  music 
library:  soinid  effects:  editing:  mo- 
tion picture  consultation  service. 
Facilities:  2  separate  positive  develop- 
ing macliines;  2  separate  negative 
dev.  machines:  reversal  dev.  ma- 
chine: 35  to  Ifi  reduction  printers; 
2  step  printers:  12  continuous  print- 
ers; special  negative-positive  color 
printers:  edge  numbering  machine: 
animation  stand;  complete  16mm 
sound  system:  Reeves  magnetic  and 
J.  .A.  Nlaurer  optical:  Reeves  mag- 
netic sound  striper:  35mm  and  Uinnn 
film  phonographs;  sound  stage:  Hous- 
ton-Fearless dolly:  Mole-Richardson 
microphone  boom:  multi-cameras  for 
stage  or  location. 

S]>ecial  Services:  Color-Correct* 
prints:  Color-Correct  answer  prints 
in  8  hours.  BkW'  film  processing  capa- 
lity  of  i/j  million  feet  per  working 
day.  Fades  and  dissolves  from  camera 
negative.  Printing  timed  picture  and 
sound  simultaneously  from  same  aper- 
ture. 
References:  Available  upon  recjuest. 

*Reg.  V.  S.  Pat  Oii. 


The  Calvin  Company 

1105  Truman  Road, 
Kansas  City  6,  Mo. 

Phone:   HArrison    1230 

Organized:  1931;  Incorporated:  1945 
Forrest  O.  Calvin.  President 
Lloyd  Thompson.  Exec.  V.-P. 
Larry  Sherwood.  V.-P.  &  Gen.  Mgr. 
Betty  C.  Calvin,  Secretary-Treasurer 
Xeal  Keehn.  I'.-P..  Sen'ices 
Frank  Barh\dt.  l.  P..  Production 
James  \ .  Hash.  i'.omptroUer 
Leonard  Keck.  Operations  Manager 
Richard  Bulkely.  Production   Mgr. 
William  Hedden.  Laboratory  Supt. 
.\llen  Jacobs.  Director.  Sound  Dept. 
Robert  Sutton.  Chief  Engineer 

Services:  16mm  black-and-white  and 
color  printing  and  processing.  Four 
music  libraries,  sound  effects  library, 
recording  or  re-recording  (7  chan- 
nels), titles,  artwork,  animation,  silent 
ami  s\nchronr)us  photography,  com- 
plete editing  services  (13  rooms), 
script  writing  and  revision. 

Facilities:  Calvin  automatic  printers: 
Calvin  Kodachrome  processing  ma- 
chine: rear  view  projection:  two 
sound  stages:  13  editing  rooms:  pro- 
jection rooms;   re-write  rooms,  etc. 

Special  Services:  Complete  16mm  serv- 
ices all  within  one  organization. 
Counseling  service  in  the  develop- 
ment of  new  motion  picture  depart- 
ments or  programs. 

References:  Caterpillar  Tractor  Co.: 
Aluminum  Company  of  America, 
Training  Division:  Ford  Motor  Com- 
pany. Tractor  Division:  Burroughs 
Corp.:  Gardner-Denver  Co.:  Procure- 
ment Office.  United  States  .\ir  Force. 
Wright-Patterson  .Air  Force  Base. 
Ohio. 


Capital  Film  Laboratories,  Inc. 

(Formerly  McGecry-Smith 

Laboratories,    Inc.) 

1905  Fairview  Ave.,  N.E., 

Washington  2,  D.C. 
Phone:   LAwrence  6-4634 
Date   of   Organization:    1949 
Janifi  .\.  Barker.  PriMdenf 
William   Brooks.  Executive    I  .P.  i- 

Produf  tion  Manager 
Alfred  E.  Bruch.  Sound  Chief  and 

Treasurer 
Russell  N.  Jenkins,  Lab.  Manager 
.Arthur  Rescher.  Secretary 
O.  D.  Safford.  V.P.  cr  Sales  Mgr. 
Services:  16nim  film  printing,  color 
and  black  and  white.  16mm  negative 
and  positive  film  developing.  35mm 
to  16mm  retlut tif>n  printing.  RC^A 
Sound  System.  Complete  sound  serv- 
ices including  location  recording, 
studio  narration,  mixing,  dubbing 
and  re-recording.  35mm  or  16mm. 
Complete  editorial  services.  35mm 
and  16mm.  .Music  librarv  services. 
Rental  sound  stage.  Scotch-track  mag- 
netic laminate  striping.  Titles. 
Facilities:  10.000  square  feet  of  total 
plant  area  and  all  necessary  equip- 
ment, including  16mm  continuous 
contact  printers.  1 6mm  double  head 
printer.  35mm  to  16mm  reduction 
picture  printer.  35mm  to  16mm  re- 
duction track  printer.  I6mm  positive 
sprocket  driven  processing  machines. 
16mm  negative  sprocket  driven  proc- 
essing machines.  Vacuumating  facili- 
ties, 16mm  and  8mm  Scotchtrack 
magnetic  laminate.  laboratcjry  h<il 
splicers.  Three  35mm  dubbers.  16mm 
RCA  dubbers.  Ampex.  magnetic  1,4- 
inch  tape  recorder  with  Rangertone 
sync  head.  Rangertone  magnetic  14- 
inch  tape  sync-signal  playback.  16mm 
RCA  optical  film  recorder.  35mm 
optical  RCA  film  recorder.  5  position 
mixing  console.  35mm  RCA  portable 
(listing    coNTiM  i:s    on    next    pace) 
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Capital  Film  Labs:  Coniiniicd 

ma«netic  thunncl.  Sclsyn  inutlock 
svsicni;  Playback  and  transfer  iaiili- 
lies  lor  magnetic  i;i-inth  tape.  Itinmi 
magnetic  film,  17i  i>inin  magnetic  film 
or  ^amm  magnetic  film,  individual 
editorial  rooms,  each  equipped  with 
Moviolas,  synchronizers,  hot  splicers, 
rewinds,  sound  reader;  both  33mm 
and  Itinim  editing.  Rental  sound 
stage— all  necessary  i>roduction  equip- 
ment available  tor  rent— lights,  Mole- 
Richardson  mike  boom,  Fearless  dolly. 
cameras,  .set  construction,  arrange- 
ments for  production  personnel. 
References:  A\ailable  upon  request. 


■Jf 

Circle  Film  Laboratories,  Inc. 

33  West  60th  Street,  New  York  23 
Phone:    COIumbus   5-2180 

Date  of  Organization:   1942 
Herbert  R.  I'il/er.  Fnsulcnt 
Joseph  M.  David.  Plant  Siipennsor 
Fred  Todaro,  Color  Plant  Suprvr. 
George  Perno.  TI'  Sem.  Depl. 
Emiiiett  R.  Salzberg.  Sales  Manager 
Joseph  Riveria,  Quality  Control 
Salvatore  Natoli.  Develojim'l  Dcpl. 
Services:  Developing  and  printing  of 
35nim    and    16mm    black    and   white 
and  color  motion  picture  film,  reduc- 
tion printing,  complete  film  editorial 
service,  sound  recording  and  cutting 
rooms. 

Facilities:  Bell  SL-  Howell.  Houston, 
De  Pue.  Herrnfeld.  Maurer,  Union, 
Debrie  printing  and  developing  ma- 
chines; Moviolas;  Bell  &  Howell 
splicers,  cutting  rooms. 
Sjjecial  Services:  One  day  service  on 
any  laboratorv  work.  Film  counseling 
given  to  Industrial  Producers. 
References:  OHicial  Films.  .ABC  Film 
Syndication.  Inlormation  Produc- 
tions. Wilding  Picture  Productions, 
Allied  Artists.  Douglas  Fairbanks, 
Ltd..  E.  I.  duPont  dc  Nemours  &  Co. 


George  W.  Colburn 
Laboratory,  Inc. 

164  N.  Wacker  Drive,  Chicago  6 

Phone:  STafe  2-7316 

Cable:   COLAB 

Date  of  Organization:   1936 
George  W.  Colburn,  President 
John   E.   Colburn,  Executive    Vice- 
President  and  Treasurer 
Robert  A.  Colburn,  Vice-President, 

Laboratory  Operations 
Francis  W.  Colburn,   V.-P.  ir  Secy. 
Henry  Ushijima,  Dir.  oj  Prod.  Sen'. 
R.    Robert    Luce,    Assoc.   Director. 

Production  Services 
Clyde  Ruppert.  Supervising  Editor 
Rene  G.  Mathicu,  Lab.  Supt. 
Robert  S.  Throop,  Jr.,  Mgr.  Slide 
ir  Eilmstrip 
Seirices:    Itimm   Production   Services; 
Planning;  script;  photogr;iph\;  soimd 
recording  and  rerecording.  magnetic 
and   optical;    editing;    music    library; 
titles  and  animation. 

Ifimm  Laboratory  Services;  Color 
and  b/w  work  prints;  color  and  b/w 
release  prints;  b/w  processing;  special 
optical  prints;  colcjr  masters;  dupe 
negatives;    enlargements    from    8mm; 


FILM  LABDHATDHY  SERVICES 


Colburn  Laboratory:  Continued 

X'acmnuaiins:  edge-numbering:  mag- 
netic soinui  striping. 

■i5nnn  Slide  &:  l-"ilmstrip  Services: 
Color  and  b/w  duplicates:  slidefilni 
animation  and  printing:  contrast 
masking:  copy  work.  {No  motion  pic- 
ture service  in  33nnn  film.) 
Facilities:  Sound  stage  and  recording 
studios;  Mitchell.  Maurer,  .\rriflex 
and  Cine  Special  cameras;  Mole- 
Richardson  lighting  equipment; 
Maurer  Himm  film  recorders:  Ranger- 
tone  14"  tape  recording  and  play- 
back consoles:  Mamcr  film  phono- 
graphs: Himm  magnetic  fUm  ret  ord- 
ers; Piesio  tmntables:  Colburn  muUi 
pie  head  contact  printers  and  optical 
printers;  K.O.L.  processing  mat  bines; 
Reeves  Magna-stripe  equipment;  East 
man  edge-nmnbering  machine;  \'acu- 
imiate  machine. 

Special  Services:  Prepanition  ol  opti- 
cal-soundtrack prints  from  original 
picture  and  magnetic  recordings  made 
on  Ifnnm  magnetic  strip  or  14  "  tape. 
A  print  booking,  shipping  and  in- 
-spcction  service  is  provided  to  clients. 
References:  American  Petroleum  In- 
stitute; Evinrude  and  Johnson  Mo 
tors;  Chrysler  Corporation;  Mervin 
W.  LaRuc.  Inc.;  Barber-Greene  Co.; 
U.  S.  Corps  of  Engineers;  Standard 
Oil  Co.  (Indiana);  International  Har 
vester  Co.;  Bell  Aircraft  Co.:  Illinois 
Agricultural  .Assn.;  Funk  Bros.  Seed 
Co.:  Gull  Oil  Corp.:  Minneapolis- 
Moline  Co.;  A.  O.  Smith  Co. 


•35- 

Color  Reproduction  Company 

7936  Santa  Monica  Boulevard, 

Hollywood   46 

Phone:   HOIIywood  4-8225 

Cable:    COLRE 

Date  of  Organization:    1939 
Larry  E.  Layos.  President 
Eorrest  Jennings.   Vicei'residcnt 
Don  \V.  Weed.  Sales  Manager 
Max  Worley,  Laboratory  Su()t. 
Reginald  Dunn,  General  Manager 
.Services:   Uimra  color  printing. 
Facilities:    Color    printing    machines 
and    Eastman    Koclak   color    negative 
developing  machine. 
Special  Ser^'ices:  Dissolve  mechanism 
for    variable     length     dissolves     and 
fades.   Magnetic  cueing  svslems.   Yel- 
low edge  numbering  machines.  Color 
specialists. 

References:  Jam  Hanch  Organi/a 
tion.  Inc.,  U.S.  Government.  North 
.American  Aviation.  Inc..  Douglas  .\ir 
craft  Co..  Lockheed  .Vircraft  Corpor- 


Color  Service  Co.,  Inc. 

115  West  45th  St.,  New  York  35 
Phone:  JUdson  6-0853 

Date   of   Organization:    1948 
Robert  Crane,  President 
Xatlian  Sobel,  Seereta)\-Treasurer 
Robert  B.  Pell.  Sales  Manager 
lack  Safran.  Plant  Mgr. 
Hal  lUirnett,  Seri'ice  d\Igr. 


Color  Ser>'ice  Company:  Cont'd. 

Services:  Process  and  print  all  types 
ol  Ibumi  and  .^')mm  color,  including 
K(KlacbroTne.  .\nsco.  Eastman  Nega- 
live-Posiiive.  .\nsc(3  Negative-Positive. 
Scene  to  scene  color  correction  and 
automatic  printer  effects.  B&:VV  re- 
versal ]>rinting.  negative  matching 
and  edge  nundieriug. 
Facilities:  Complete  laboratory  facili- 
ties iur  the  ;d)ove  services;  scene  to 
scene  color  correction  printer:  nega- 
tive-positive processing  ecpiipment. 
Special  Services:  One  of  a  very  few 
color  labs  handling  16mm  Eastman 
negative-positive  color  corrected  re- 
lease printing. 

References:  American  Telephone  &: 
lelegraph;  Jam  Handy  Organization; 
(»eneral  Motors;  United  Artists;  Gen- 
eral Electric:  ALP.O. 

Colorfilm,  Inc. 

520   North    Barry   Avenue, 

Mamaroneck,   N.Y. 

New  York  Phone:  WE  3-3322 

Date  of  Organization:   1950 
Richard  N.   ]ayson.  President 
Services:    Color    slidefilni    specialists, 
printing    and    processing    E.K.    color 
negative-positive,  slidefilni  animation, 
duplicate   negati\es   and    E.K.    prints 
irom  color  masters,  slidefilm  canning, 
packaging  and  shipping  services. 
Facilities:  Two  complete  high  speed 
processing    machines     for    flexibility 
and  peak  load  capacity;  step  and  con- 
tinuous ])rinting  equipment,  sensito- 
metric  and   chemical   control  labora- 
lorv.   animation   camera  department. 
Sjjecial    Senices:    Same    day    answer 
l>rint  ser\ice:  pick-up  and  delivery  in 
New  York  City. 
References:  Available  upon  request. 

■Jf 

Consolidated  Film  Industries 

959  Seward  Street,  Hollywood  38 
Phone:  HOIIywood  9-1441 

Complete    Laboratory   Facilities   Also 
in  New  York  City  and  Fort  Lee,  N.J. 
Sidnej'  P.  Solow.  V.-P.  &  Gen.  Mgr. 
Ted  Hirscli.  Supeji'isor—^>jntn 
Ted  Fcigelnian.  Supervisor— 1 6mm 
Richard  Rodgers.  Sales  Manager 
Ira  M.  Jolrnson.  Comptroller 
George  Crane.  Associate  Supt. 
Edward  H.  Rcichard.  Chief  Engr. 
Ser^•ices:  Film  developing  and  print- 
ing   (Sjnim    and    Kimm).    color    and 
hkK:  titles;  optical  effects;  slidefilms; 
registration  printing;  reduction  print- 
ing: blow-ups  from   I  Omni  to  35mm; 
fdm  storage. 

Facilities:  Eastman  Kodak  .<;  RC.\ 
Sound  Reduction  printers;  Bell  & 
Howell  contact  printers:  DePue  pic- 
ture leduition  printers:  ERPl  Densi- 
tometers: (;EI  de\i-loping  mathines: 
Kod;ik  lliinm  projectors;  Simplex 
3;')mm  projectors:  cutting  rooms;  stor- 
age vaults. 

Special  Services:  Can  lurnish  all 
l;ihor;K<»rv  scr\i(es. 
References:  Disilu  Productions:  En- 
cyclopaediii  Urit:iiHiic:i  Films;  RKO 
Itadii)  Pictures;  Roland  Reed  I'ro- 
ductions:  Re\iie  Productions  (MC.-\). 


Crescent  Film  Laboratories,  Inc. 

7510  N.  Ashland  Ave.,  Chicago  26 
Phone:  AMbassador  2-5000 
Date   of   Organization:    1948 
Ellis  Sniilli.  I'tisulent 
Owen  While,   Treasurer 
.Murray  Cliikofsky.  Secretary 
.\I\roii     I,.     Freedm;in.     Vice-Piisi 
flint.  General  Manager 
.Services:  Developing,  printing.  16mm. 
3.">nnn.  b&w.  color,  fdmstrips;  opiiial 
effects. 
References:  .\vailablc  upon  requ<  vi. 

Custom  Film  Laboratory 

1780  Broadway,  New  York  19 
Phone    Circle    5-4830 

Date  of  Organization:  Originally  as 
Color  Lab,  Inc.:  1945;  name  changeci 
in  1954 
\HioT    Kayfet/.  General  Manager 
Minicl  I-'riedman.  Cust.  Relations 
Keiineib  Moore,  Lab.  Supervisor 
lames  Lewis.  Asst.  Supen'isor 
Bertil  Carlson.  Engr.  &  Maint. 
Services:    Color   slidefilm    develcj]jui^ 
and  processing.  35mm  Eastman  nei^i 
live-positive.   .Ansco   8-11    to   Eastman 
positive.  Shooting  slidefdm  "ma^tci-.." 
Duplicate  color  negati\es.  2x2  s\nU 
duplication,    slide    mounting.    SliiU 
film  canning,   labelling,  shipping. 
Facilities:    Five    copying    and    anima- 
tion stands.   B  &:   H  continuous  and 
stepprinters.    C.F.L.    Processing    Ma- 
chine,  packing  and   shipping  ecjuip 
ment.    slide    mounting    presses,    ma 
chine  maintenaiue  shop. 
Special   Services:    Custom    color   serv 
ices    specializing     in     slidefilms    am! 
slides.  This  is  our  only  service  —  ue 
do  not  accept  m()tion   picture  work. 

De  Luxe  Loborotories,  Inc. 

850  Tenth  Avenue,  New  York   19 
Phone:   Circle   7-3220 

Date   of   Incorporation:    1932 
Alan  t.  Freechnan.  President 
Owen  White.  Treasurer 
Ellis  Smith.  Secretary 
Edmund  .\.  Hertram.  Lab.  Suf)t.     J 
Samuel   R.  Schlein.  Prod.  Mgr.        ^ 
Services:  Film  developing  and  print 
ing.  Design  and  construction  oi  nuv 
lion    picture    laboratory    equipment. 
References:  Available  upon  request. 

Du  Art  Film  Laboratories,  Inc. 

and 

Tri  Art  Color  Corp. 

245  W.  55th  Street,  New  York  19 

Phone:   PLozo   7-4580 

Cable:  DUAFILM  -  TRIARTCOLR 

Date   of  Organization:    1923 

Al   ^OUM^.   I'Msulinl 

I'.uil   K:iufm;in.    Vice-President 

Irwin  \'oung.  Secretary 

Jack  Fellers.   Treasurer 

Louis  I'cldman.  Sales  Managet 
.Services:  Processing  and  priming 
Hinun  iind  .'irimm  black  and  whiic- 
lontiut  or  reduction;  processing  .ititi 
printing  35mm  Eastman  negativt- 
(listinc  continues  on  pace  fi8i 
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BUSINESS     SCREEN     MAGAZINE 


A  Message  of  interest  to: 

Motion  Picture  Producers, 
Distributors,  Advertising  Agencies, 
Sponsors,  Film  Libraries, 
TV  Film  Producers  and  Distributors  .  . 


Peerless 


srvices 
include: 


Peerless  Protective  and 

Preservative  Film 

Treatments 

Releose  Prints.  Trailers. 

Television  Shows  on  Film, 

Kinescopes.  TV  Commercials, 

Theatre  Screen  Advertising. 

Prints  for  Continuous  Projection 

Negatives.  Masters,  Originols. 

Filmstrips.  Tronsporency  Slides. 

Microfilm 

Film  Reconditioning 

Shrinkage  Reduction 

Scratch  Removal 

Rehumidlfication 

Cleaning  and  Repairs 

Film  Library  Servicing 

Shipments.  Inspection, 

Cleaning,  Repairs,  Inventory 

ond  Booking  Records,  Storage 

Servicing  TV  Shews  on  Film 

Insertion  of  Commercials,  Shipments 

to  Stations,  Booking  Records, 

Follow-up,  Inspection  on  Return, 

Cleaning,  Repairs.   Replacements, 

Storage,  Substitution  of 

Commercials,  Reshlpments 

Film  Distribution  Servicing 

Storage  pending  orders. 

Inventory  Records, 

Shipments  to  Purchosers 

Filmstrip  Packaging 

Breokdown  of  rolls  into  strips, 

Pockoglng  in  cons.  Labeling, 

Boxing  of  Sets,  Storage 

pending  orders,  Shipments 


PEERLESS  TREATMENT 

is  a  boon  to  all  film.  Without  such 

proteaion,  your  film  is  much  more 

susceptible  to  damage  .  .  .  and  damaged  i 

prints  can  distract  audiences.  "Peerless  Treatment" 

is  a  good  specification  to  include  in  all  your  purchase 

orders  for  new  prints. 

And,  if  some  of  your  prints  have  had  hard  use,  call  on 
PEERLESS  RECONDITIONING  to  salvage  them.  Our 
skilled  staff  and  special  equipment  can  do  wonders  to 
restore  them  to  good  condition  . . .  not  only  your  prints, 
but  also  your  negatives  and  originals. 

Inspection  •   Cleaning  •   Scratches  removed 

Perforations  repaired  •  Splices  remade  •  Curl  or  Brittleness  remedied 
Shrunken  originals  restored  to  printing  tolerance 


EERLESS 


P 

I  FILM  PROCESSING  CORPORATION 

I     165  WEST  46th  STREET,  NEW  YORK  36,  N.  Y. 
I    959  SEWARD  STREET,  HOLLYWOOD  38,  CALIF. 

22  YEARS  EXPERIENCE  IN  SAFEGUARDING  AND  RECONDITIONING  FILM 


PEERLESS  TREATMENT  available  also  through  Official  licensees  in 

CHICAGO  •  DAllAS  •  DAYTON  •  DETROIT  •  HOILYWOOD  •  KANSAS  CITY 
NEW  YORK  •  PORTLAND  •  SAN  FRANCISCO  •  ST.  PAUL  •  WASHINGTON 
Berne  •  Brussels  •  London  and  Denham  •  Mexico  Gty  •  Sydney  •  The  Hague  •  Toronto 
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Du-Ari  and  Tri-An  Labs:  Con(\l. 

posilivr  lolor;  Kodaihiimu-  primiiii;. 
<on(a(t  or  reduction:  rt-diutioii  prim- 
inj^  from  K.istnian  n)lor  iK*gali\L'  to 
Ibiniii  color  ]K>siti\f. 
Facililies:  Four  bJlrw  jiroccssing  ma- 
thint's:  inulli-purposc  color  process 
ing  nuicliiiic:  35niiu  and  IGinm  con 
tad  primers,  b&rw  and  color;  I6nini 
rcdiKiion  printers,  l).<:\v  and  iol.ti: 
( tittinj:'    rooms. 

Special  Senices:  Ojnical  efkt  t>.  h.^w. 
l-..isiiii.in  (.nicn  or  Knd.u  luonie.  Cul- 
ling KMiiiiN.  C'.omplclr  lillini;  sor\  ice. 
b&w  and  (olor. 

References:  Columbia  Kroadtastinj; 
(a>.:  Columbia  Pictures  (^orp.:  Jam 
Handy  Organization;  I'.S.  Army; 
Wilding  Picture  Productions,  Inc. 

Eagle  Film  Laboratory 

6417   N.   California,   Chicago  45 
Phone:    ROgers   Park   4-0700 

Date   of  Organization:    1951 
Robert  J.  Vuskaitis.  Owtirr 
Roy  \V.  £ggert.  Jr.,  Lab.  Mj^r. 
|ohn  J.  Kuebn.  Sound  Erii^inefi- 
Services:  We  specialize  in   Uimm  Ko- 
dachrome  production  printing,  sound 
or  silent,  witb  automatic   printer  ef- 
le(  ts.  Creative  timing  nl  tbe  original 
him  and  personali/eti  tuslom  services. 
Optical  antl  magnetic  sound  record- 
ing  from    tape,    sprocket   or   optical. 
Music  library. 

Facilities:  Bell  K:  Howei!  printer  with 
Peterson  sound  head  and  automatic 
lader.  Variable  area  recorders. 
Rangertone.  Magnacord.  sprocket  re- 
<  orders.  Optica!  printers.  Hnun  to 
Ifimm  and  Kimni  to  Smm.  Hmm  con- 
lat  t  printer. 

Special  Ser\ices:  Our  "\R"  Koda 
(hrome  Print  Process  enables  us  to 
obtain  release  prints  of  a  superior 
quality,  not  achieved  by  standard 
printing  techniques.  The  "XR"  Proc- 
ess is  exclusive  with  Eagle  Film 
Laboratory. 

References:  Gilbert  Altschul  I'roduc- 
lions.  Jack  Lacy  Sales  Institute.  Mer- 
vin  W.  LaRue.  Pilot  Productions. 
Zenitir  Cinema  Service. 

Escar  Motion  Picture 
Service,  Inc. 

7315  Carnegie  Ave.,  Cleveland  3 
Phone:  ENdicott   1-2707-08 
Date   of   Organization:    1912 
Ernest  S.  Carpenter.  Presidrnt 
Virginia  C-arpenter.  Office  Manager 
A.  L.  Cope,  Editorial  Director 
Lester  Whitney.  Laboratory  Mgr. 
H.  B.  Armstrong.  Sen'ict'  Manager 
Services:  Ifimm  and  ;i.")nnn  black  and 
white     processing;      extended     range 
color  printing,  printer  fades:  anima- 
tion; complete  souiul  recortling  lacili- 
lies,    Umnn  and  33nun.   Pro  tape  re- 
cording   for    playbatk.    Re-recording 
Irom   Kinnn  and  35mm  (dm.  tape  or 
(list .  Music  librarv. 
Facilities:      \ir    conditioned     lab    for 
Itinmi  .ind   li'inun   processing.   Hell  & 
Howell   i>rinters:  optical  printing  35 
to  16  Kr  Iti  to  16.  picture  and  sound; 
color  printing,    16   &   ^.^mm    laccjuer 
coating,  Sensitometriciil  cjuality  con- 
trol, cinex  machines  for  16  &:  35mm. 
Complete  editing  ec|uipmeiil.  anima- 
tion   nnd    slidehlm    departments,    air 


FILM  LABDHATDRY  SERVICES 


conditioned  screening  rocmi.  16nim 
and  .Sr>mm  developing  machines. 
Special  Services:  l.a((]uer  coating. 
Conunerc  ial  Kodac  hrome  sj^ecialists. 
References:  Oster  Manulac  turing  Co.. 
(aty  of  Euclid  lioard  ot  Education. 
Ohio  Department  of  Health.  Radio 
Station  WGAR.  Cleveland  Clinic 
Foundation.  Repidjlic  Steel.  Nelson 
Stud  Welding. 


Fllmeffects  of  Hollywood 

1153  N.  Highland  Avenue 

Hollywood  38 

Phone:  HO  9-5808-09,  5800 

Cable  Code:   FILMFEX 

Date  of  Organization:  1946 

Charles  S.  Leeds.  Genitdl  Munagci 
Services:  Specialized  laboratory  serv- 
ices: 35mm  color  theatre  prints  from 
16mm  color  originals  via  3  methods; 
Ansco  direct  reversal,  Eastman  or 
Ansco  color  negatives.  3-separation 
negatives.  16mm  Kodachrome  optical 
printing  masters  with  special  effects. 
Special  photograjjhic  efiet  ts  for  tele 
vision  producers.  Reduction  optical 
dupe  negatives. 

Facilities:  (;t)mplele  nptii.d  and  jjrint 
ing  ecpiipmeni. 

Sj>ecial  Se^^■ices:  lia>linaii  and  Anscn 
color  dupe  negatives.  Top  qualit\ 
separation  positives  and  color  inter- 
negatives  with  effects,  made  on  new 
specially  designed  precision  contact 
printer.  Wttrld-wide  service  to  pro- 
ducers. 


FilmJob  Incorporated 

130  West  46th  St.,   New  York  36 
Phone:   JUdson   2-2863 

Organized:  1918;  Incorporated:  1924 
Joseph  \\.  liursch./'jrs.  :-  (.en.  M^i. 
iOrace  C.  Westbcrg.  Secretary 
Edward  C.  Naylor.  Lab.  Supt. 
Services:  Photographing  filmstrip 
negatives,  either  "single"  or  "double" 
Irame  from  client-prepared  cojjy:  de- 
veloping and  printing  fdmstrips  in 
small  or  large  C|uantilies.  Limited 
(]uantit\  Ifimm  silent  printing. 
Facilities:  Complete  ec]ui]>ment  on 
premises  to  handle  photography,  de 
veloping.  printing.  Vacuumating.  cut 
ting  and  canning  ol  hlmstrips. 
Sj>ecial  Services:  Developing  unusual 
types  and  widths  ol  film  such  as 
Kinnn.  ."i.'>nnn.  7<)uun.  aerographii 
film,  unperforated  film,  or  any  inter 
mediate  si/es.  33mm  contact  paper 
prints  for  filmstrips  or  identification 
photos.  Spci  ial  hatulling  jjrocedures 
to  prcidiHc  thousands  ol  jtrints  from 
Oriii^mnl  slidehlm  negative  witiiout 
resorting  to  dupe  negati\es. 
References:  (Clinch  -  (aali  Pictmes. 
Int..  MiCraw  Hill    I  eM  I- ilms.  Sarra. 


Inc.,  Life  Filmstrips,  United  Nations 
Films  and  Visual  Information  Di 
vision.  Young  America  Films,  Inc. 

Fischer  Photographic 
Laboratory,  Inc. 

1731   N.  Mobile  Ave.,  Chicago  39 
Phone:  MErrimac  7-5316 

Date  of  Organization:   1948 
l.ugene    |-  listher.  President 
Donald  V.  Fischer.  Secretary 
[oseph  E.  Fischer.  Treasurer 
Uenjamin  W .  Weisbach.  Lab.  Mgr. 
Services:    Film    processing:    negative. 
positive,    reversal    and    sctund    track. 
Printing:  Color  and  black  and  white, 
llinnn  optical  printing.  Ifimm  contact 
printing.     Enlargement,    reducticjn. 
optical    effects,     matte    rolls,    reverse 
emulsion,    etc.    Editing,    conforming. 
sound  recording,  music  libraries,  edge 
numbering,    X'acuuniating. 
Facilities:  Ciontinuous  processing  ma 
chinery.    Beil    fL-    Howell   and   DePue 
continuous  printing  machines.  Peter- 
son Optical   1:1   step  printer. 
Special  Senices:   Enlargement  or  re- 
ciuction     of     Irame.     horizontal     and 
vertical  displacement  of  frame,  opti 
cal  effects,  matte  rolls,  reverse  emu! 
sion.  etc. 

References:  Hureau  ol  Indian  Affairs. 
U.S.  (iov"t:  International  Harvester. 
Armour  &:  Company.  Mall  Tools, 
l^niversity  of  Illinois. 

Film  Services,  Inc. 

113-19    West    Hubbard    Street 
Chicago  10 
Phone:  superior  7-0735 
Date   of   Organization:    1953 
Lawrence  S.  P.  Haiuhek.  President 
John  W.  Katz,  Vice-President 
Kenneth  V.  Hanchek,  Secy.-Treas. 
Senices:   Film   processing  and   print- 
ing,    b,  w.     Ibnnn.     Color     printing 
16mm.    Title   service,    hot    press   and 
artist.     3.5mm    reduction     to     Itimm: 
16mm    to   35mm    blow-up,    b/w    and 
color.  Sound  studio  for  "voice  over" 
with     interlocked    control,    etc.    Re- 
recording    from    any    type    soiuid    to 
Hiumi  ojjtic  al  area   trac  k. 
Facilities:   EDL   processing  unit,  cus 
torn  unit,  rack  and  tank  units:  Hell  S: 
Howeit     printers.      Hinun:      Peterson 
(.Moticiu  Picture  Printing  Equip.  Co.) 
35-16.    etc.:    reduction    printer:    mag- 
netic   film    ecjuipmeni    lor   recording 
.Old    Maurcr    lor   optical-area  record- 
ing. 

S|>e<ial  Senices:  Special  handling  of 
news  and  special  events  films,  process 
aiul  print:  camera  rental  service: 
M>und  ecpiipmeni.  tape  or  magnetic 
lilm  rental. 

References:  CBS-TV:  news  service 
.md  syndication;  Telenews,  Movie- 
toiu-.  Kling  Studios,  Inc.,  \'ogue 
Wright  Studios,  Lewis  JL-  Martin 
l-'ilms.  Inc. 

Guffanti  Film  Laboratories,  Inc. 

630  Ninth  Avenue,   New  York  36 
Phone:  COIumbus  5-5530 

Date  of  Organization:  1929 
Paid  Guffanti.  President 


■5f 

General  Film 
Laboratories  Corporation 

1546   North   Argyle  Avenue, 

Hollywood  28 
Phone:   Hollywood  2-6171 
Night   Calls:    Hollywood    2-6349 
Dote  of  Organization:  March  1953 
G.  C;arklon  Hunt.  I'laitleul 
H.ins  (If  Sihiiltliiss.  rice-I'rciiclint 
Kobert  Ci.  (ioodwin.  Vice-I'residrnt 
Allon  A.  Krody.  Sales  Director 
Stacy  U'lSriiii.  I'roiinclion  Sufyi. 
VV.  E.  GL-|)li:irt.  I'lnrit  Suj>t. 
Services:  (J(iin|)leic'  :i'jmni  and  Iliniiii. 
b/w.   devcliipinn   and    prinling,    plus 
Ifimm  KodaduDnie  duplicatin;;.  mag 
nc'tic  siripinj^. 

Facilities;  Com])]ete  developing  and 
priming  equipment  with  facilities  loi 
;i5mm  release  printing- 
References:  American  Broadcasting 
Co..  National  firoadcasting  Co..  I'ara 
mount  I'ictures.  Inc..  1  wentietli  Cen 
tury-Fox  Film  Corp.,  Walt  l)isne\ 
Productions.  Warner  Brothers  I'ic 
tures.  Inc..  Metro-Goldwyn-Mayer. 

Hollywood  Film  Enterprises,  Inc. 

6060  Sunset  Blvd.,  Hollywood  28 

Phone   Hollywood   4-2181 

Cable:  HOLLYFILM 

Dale   of  Organization:   1907 
Miikc\    K.iplali.  I'rrsident 
Robert  W:irde.   I  ice-Presideiil 
T.  H.  Emmett.  Secretary-Treasurer  ■ 
Senices:  Complete  3.-)mni,  8mm  and 
Itinim  film  de\eloping  and  printing, 
color    printing,    dailies    and    release 
printing,     and     an    extensive    home 
movie   library  of  diversified   sulijecls 
lor     education,     entertainment     and 
sundry  uses. 

Facilities:  Complete  laboratorv  lacili 
ties,  cutting  rooms,  and  all  equipment 
necessary  lor  such  operations,  projec- 
tion rooms. 

Special  Services:   Complete  coordina- 
ting facilities  for  producers:  transfer 
ring    tape    or    track,    to    final    sound 
track:  editing  and  supervisory  facili- 
ties lor  production,  once  film  is  com- 
pleted- I 
References:    /erry   Fairbanks  PrcKluc-   ; 
tiims.    \arious    ciepartments    of    I>i 
N'aw.  Walt  Disncv  Productions.  (   n 
.*^-    McCilone.    Boeing   .Aircraft   Cor. 
Douglas  .Aircraft. 

Frank  Holmes  Laboratories,  Inc. 

7619  Sunset  Blvd.,  Los  Angeles  46 
Phone:  Hollywood  4-0176 
Date   of   Organization:    1948 
l'r:ink   A.    I  l.iliiies.   I'}  ludrtil 
H:inv  H.  n.isker\ille.  Jr..  Tech.  /' 
Florence  kat/.  I'tiuliutiim  Maiiu^ 
John    R.    Wolber.   Jr..   Mgr..   .S 
Film  f)el>tirtrnent 

Seivices:  Duplicate  .S,')mni  color  slidi  ~ 

slidefilm    m:isters    .ind    [prints,    dm 

(.lie  stereo  prs. 

References:  .\ikins  Travel  Slides,  liu. 

I  .OS   \ngcles  City  Schools.  Rocket  I'n 

lures.    Inc..   Graphic   Films.    Minnc.t 

polis-NfoIine   (a>. 
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S(K  Ijou/  Need  no 


Now,  your  most  unusual,  most  difficult,  most 
exacting  film  requirements  —  for  establishing 
and  native  action  scenes  —  can  be  photographed 
on  assignment  in  any  part  of  the  free  world  .  .  . 
promptly,  skillfully,  economically.  Photographies 
International  has  expert  cameramen  stationed 
in  all  of  the  areas  shown  below,  ready  to  execute 
your  orders  with  intelligence  and  dispatch  .  .  . 
to  deliver  16mm  black  and  white  or  color  footage 
of  top  professional  quality. 

The  next  time  your  scripts  call  for  shots  in  a  foreign 
land  or  at  an  obscure  location  in  this  country  .  .  . 

WRITE,  WIRE,  PHONE  OR  C.\BLE 


IRbotostv^Apliics 
■ntemational 

A  Division  of  Raphael  G.  Wolff  Studios,  Inc. 

5631   HOLLYWOOD  BOULEVARD,  HOLLYWOOD  2(,  CALIFORNIA 
PHONE:  HOLLYWOOD  7-6126    •  CABLE  ADDRESS:   INTERFOTD 


CAMERAMEN    IN: 

ASIA 

CENTRAL  AMERICA 

Guam 

NORTH  AMERICA 

AFRICA 

Aden 

&  WEST  INDIES 

Hawoiian  Islands 

Alosko 

Ceylon 

Bohamoi 

Bermuda 

Algeria 
Egypt 

Formoso 

Barbados 

EUROPE 

Conodo 

Hong  Kong 

Canal  Zone 

Austria 
Cyprus 
Denmark 
England 

Icelond 

Ethiopia 

French  Somoliland 

Indio 

Costa  Rica 
Cuba 

Mexico 

Libya 
Morocco 

Israel 

Dominicon   Republic 
Guatemalo 

SOUTH  AMERICA 

Sooth  Africa 

Japan 

Haiti 

Finland 

Argenlino 

South  Rhodesio 

Java 

Fronce 

Bolivia 

Tunisia 

Lebanon 

Jomaica 

Nicaragua 
Panama 

Germany 

Brazil 

Union  of  South  Africa 

Malaya 

Italy 

Chile 

Pokislan 

Ireland 

Colombia 

AUSTRALIA 

Philippines 

Puerto  (tico 

Norway 

Peru 

Auslrolio 
New  Zealand 

Syria 
Thailand 
Turkey 
Yemon 

Virgin   Islands 
CENTRAL  PACIFIC 

Portugal 

Spain 
Sweden 

Venezuela 

AND  ALL  AREAS  OF 

Tasmania 

Fiji  Islands 

Switzerland 

THE  UNITED  STATES 

.  of  a  small  fry  eating  an  ice  cream 
cone  by  the  Taj  Mahal 


,  or  a  kitten  on  the  Eiffel  Tower 


.  or  a  pretty  gal  on  the  beach  at  Rio 


.  or  a  herd  of  long  horns  in  Texas 


COMPLETE    LIBRARY    OF    FOREIGN    ANO     DOMESTIC     FILMS     ALSO     AVAILABLE 


NUMBER      7       •       VOLUME       16 


19  5  5 
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Houston  Color  Film 
Laborotories,  Inc. 

230  W.  Olive  Ave.,  Burbank,  Calif. 
Phones:  THornvtrall   2-8188 
Victoria  9-4627 
M.iiiin  .Stone,  ruwideni 
Rtiben  F.  Hums.  Vice-President 
Services:    Prinlinj^  and   protfssing  of 
tasinian   anil    Ansct)  C;t>lor   Nfj»alive 
IN)siti\e.    Prinlin*^  and    prrufssillL;  ot 
\ns((>  3jnnn  rt■^■crsal. 
References:    .M(i.\I    Siutlius.    I.ot-w's, 
Inc..    Rcid    H.    Ray   Film    Industries, 
Inc..    Socifiv    for    Visual    Education, 
Air  Force. 

lab-TV 

247  West  46th  St.,  New  York  36 
Phone:  JUdson  6-2293 

Dote   of  Organization:    1952 

[ack  .\s1k-i  .  Fiii  trier 

C.  W.  C.ibhs.  I'intm-r 

Ken  Williams.  L(iht>r(ilt>i\  l-orcmttn 

Fall  Jewell.  Jr..  Technician 
.Services:    Itimin  black  and  while  re- 
\t-isal  de\ eloping  only. 
Facilities:  3  Houston-F'earless  1 1 B  ma- 
chines. 

Special  Services:  Professional  work 
only:  fast  delivery  on  hourly  sdied- 
ules:  maintenance  of  tv  quality  to 
H  !t  D  specifications. 
References:  CBS  'Fele\'ision  News, 
Chrysler  Corp..  Vale  Universitv.  Du 
.Mont.  WROW,  WKNV,  WPIX, 
.\Iovielab.  DeLuxe,  Du.\rt,  Circle, 
U.S.  Signal  Corps.  U.S.  Coast  Guard, 
Telescene,  Bass  Films,  and  numerous 
others. 

Lakeside  Laboratory 

5929  E.  Dunes  Hwy.,  Gary  5,  Ind. 
Phone:  Gary,  YEllowstone  8-1 1 14; 
Chicago,  SAginaw    1-4600 
Wm.  ti.  Smith.  Manager 

Manhattan  Color  Laboratory,  Inc. 

254  West  54th  St.,  New  York    19 
Phone:   Circle   6-4460 

Date  of  Orgonizationt  June  1952 
Diego  Daniello,  President 
Selwyn  Robbins,  Laboratory  Mgr. 
Services:  35mm  Eastman  negative 
positive  ccjlor:  filinstrip  printing  and 
processing;  stereo  and  slide  duplica- 
tion. 

Facilities:  .\ulomatic  processing  ma- 
ihine:  duplex  and  Bell  i:  Flowell 
printers:  automatic  optica!  printer 
lor  stereo  and  slide  duplication. 
Special  .Services:  Filinstrip  printing 
and  processing. 

References:  1  ranshlm.  Inc..  Caravel 
Films.  Inc.,  Depicto  Films.  Inc.. 
F'lelcher  Smith  Studios,  Inc..  United 
Artists  Corp.,  .NfcGraw  -  Hill  Book 
Publishing  Co.,  National  Film  Board 
of  Canada. 

Mecca  Film  Laboratories,  Inc. 

630  Ninth  Avenue,  New  York  36 
Phone:    Circle  6-5289 

Date  of  Organization;  1936 
Harry  G]ickm:in,  President 
John  N.  \\'eber,  Secy.'J  reas. 
Ida  Vomero.    Ististant  Treasurer 
Sara  Brcitenstein,  Plant  Supl. 
Jack  Habcr.  Assl.  Plant  Sufit. 


FILM  LABDHATDHY  SERVICES 


Services:  Dc'veloi)inj'  ;iiul  printing  of 
motion  piduro  film  in  scindard  and 
siib-siandard  si/cs.  also  Kodachromc. 
Fat'iliiies:  Latest  tvpr  dcvrlopino;  and 
printinj^  (.(luipnitni.  I'laiit  is  cniiich 
air  (onditioncd. 

Referent es:  American  Telephone  S: 
J  elej,;raijli  Clo..  C-olunibia  Broadcast 
ing  S\slem.  .Xnu-ritan  Iiroadtasiiiij> 
Companv,  VVt'stern  IJet  trie  C-oni 
pany.  The  Jam  Handy  Organization. 
Inc.,   Audio  Produtiions. 

Motion  Picture  Laboratories,  inc. 

1672  Union  Ave.,  Memphis,  Tenn. 
Phone:    BRoadv*/ay   6-8775 

Dote  of  Organization:    1953 
Burt    Kauflnian.  I'uMdcut 
[.  W.  Cobb.  Jr..   Vice-PresideiU 
Ralph  .Sihuller.   J'icePre.udetit 

Services:  Film  develoj^ini"  .intl   print 

ing;  music  library. 

Facilities:  Complete  laboratory. 

References:    Fott>vox.    \'idelone. 

KTVS-TV,  KNOE  TV. 

^\ 

Movielab  Film  Laboratories,  Inc. 

619  West  54th  St.,   New  York   19 
Phone:   JUdson   6-0360 

Date   of  Organization:    1930 
Saul  Jeftee.  Prestderit 
Frank  Berman.  Production  Mgi- 
Ben  Bloom,  Assl.  Production  Mgr. 
Services:  Negative  picture  and  sound 
track    developing:    dailies    and    first 
print  department:    16mm  and  33mm 
release    printing:     Kodathrome    and 
Ansco    Color    printing:    title    depart- 
ment:   ultra    violet    and    flash    patih 
track  printing. 

Facilities:  Modern  and  complete  film 
laboratory:  65  cutting  and  editini; 
rooms.  Preview  theatre  featuring 
CincmaStope.  tv  aperture.  3  channel 
interlock.  I6mm.  17i.>nnn  ^md  ;i,'>mni 
tape  interlock  and  Ibnim  optical 
interlock  projection. 
Special  Services:  Personali/ed  service 
for  televisicm  producers  on  a  round 
the-clock  basis. 
References:  Available  on  reque.st. 

Multichrome  Laboratories 

760  Gough  Street,  San  Francisco  2 
Phone:   HEmlock    1-6567 
Date   of   Organization:    1938 
Herbert  B.  McKenne\.  Owner  nnil 
Manttger 
Services:  35mm  and   I6nnn  negative- 
positive     printing     and     developing: 
Kinnn  reversal   processing:   35nim  re- 
duction  to   I6nnn  b^w:   Kinnn  blow- 
uj>   to   .S.'>nun  b)l'\v:    Himm   and   8mm 
Kodathrome  dujilicatin^:    Ifinun  and 
Smm    reversal    duplicating:    3jmm 
Kodachroine    ti  anspareni  les    dupli- 
cating; titles,  color  or  bil-w:  sound  re- 
cording;    Vacuuniating;     16mm    and 
35mm    perforated    or    unperforated: 
uiicrofibn  developed  and  printed. 
Facilities:   .\uloinatic    developing  m.i 
chines  and  automatic    printers. 
References:  Cutter  Laboratories.  Den 
ver    K:    Rio    Grande    Western    R.R.. 
Douglas  Fir   Plywood   .\ssoc..  Mather 
Air  Force   Base.  Southern   Pacific   (>>. 


Pathe  Laboratories,  Incorporated 

105  East  106th  St.,  New  York  29 

Phone:  TR  6-1120 

6823  Santa  Monica  Boulevard, 

Los  Angeles  38 

Phone:  Hollywood  9-3961 

Date  of  Organization:    1946 

Kenneth  M.  Vouns;.  President  and 

Chairman.  Hollyieood 
VV.    C.    .McMillen.' Jr.,    Viie-Cliair- 

man.  Xeie  York 
f.  L.  \\'olcott.  Executii'e  Vice-Presi- 
dent. \eif  York 
I).    I-   Melanied.   Treas..  Xeie  York 
().  W.  Murray.   V.P..  HoUyimod 
.Martin  Horner.  .Secy..  Xew  York 
.\.   Johnson,   .isst.    Treas.   b   Secy., 

Hollywood 
Sales  Managers: 

Kurt  E.  Kanis,  Xew  York 
James  S.  Burkett.  Hollywood 
Services:  Prntessinj^  of  motion  picture 
antl  slidefilm:  :i3nun  and  Uimm.  b^-w 
and  color. 

Facilities:  (!c)nijjlete  lab  lacilities. 
iiiniplete  optital  ili\ision  and  edi- 
toi  i.d  rooms.  editr>rial  equipment:  re- 
cording studios  and  sound  stage  on 
premises.  .Mso  complete  equipmetit 
for  tolor  processing. 
Special  Ser\'ices:  Special  high-speed 
ser\ice  for  T\'  and  ncwsreel  account,s. 
References:  .\merican  Broadcastitig 
Company.  National  Broadcasting 
Company,  Columtjia  Broadcasting 
Company,  Universal  Pictures.  Inc.. 
I'nited  .Xrtists,  RKO-Pathe.  Warner 
Brothers  News. 

Precision  Film  Laboratories,  Inc. 

21    West   46th   St.,    New   York   36 
Phone:  JUdson  2-3970 
Cable  Code:  PRECISFILM 
Date   of  Organization:    1937 
|ohn  .\.   Maurer.  President 
Russell  C;.  Holslag.  V.-P.  i-  Mgr. 
Frank  \'.  Papalia,  Prod.  Sufyen'isor 
Services:     Processing,     printing     and 
duplicating  Himm  and  3jmm.  Dupli- 
(ating  Kinnn  sound  and  color.  Sound 
transfer   from   magnetic   m:iterials   to 
optical  tratk.  Electronic  Printing. 
Facilities:      L'nitjue     laboratory     ma- 
ihinery.    operated    by    personnel    of 
long  experience  in  this  field. 
Special   Services:    IN'   film   and   kine 
Mope  jjrocessing. 
References:    \\ailable  upon  recjuest. 


Southeastern  Film  Processing 
Company 

1305  Geiger  Avenue, 

Columbia   2,  S.C. 

Phone:  4-3574 

Date  of  Organization:    1953 

S.  Bernard  Lever.  Uiencr  i-  Mgr. 

I'loreiite  .M.   Lever.  A.at.  .Manager 

John  B.  .Mercer,  Laboratory  .Mgr. 

Services:     Film    developing  —  IGmtn: 

printing. 

Facilities:    Processing   machine,   auto- 
matic,   temperature    control;    Bell    &: 
Howell  Printer  J.\. 
References:     Walter    J.     Klein     Co., 


WIBC  r\'.  W'lBK  r\'.  \\  IS  1  \ 
Wli  I  v.  Leslie  Productions.  In,. 

Southwest  Film  Laboratory,  Inc. 

2015   Young   St.,   Dallas    1,   Texas 
Phone:  Riverside  6782 

Date   of  Organization:  May   1950 
liMri    (..IMS.   Piesiileiil.  Sales   .\/j;r. 
|.i(k    \.  Hopper.  V.P..  I.ah.  Mgr. 
Robert  v.  Rogers.  T.dilorial  Sprvt. 
Hal  DeSyUa.  Lab.  Supervisor 
(.uit   i*oe.  Production  Manager 
I.lo\cl    B.    .\bernathy.    Director   o/ 

Photography 
Oliver  H.  01i\er,  Sound  Recording  ; 
Hope  Peters.  Printing.  Kodachroine 
George  Peters.  Printing,  /J    IT 
jim  Dungan,  Processing  Foreman 
lic,b  Dinican,  Script  Department 
Services:  Kimm  b&w  negative  and  re 
V  ersal  pic  lure  processing:  1  limm  sound 
recording   ancl   processing;    re-record 
ing  from  i  4"  magnetic  tape  and  liimm 
magnetic  film;  ^Iusic  Librarv  /scoring 
to    picture)    B&W    and    Kodachromc 
printing,    16   to    16  optical    [jriniing: 
editing,    conforming,    key    numbered 
workprints.    Complete    film    produc 
tion  department. 

Facilities:  Reversal  and  negative  proc 
essing  machines;  positive  and  sound 
track  processing  machine.  Maurer 
Multiple  track  sound  recorders: 
Rangertone  Synclironous  Plavtiack 
ior  14"  tape;  DePue  Custoin-t>uilt 
Itinun  to  Himm  optical  step  printer: 
Bell  ,<:  HoA\*ell  Continuous  jjrinters; 
Scene-to-scene  additive  color  printing 
process. 

Special  Services:  TV  program  release 
printing;  special  handling  for  1\ 
work;  installation  of  Synclironous  (ill 
cycle  pulse  "head"  on  mag.  tape  re- 
corders; Himm  optical  printing  (ef- 
fects, reversal  of  emulsion  positions, 
etc.)  and  motion  picture  equipment 
sales. 

References;  Southwestern  Bell  Tele 
l^hone  Company.  Bud  Wilkinson  Pro 
ductions.  (;;irdner  .\dvertising  Com 
pan\.  Magnolia  Petroleum  (iompanx 
Facts  Forum.  Inc..  "Texas  Rasslin"* 
others  on  request. 

Superior  Bulk  Film  Co. 

442   North  Wells  St.,  Chicago   10 
Phone:  superior  7-4448 

Date  of  Organization:    1939 

\.    S.    1  I. ink.   Piesldelll 
R.  S.  Hank.  I  nePresident 
S.  Kale.  Laboratojy  .Manager 
Services:     Himm    reversal    processin-j 
negiitivc  processing,  black  and  wli 
;ind  tolor  printing. 
Facilities:  .\ir-conditioned  hiboratory. 
three  :iutoin:itic  processing  machines 
for    reversal.    negati\e    ;ind    positi\e. 
Bell  it  Howell  printers.  Peterson  elec 
tronic  cueing.  t;icler  ;ind  sound  head. 
References:    Illinois    Bell     lekphonc   I 
ConipaiiN.    riie  \'isking  C^orporali""       i 
.Armour  )t  Companv.  Sonic   Film   1 
cording.  Inc..  Brv   Kinescope  Lab" 


Swift  Motion  Picture 
Laboratories,  Inc. 

161   Union  Place,  New  York  52 
Phone:   CYpress   3-2400 

Date  of  Organization:  1951 
W. titer  C.  Snowclen.  President 
Ci.  Peter  F'oren/a.  Laboratory  Supt. 

(Ltsri.\G  C:ON  TIM  KD  ON    PAGli   7  2) 
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PAINTING  IN  Cave  aivM.T«mir^Bain,  approaihatelv  20.000  vEARS  Old 


\VE'VE     COME     A     LONG     V/ AV  \ 

The  charging  boar  of  this  astonishingly  precise  and  beautiful  painting  is  man's  first 
effort  to  depict  motion.  Today  the  marvel  of  motion,  captured  on  film,  reaches  heights 
of  realism  that  excites  the  imagination  of  peoples  the  world  over. 

We  at  GENERAL  FILM  LABORATORIES  are  proud  to  have  contributed  new  precision 
techniques,  bold  and  far  reaching  advances,  worthy  of  your  effort. 


•.e 


GENERAL    FILM   laboratories    corp. 

1546    NO.    ARGYLE    •    LOS    ANGELES    28,    CALIF.    •    HD2-6171 

COMPLETE        16  MM       AND        35MM        SERVICES        INCLUDING        16  MM        COLOR        PRINTING 
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Swift  M.P.  Laboratories:  Cont'd. 

Senices:  Specializing  exclusivply  in 
color  printing:  .Srinim.  Ifimm.  reilui 
tion  and  blowup:  Monc-lc^-scfnt-  (olor 
correction:  sii-p  piinliii;^.  ctt.  Prints 
projettor-in.s])fi  Ifil  at  stanthutl  spcctl: 
"Peerless"  treatment  available;  repair 
and  shipping  serxiie:  special  atten- 
tion to  rush  orders. 
Facilities:  Arri  and  Bell  &  Howell 
printers  with  (ontrol-strip  equipment: 
animation  stand;  editing  and  inter- 
lock scrceninn  laiilities. 
Special  Ser\'ices:  Animation;  editing: 
effects:  narr;ition  recording,  etc. 
References:  li.  R.  Squibb  S:  Sons,  En- 
cyclopaedia Urilannica  Films.  Ameri- 
can Cvanamid  Com]>any.  Conserva- 
tion Foundation. 

Technicolor  Motion  Picture  Corp. 

6311   Romalne  St.,  Hollywood  38 

Phone:  Hollywood  7-1101 

4509    RCA    BIdg.,    30    Rockefeller 

Plaza,  New  York  20,  N.Y. 

Phone:  CI  7-7934 

Cable:  Hollywood:  TECHNICOLOR 

New  York:  TECNICOLOR 

Date  of   Incorporation:    1915 

Dr.  Herbert  T.  Kalmus,  President 

and  General  Manager 
John  R.  Clark.  Jr.,  Executive  V.-P. 
David  S.  Shatluck,  Treasnrer 
Robert  Riley.   V.-P..  Charge  Holly- 
wood Sales  &  Sluilio  Ojyerntions 
Kay  Harrison.  Director  of  Foreign 

Relations  &  Sales 
Leland  B.  Prentice,  Plant  Manager 
Donald   G.   Smith.    Assistant   Sales 

Manager,  Hollywood 
Charles  W.  Carpenter,  Manager, 
New  York  Office 
Services:  Color  motion  pictures— live 
action  or  anini;uion  — Fntert;iinnient 
and  Industrial  films.  Slidefilms.  Studio 
Services:  Cameras,  film,  cameramen, 
color  consultants,  camera  technicians 
and  camera  crews.  Laboratory  Serv- 
ices: Film  developing,  processing  and 
printing  for  color  and  soiuid.  35mm 
color  release  prints  manufactured 
from  3.5mm  three  -  strip  negative. 
35mm  successive  exposure  negative, 
35mm  color  negative,  or  Itimm  color 
positive.  IGmm  color  release  prints 
manufactured  from  35mm  three-strip 
negative,  35mm  successive  exposure 
negative,  35mm  color  negative  or 
35mm  color  positive. 
F.icililies:  Camera  department  and 
film  laboratory  with  capacity  in  ex- 
cess of  600,01)(),00n  feet  of  color  re- 
lease prints  per  year,  located  in  Holly- 
wood, California. 
References:  .Available  upon  request. 

Technicolor,  Limited 

Bath  Road  —  Harmondsworth 
West  Drayton  —  Middlesex 

England 

Phone:  West  Drayton  2211 

Cable  Codes:  TECNICOLOR,  West 

Drayton;   Telegraph    Code: 

TELEX  2404 
Date  of  Organization:   1935 
Dr.  Herbert  T.  Kalmus,  Chairman 

of  the  Board 
Kay  Harrison.  Managing  Director 
Leslie  W,  Oliver,  Plant  Manager 
.Albert  Allan,  Secretary 
F.  George  Gunn,  Director  of  Studio 
Operations 
Services:  Similar  to  above. 


FILM  LABOMTaRY  SERVICES 


Facilities:  C;inier;i  dep;u'tnient  and 
lilm  hiboiiilorv  with  cap;icit\  in  ex- 
cess ol  •Jlin.(Hll>.(Mlll  leet  ol  (olor  re- 
ie;ise  prints  per  )ear.  loc;ited  in 
England. 
References:  .Available  upon  recjuest, 

Societe  Technicolor 

49  Avenue  Montaigne,  Paris  8, 
France 
Phone:   ELYsees  55-26 
Cable: 
Technicolor  Joinville-le-Pont 
Date  of  Organization:   1954 
Gerard  Monod,  President 
Dr.  Herbert  T.  Kalmus,  Honorary 
President  of  the  lid.  of  Directors 
Kay  Harrison.  Director 
.Andre  P.  G.  Colling,  Gen.  Mgr. 
Bernard  de  Lavalette.  Plant  Mgr. 
Pierre  Diard,  Chief  Accountant 
Services:  Similar  to  above. 
Facilities:  Film  laboratory  with  capa- 
city   in   excess   of    70.000,000    feet   of 
cofor  release  prints  per  year,  located 
in  Joinville  (near  Paris),  Fr;»nce. 
References:  Available  on  request. 


Video  Film  Laboratories 

350  West  50th  St.,  New  York   19 
Phone:  JUdson  6-7196 

Dote   of  Organization:    1949 
Hugh   11.  Gwynne,   Owner 
Services:  Complete  16nun  reversal  de 
veloping    and    reversal    prints,    also 
some    1  Gmni    negative    ;ind    positive 
developing. 

Facilities:  Complete  de\eloi>ing  ;ind 
printing  equipment  for  llimm.  Three 
developing  nKichines.  Three  printers. 
Special  Services:  Special  de\elopment 
facilities  to  imreasc  KK  Tri-X  lo 
.\S.\  1.000  (special  charge).  Special 
week-end  football  service  (special 
charge). 

References:  Precision  Film  Labora- 
tories. DuMcmt  TV-Network,  CBS 
Newsfilm.  Dynamic  Films,  Inc.,  Barry 
Enriglit  and  Friendly. 


Western  Cine  Service,  Inc. 

114  E.  8th  Ave.,  Denver  3,  Colo. 
Phone:  TAbor  5-2812 

Date   of  Organization:  1952 


CERAM 


Brighter — Ceramic  Blue  Top  won't  scratch,  chip  or  peel  like 
ordinary  painted  tops  .  .  .  filaments  are  machine  made 
for  brighter  pictures. 

Cooler — Ceramic  Blue  Top  is  bonded  to  the  glass  .  .  .  improves 
heat  dissipation. 

Longer  Lasting — Cooler  operation  of  Ceramic  Blue  Tops  as- 
sures longer  lamp  life.  Another  plus:  exclusive  Sylvania 
shock  absorbers  protect  filaments  in  larger  lamps  from 
vibration. 


Ask  lor  a  Sylvania     Blue  Top  lor  your  projector  today 
. . .  your  slides  and  movies  deserve  the  bestl 

Sylvania  Electric  Products  Inc  .  1740  liroadway.   Nt-w  York   UK   N.  Y. 
Lightinf;     •      Radio     •      Electronics     •     Television    •     Atomic  Energy 


SYLVANIA 


, . .  fastest  growing  name  in  sight! 


Western  Cine  Service:  Continued 

Noel  I,,    [ordan.  President 
|i)liii   I.   Newell.    I'ice-Presidrni 
llcniiaii   IJrsthcl.  Secy.-Treas. 
Services:   Complete    16mm  laboratory 
l:iiililies:    process   :dl    types   ol    black 
iind  while  hims.  ]>riiit  b/w  ;ind  colf»r. 
SiMuui    siudir)    ;ind    recording   ecjiiip- 
ment    lor    Himm    magnetic,    Maurer 
optic:il,    i/j-inch    tape,   disc.    C)rigiti:il 
phiitography— color  ;incl  b/w.  titling, 
editing,  storing,  stop-motion.  Immedi- 
ate service  on  sports  lilm.  .S-hour  serv- 
ice processing  re\ersal.  IL'-hcjur  nega- 
tive, -IS-liour  ser\ite  on  prints. 
Facilities:  Ihree  Houston  IGinm  proc 
essing    machines.    Bell    &    Howell 
printer:  complete  sound  studio  with 
Maurer  optical.  .Magnasync  magnetic. 
t;tpe,  disc.  etc.  Editing  room. 
References:    University   of   Coloraeln 
.National  Broadcasting  Company.  Co 
lunibia  Broadcasting  System.   I'niied 
Airlines,  Colorado  State  Racing  Com- 
mission, Air  Force  Academy. 

CAMDIAIV  LABDRATDHIES 

Crowley  Films  Ltd. 

19   Fairmont   Ave,,   Ottawa,   Con. 

Phone:   8-8144 

Cable:  CRAWFILMS,  Ottawa 

F.  R.  Crawley,  President 
Graeme  Fraser.   Vice-President 
Donald  Carter,  Director  of  Prod. 
.Arthur  Hindrichs,  Producers'  Serv- 
ice Division  Manager 
Jack  Walsh.  C.A..  Comptroller 
Services:    llimm    lab— color    printing, 
b/w  printing  and  processing,  reversal    ! 
])roccssing.     Sjnun     b/w     processing, 
edge  -  numbering.     Sound    recording 
and    re-recording    from    optical    and 
maoiietic   film,   disc  or   any   form  of 
s\iic  tape,  .■\nimation. 
Facilities:    Sound   stage    with    mixing 
bixitli  and  soimd  sinte  consisting  ol 
re-recording    theatre    with    8-channel 
console,   voice  studio  with  4-channel 
console,   transfer  room  with    Maurer 
llimm  rccc>rcler.  disc  recording  room, 
clubber  and  recorder  room. 
Special  Services:  Titling  service,  \'acu- 
uinate  process. 

References:  FTnited  St.ites  .\ir  Force. 
Canadian  Navy,  National  Film  Board. 
Imperial  Oil  Limited,  Canadian  Na- 
tional  Railways. 

Northern  Motion  Picture 
Laboratories  Ltd. 

10  Dell  Park  Avenue, 

Toronto  10,  Ontario 

Phone:  RE  5218,  RE  6540 

Dote   of  Organization:    1949 
Stanley  L.  Clemson.  President  and 

Technical  Sufiewisor 
David   j.    W'ansbrough.    I'ice-Presi 

dent  and  General  Manager 
Nortniin   .\.  Gunn,  Lab.  Supt. 
Robert  \V.  C.  Winter,  Production, 
lulitorini  Suf)en>i\or 
Services:  Hi,  35mm  cIe\eloping:  16nun 
bl;ic  k/wliite  ;nid  color  printing;  sound 
triinsler  .uid  rc-tording  and  editing. 
Facilities:  .Ml  ecjuipment  necessary  to 
])erform    the   iibove   mentioned   sei\ 
ices. 

References:   Imperial  Oil   Ltd.,  ,\\i" 
Aircralt   Ltd.,  Robert  L:iwrencc  Pru 
duciions.  Ontario  Hydro  Commission. 
1.  Fatcm  Co.  Ltd. 
(■c:\N\ni\\   iisiiNc.s  c:c)\ii\rr  ox  74) 
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hAay  cosf  you  less  \o  own 

\han  if  cosis  to  renf  oiher  equipment 


k  %% 


MODEL      HI  A 


with 

soundproof 
blimp  and 
synciironous 
motor  •  •  • 


For  little  more  than  the  usual  rental  chorges 
for  equipment,  you  can  own  a  complete  Arri- 
flex  35  Model  MA  sound  outfit,  including  the 
variable  speed  motor.  Synchronous  Motor  and 
Soundproof  Blimp.  As  a  result,  more  and  more 
studios  and  cameramen  are  recognizing  this 
fact  and  ore  buying  Arriflex. 

The  Arriflex  35  Model  IIA  offers  many 
advantages  over  other  35mm  cine  cameras.  For 
example,  v/ithout  the  Blimp  and  v/ith  battery- 
operated  variable-speed  motor,  the  Arriflex  is 
an  unusually  light  and  easy  camera  to  handle 
—  ideal  for  location  shots  under  the  most  diffi- 
cult conditions  —  even  for  handheld  filming. 
With  the  Soundproof  Blimp  and  Synchronous 
Motor,  it  becomes  the  perfect  camera  for  lip- 
synched  sound  —  both   in  the  studio  ond  out. 

The  Arriflex  35  IIA  features  a  180°  Mirror 
Reflex  Shutter  for  through-the-Iens  viewing  and 
follow  focus.  A  new  type  of  intermittent  mech- 
anism with  registration  pin  action  assure  obso- 
lutely  rock-steady  pictures  in   perfect  register. 

Many  other  Improvements  hove  made  the 
Model  IIA  the  most  desirable  camera  in  the 
field.  In  fact,  every  important  feature  you 
would  expect  In  a  camera  designed  for  first 
rate  filming  has  been  incorporated  in  the  Arri- 
flex 35  Model   IIA. 

Write  for  complete  information  to: 


^CXdlzyO-    photo    corporation 

235   FOURTH   AVE   ,   NEW   YORK   3.   N.Y 
7303  MELROSE  AVE.,  HOLLYWOOD  46,  CAL 


ARRIFLEX  35  Model  IIA  with 
SYNCHRONOUS  MOTOR   UNIT 

Provides  absolutely  uniform  ond  con- 
stant sp«ed.  Motor  is  mounted  on 
base-plate  housing  containing  gear 
mechanism  which  connects  directly  to 
main  drive  shaft  of  camera.  Motor  unit 
hat  built-in  footage  counter  and  tripod 
socket.  Safety  clutch  automatically  dis- 
engages motor  should  film  'jam'. 
Designed  for  115-volt,  60-cycIe  AC 
operation. 


m 


ARRIFLEX   35   Model   IIA 
in  SOUND-PROOF   BLIMP 

Blimp  housing  is  cast  magne- 
sium alloy,  finished  crackle 
black.  Accommodates  Camera, 
Synchronous  Motor  Unit  and 
400-foot  Magatine.  Internal 
walls  are  lined  with  corduroy 
velvet  over  six  alternate  layers 
of  foam  plastic  ond  lead.  Doors 
are  sealed  with  foam-rubber 
gaskets,  and  close  by  means  of 
heavy,  'knee-action'  clomp 
locks.  Camera  is  cushion- 
unted. 
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I 


■^  i 

Rapid,  Grip  &  Batten,  Ltd. 

1640  The  Queensway 

Toronto    14,  Ontario 

Phone:  CI   1-5291 

Hdq.  OfRce:  300  Bay  St. 

R.  A.  HiUlcii.  I'mitlrnl 
].  H.  Batten.  I'.  /'..  Mn».  Uircrlor 
Gerald  J.  Kccky.  Ci-nrral  Manager 
'      Frank  E.  O'BxTiie.  Salts  Manager 
Facilities:    llimiii  lal)i)r:itorv.  Oxberry 
animation    st;iru!.    Hi   .nid    ;i'nnni.    16 
and   S.'imiii  m>uiu1   ciniiiinR'nt   lor  re- 
cordin<;. 
(sec  listing  in  Annii.il   I'rod.  Review) 

Trans-Canada  Films  Ltd. 

Burrord  at  Davie  St.,  Vancouver, 
i  B.C.,  Canada 

j  Phone:   PA    1458 

1         Date  of  Organization:   1946 

i;.  \V.  Hamilton.  Pn-udrnt 
Onille  Burrell.  Produilion  Mgr. 
Catherine  M.  Burdick.  Office  Mgr. 

■  Charles  Bray.  Laboratory  Stijit. 
I      Beatrice  Bray.  Editing 

;      L.  Ornik.  Quality  Control 
•     George  .\llen.  Accounting 

\  Services:  Producers  of  motion  pic 
i  lures   for   Canadian    Inisincss.   cduca 

■  tioii  and  training  films,  television  pro- 
i  ductions.  theatre  trailers,  slidefilms, 
;  sound  recording,  complete  laboratory 
!  service   (16mm  and  35mm). 

,  Facilities:    Complete    and    up-to-date 

I  equipment     for     laboratory     service; 

I  generator  and   lights  lor    16mm  and 

!  ;i5mm   productions;   S.'imm  screening 

room  and  lacilities  for  screening  any 

16mm  hlms;   chemical  laboratory  for 

analysis,  etc.:   music  library. 

.Special  Services:   Services  and  rental 

I  of  generator  and  lights  for  16mra  & 

'  35miu    productions;    screening    of 

'  35mm  and  16mm  films;  nnisic  library 

,  service. 

References:  British  Cohmibia  Gov- 
I  ernment.  CBC;  Television  (CBUT 
Channel  2-Vancou\er).  Lew  Parry 
Film  Produttions.  Famous  Players  & 
Odeon  Iheatre  Chains.  Macmillan  & 
Bloedel  l.nl. 

ADDITIONAL    LISTING 
Add:    U.  S.    Laboratory   Sources 

Pacific  Title 
j  and  Art  Studio 

I  6350  Santa  Monica   Blvd. 

I  Hollywood  38 

Phone:  HO  3-5611 

j  Date   of   Organization:    1925 

\  Larry  Glickman.  Executive  Manager 
'■  Services:  Laboratory  service  for  35mm 
I  and    16mm.   as   well   as   wide   screen 

processes;   designing,   lettering,   illus- 
:   trating  and  typograi)hy  services, 
i  Facilities:    Camera;    projection    room 

with  arc  and  Ilimm  projection;  sound 
I  stage  for  ])roduition  of  inserts;  print- 
]  ing    room;    optical    department;    hot 

press  title  equipment;  st;ill  of  70. 

■  References;   Av;iil;iblc   upon  recjuest. 


74 


Cineffects,  Inc. 

115  West  45th  St.,  New  York  36 
Phone:  Circle  6-0951 

Date  of  Organization:  1939 
N;ith;in  .Sobei.  Fresidftit 
Isaac  Hecht.  Secretary-Treasurer 
Services:   Producer's  aids  —  special  el 
leds.    ;irl,    :inimation,    letteting,    in 
serts,  liibie  top  photogr;i]jhy.  3-1)  oi 
flat.   IGmm-35mm.  b&:w  or  color. 
Facilities:    Complete    machitie    shop: 
four    self-contained    optical    benches, 
copying  cameras;   enlargers,   etc.   for 
inserts;  1!  BfL-H  motion  pictine  cam- 
eras; turn  table  and  other  mechanicd 
set-ups;    three    completely    equippeil 
;iniraation    stands;    rotoscope    anima- 
tion  equipment.    Permanent  staff   of 
51    employees,    including    20    in    the 
animation  department,  and  six  in  the 
machine  shop.  .-Mso  a  separately  oper- 
ated color  laboratory  with  personnel 
of   10. 

References:  Pathescope  Productions, 
RKO  Pathe.  VVarnerPathe,  U.S. 
Navv,  U.S.  .\ir  Force. 


Cinema  Research  Corporation 

7000  Romaine  St.,  Hollywood  38 
Phone:  OLdfield  4-4117 

Date   of  Organization:    1947 
H.jrnld    \,   S,  liiib.  President 
FiTusi   W.  .\icella.  lire-President 
George  B.  Ross.  Jr.,  Secretary 
Services:   Optiial   printing;    16mm  to 
16mm,     llimni    to    35nun,    35mm    to 
Himm,   35nnn   to  35mm;   registration 
contact    printing:    :inimation    camer;i 
photogi;q>h\.  35nun  .md   Kimm;  title 
photogr;iphy.  35nnn  ;nui  Himm. 
Facilities:     1    Acme    optical    printers. 
Amie   ,\lalte   printer,   .Acme  registra- 
tion printer,  title  c;nner:i. 
Special  Services:  Specializing  in  opti- 
cal   printing,   related   to   color  work; 
complete  duplicating  service  on  East- 
man and  .\nsco  color  negatives;  East- 
man and  .\nsco  color  separations  and 
interne,gati\es:     also    spetiali/ing    in 
Kimm  blow-ups  to  35nun  color. 
References:     Cionsolitlated     Film     In 
dustries.  \\'ildin,g  f*i(ture  Productions. 
Reid    H.    Ray.   Frank  Capra   Produc- 
tions. C^olor  .Service  Corj). 


^^*§M!fejfey>s!MyyiLt  ,u  .^^ly^  ^jl:  ; '  Kmnm. 


If  you're  in  the 
MOVIE  business 


1 


.  .  .  and  want 
EVERYTHING 
in  16mm.  sound 

Complete  Services  .  .  .  Color  Processing  &  Printing, 
B  W  Processing  &  Printing,  Recording,  Editing, 
Optical  Effects,  Animation,  Titles  and  Magnetic 
Sound    Striping 


THE   CALVIN    CO. 

1105  TRUMAN   ROAD 
KANSAS  CITY  6.  MISSOURI  —  HA.  1230 


Eastern  Effects,  Inc. 

333  West  52nd  St.,  New  York  19 
Phone:  Circle  5-5280 

,\I.iin  i(  (■  1  .i\  \,  l'if\iilt  til 
S;iinufl  Levy,   Vtce-l^rcsidenl 
Services:  Producer's  aids  —  optical  el- 
fects.   special   ellects.  art  and  animii- 
tion.    (^(unplele   service    from    an    lo 
film  —  consultant  service. 
Facilities:    Complete   staff   in    ill    de 
partments.   Most  modern   equipment  i 
(usirmi    built   especially    UiV    Lvasiman 
Effects  lor  last  quality  servite. 

Consolidated  Film  Industries 

959  Seward  Street,  Hollywood  38 

See  comp/efe  //sfmg   under 

"Laborafories" 

Du  Art  Film  Laboratories,  Inc. 

and 

Tri  Art  Color  Corporation 

245  West  55th  Street,  New  York   19 

See  complete   iisfing   under 

"Laboratories" 

Francis  Lee  Studios  { 

479  Sixth  Avenue,  New  York  11       | 
See  complete  listing   under 


"Animation" 


Ray  Mercer  &  Company         \ 

4241  Normal  Ave.,  Hollywood  29 
Phone:  NOrmandy  3-9331 

Date  of  Organization:  1928 
Rav  Mercer.  Dir.  of  Plioluiirajilit 
James    Handschiegl.    Asst.    Dir.    <" 

Photography 
Paul  D.  Korb.  Sales  Manager 
George  Rohan.  Optical  Depl. 
Ernest  Klein.  Art  Department 
Services:  Optical  effects:  titles:  atiiin.i 
tion  and  art  work.  , 

Facilities:    Full    staff    of    artists    and  ii 
optical  engineers. 

Special  Services:  Special  effects  chart;: 
with  !li;  effects  free  of  charge.  i 

References:  .-Vllied  .Artists  Studio: 
Columbia  Pictures;  National  Pit  lures; 
Kling  Studios.  Wild  Bill  Hi.kok 
Show:  TV  Spots  Studio. 


Screen  Opticals,  Inc. 

333  West  52nd  St.,  New  York  19 
Phone:  PLoza  7-7994 

Date  of  Organization:  1950 
.Morris  Rosensweig.  President  \ 


Vice-President 
Se(y.-Treas..  (if 


Morris  H.   Jack: 

Arthiu  |.  Jacks 
Manager 
Services:  Ojjtital  etieits.  ;i.')nuu  bl.ici^ 
:ind  white  and  F.astman  Color  1I);S5 
lilowups.  b.>s:w  and  E:istman  Color 
title  photograpfiy. 
Facilities:  :i.')mni()pti(.d  elletis  prniii  i 
l(i:;i.')  blowup  printer;  .t:')mm  .uiini.i 
tion  st:uid. 

References:  Iri  .\rt  Color  Corp..  Md 
(.old  Pioduttitjiis.  Int..  Kiutker 
boiker  Productions.  Inc..  C;olunii)i:i 
Pictures  Corporation.  .Sound  M:i-ii  r- 
Inc. 
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IDUIVD  RECDRDIIVG 


V^OTION   PICTURES  &  SLIDEFILMS) 
Acme  Film  Laboratories,  Inc. 

161  N.  Highland  Ave.,  Hollywood  38 

See  complete   listing   under 

"Laboratories" 

Byron,  inc. 

1226  Wisconsin   Avenue, 

Washington  7,  D.C. 

See  complete  listing   under 

"Laboratories" 

The  Calvin  Company 

105  Truman  Road,  Kansas  City,  Mo. 
Ysee    listing    under   "Laboratories") 

Cinesound  Company 

1037  North  La  Brea  Ave., 

Hollywood  38 
Phone:  Oldfield  4-3004 

Date  of  Organization:  1944 
Rose  Layos.   (JzumnOpfrator 
Ken   Miura,  Dubbing-Mixer 
Irwin  Nafshun,  Music  Scoring 
lervices:  Recording  and  dubbing  ta* 
ilities.     transfers,     electro  -  printing, 
jnusic  library  for  dubbing,  titles. 
facilities:    Hiiinn   and    17i/.,mm   niag- 
letic   recorders   and    playback   units, 
6mm    Western    Electric   optical   re- 
order. 35mm  optical  playbacks. 
ipecial  Services:  We  specialize  in  dub- 
)ing    with    an    excellent    \ariety    of 
nusic  libraries  from  which  to  score. 
References:     White     Sands     Proving 
irounds.  Lockheed  .Aircraft  Corpor- 
ition,    Norihrop    Aircraft.    Inc..    Los 
\ngeles  Fire*  Department. 

Circle  Film  laboratories,  inc. 

i33  West  60th   Street,   New  York  23 
(see   listing   under  "Laboratories") 


(sound  services  continue  on  p.  76) 


YOUR  ASSURANCE  OF 
BETTER  16mm  PRINTS 


The  production  cost  of  your  I6mm  color  motion 
picture,  alone,  warrants  the  extra  quality  guar- 
anteed by  Color  Reproduction's  17-years  of 
experience  and  "know  how"  in  specializing 
exclusively  in  color  film  printing.  Color  Repro- 
duction Company  has  earned  a  reputation  for 
guaranteed  film  quality  which  is  the  standard 
of  the  I6mm  Motion  Picture  Industry.  Next 
time  you  order  release  prints  be  sure  Color 
Reproduaion  Company  makes  them  for  you! 


7936  Santo  Monita  Blvd,,  Hollywood  46,  California 

Telephone:  Hollywood  4-8225 
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610    NORTH    WOOOWARO    AVENUE 

BIRMINGHAM.   MICHIGAN 

lElEPHONE     MIDWEST     4-3619 


ASSOCIATED  STUDIOS  IN 
DETROIT  -  CHICAGO 
NEW  YORK  -  BALTIMORE 
WASHINGTON  -  ST.  LOUIS 
NEW  ORLEANS  -  HOUSTON 
SAN   FRANCISCO   -   LOS  ANGELES 

JAMES    E.    Ma (LANE 

EXECUTIVE  PRODUCER 
21  years  professional 
experience     in     film     production 


Eastern  . . .  Finest  and 

The  Fastest  in  the  East! 


ART  TO  FILM 
FINEST-FASTEST 


CaJtefh  C^^ectA,  inc 

333   WEST   52ND   STREET 

NEW   YORK    19,   N.  Y. 

Circle  5-5280 


SDU^D  HECDRnilVG 

(CONTINUED    FROM     PAGE    75) 

Columbia  Transcriptions 

A  Service  of 

Columbia  Records,  Inc. 

799  Seventh  Ave.,  New  York    19 

Pfione:  Circle  5-7300 

.Mbcrt     1..    Sluilnuin.    Director    of 
'J'ltttiM  rijitiovs 

(;irarcl  D.  Ellis.  Mgr..  Chicago  Ofc. 

.\ndrew    J.    Schrade,    Mgr.,   Holly- 
wood Office 

Calvin  RoliLTts.  Account  Executive, 
\iw  York  Office 

Floyd   .S.    Glincrt,   Account  Execu- 
tive, New  York  Office 
Services:     Sound    recording    studios, 
matrix  processing,  manufacturing  and 
shipping  facilities  for  all  type  record- 
ings located   in   New  York,  Chicago, 
and    Hollywood.   Transcription    serv- 
ice; (ustom  records. 
Facilities:     .Sound    effects,     music     li- 
br.uies    and    special    equipment    lor 
automatic  projection  available. 
Special    Services:    Professional,    confi- 
dential   consultation    on    all    produc 
tioii  matters.  I'ull  selection  of  record 
ing  studios  in  New  York,  Chicago  and 
Hollywood.  (N.Y.)  .\rapex  Tape  Ma 
chines;  eight  disc-mastering  channels; 
Scullv  Disc  Recorders  and  Columbia 
Caistom-type  Recorders. 
References:  Available  upon  request. 

George  W.  Colburn 
Laboratory,  Inc. 

164  N.  Wacker  Drive,  Chicago  6 

See  complete  listing  under 

"Laboratories" 

Don  Dunn's  El  Rancho  Audio 

26246  Folrview  Ave., 

Lomito,  Calif. 

Phone:  DAvenport  6-4925 

Dote  of  Organization;  1954 
Donald  E.  Dunn.  O-anier  and  Audio 

Engineer 
June  L.  Dunn,  Secretary 
Services:  Narration  recording,  setting 
tip  music  ;md  effects  dubbing  tracks. 
Editing    wotk     jjrint.     origimd     ami 
16mm  magnetic  center  position  soiuid 
tracks.    Music   available   that   can    bo 
cleared  for  television. 
Facilities:  .Mixer.  16inm  and  ITl/omm 
magnetic  film  recorders,  tape  record 
ers.   78  rpm   disc  recorder  and  s\n- 
chronous  drive  projector. 
Special   Services:   Jet    .\ircraft   somid 
effects. 

References:  Globe  Photos,  Inc..  Don 
.Mac.N'amara.  V.-P.,  Carl  Dudlev 
Prods..  Ed-Venture  Films,  jyn- 
Webstcr  Productions  and  Tahoe 
I-'ilins,  Janda  Productions,  Pastushin 
.-\viation.  Compass  Films. 

Escar  Motion  Picture  Service,  Inc. 

7315  Carnegie  Avenue,  Cleveland  3 

See  complete  listing   under 

"Laboratories" 


Radio  Corporation  of  America 

Engineering  Products  Division 

1016  North  Sycamore  Ave., 

Hollywood 

Phone:  Ol  4-1660 

|.    W.iison    |oncs.    Manager.   Film 
Hei  Hilling  Sales 

Earl  .Spiter,  Producers  Hef). 
Services:    Sound    recording    ,md    re 
reiording  music  scoring. 
Facilities:    ;i,")mm   and    I6nmi    photo 
graphi(    recording    and    ro-iecording 
equipment.  S3,  My.,  and  Ifimm  single 
tra(k,     magnetic    and    35mm     triple 
tr;ii  k     recording    and    re  ■  recording 
e(iuipment.  Transfer  equipment,  mu-  , 
sic    storing  stage. 

Special    Services:     Engineering    con-  ' 
suliaiit  services  ;ivailable  lor  all  phases 
ol   recording  operations.  > 

Relerenres:  .\vailable  upon  requesu    , 


Pothe  Laboratories,  Inc. 

105  E.  106th  Street,  New  York  29 

6823  Santa  Monica  Blvd.,  Hollywood 

See   complete  listing   under 

"Laboratories" 


RCA  Film  Recording  Studios      ' 

411    Fifth   Avenue,   New   York    16 
Phone:  Murray  Hill  3-7611 

Eveictt  .Miller,  .Manager.  Film  Re- ^ 
coiding  Sales.  Xew  York  i 

Services:    Sound    recording    and    re-  j 
recording  music  scoring.  i 

Facilities:    33mm    and    16mm    phnto-  I 
graphic    recording    and    re-recording 
equipment;   35mm  and   16mm  single  , 
track,    magnetic    recording    and    re- 
recording  equipment;  transfer  eipiip 
ment;   music  scoring  stage. 
Special    Services:     Engineering    con 
sultant  services  available  for  all  phases  | 
ot  recording  operations. 
References:  .Available  upon  reqiuM 

■H- 

RCA  Victor 
Custom  Record  Division 

155    East  24th   St.,   New  York  20 
Phone:  MUrray  Hill  9-7200 

Date  of  Organization:  1929 
Branches:  Recording  studios  also  lo- 
cated in  Chicago,  Hollywood. 
James  P.  Da\is,  Manager 
David  ].  Finn.  Sales  Manager 
Ben  Selvin,  Artist.  Repeloire  Mgi. 
Fr,ink  ODonncll.  Advertising.  Pro-  ■ 
iiiotinn  Manager  ' 

.\.  E.  Hindle,  Chicago  Manager 
Richard  Buchol/,  Hollywood  Mgr.' 
Ceollrev  C.  Bennct.  Xashville  .\fgi. 
\\illi:im  C.  Leonard.  Chicago  Sales 

Jiejiresentative 
New  York  Sales  Representatives: 
Ralph  C.  \Villi:ims,  Phonograph 

Records 
.Marjorie    B.    1  ahaney,    Slidefilm 
Recordings  ; 

James  R.  Cunnison.  Phonograph 

Records 
Peter  M.  Rogers.  Transcription 
C;irl  Reinschild,  Phonograph 
Records 
.Services:  Recording  and  pressing  lor 
slidefdm    recordings,    premium    and 
prcimolion  records  and  iranscriptions. 
Facilities:    Ccmipletely    equipped    re- 
cording   studios    and    most    modern 
processing  and  pressing  operation.     ' 
Special    .Services:    Extensive    slidefilm; 
music    librar\. 

Relereiues:  Depicto  Films,  Inc  Iht, 
|.im  Hinclv  Organization,  Ross  Roy, 
Inc.  Iransfilm.  Inc.,  Wilding  Pic-j 
ture   Productions,   Iiu, 
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I     Reeves  Sound  Studios,  Inc. 
J04  East  44th   St.,   New  York   17 
Phone:  ORegon  9-3550 

Date  of  Organization:  1933 
H;i/:inl  E.  Rcc\f,.  I'irMilriil 
Chester  L.  Stewart.  1.1^..  (ien.  Mgr. 
Richard  J.  V'orisek.  Mgr.. Film  Drjif. 
John  F.  V'ori.sek.  Mgr..  Disc  Dept. 
Lyman  J.  \\'i.irs'n.  Cliiej  Engineer 
Services;  Complete  services  in  sound 
jor  motion  picture,  television,  radio 
|ind  phonograph  records. 
Facilities:  Largest  independent  sound 
lervice   studio    in    the   world.    Entire 
five  story  building  tie\oted  to  the  re- 
ordin.g  of  sound  on  opticid  and  niag- 
letic   film,    magnetic    tape   and   disc, 
-^airchild  Pic  sync  tape  recorders  and 
he  latest  RC.\  and  Western  Electric 
lira    equipment    including    16    and 
!5mm  negative-jjositive  recorders. 
Negative  de\'elopment  laboratory. 
ipecial  Services:  One  stop  scjund  serv- 
(e,  Ircim  mike  to  hnishetl  negative. 
References:  J.  Walter  Thompson.  Co- 
umbia  Broadcasting  System.   United 
itates   Information   Service,   General 
Motors,  National  Broadcasting  Com- 
pany, Jackie  Gleason  Enterprises. 

Sonic  Film  Recording,  Inc. 

548  Lake  Shore  Dr.,  Chicago  11 
Phone:  WHiteholl  3-1440 

Date  of  Organization:  1946 

Jack  H.  Lieb,  President 

AValter  .\.  Hot^,  Cliief  Sound  Engr. 

Larry  Johnson,  Musical  Director 

Warren  H.  Lieb,  Prod.  Sprvr. 
iei-vices:  35mm  and  Uimm  magnetic 
ind  optical  recording.  Transler  to 
)ptic:il  Irom  all  m;ignetic  tapes  in- 
Juding  soimd  striping. 
Facilities:  Editing  lacilities  lor  35mm 
ind  16mm;  sound  Moviolas;  Bell  & 
Howell  peddle  splicer;  tw'o  sound 
stages:  16mm  and  35mm  Mitchell 
iound  equipment  for  synchronous 
iound  work:  station  wagon  for  loca- 
tion work. 

Special  Services:  Complete  music  li- 
brar\  and  soimd  eftects. 
References:  State  of  Illinois,  U.  S. 
State  Department,  Gene  K.  Walker 
Productions,  Sarra,  Inc.,  Vogue- 
Wright  Studios. 

Sound  Masters,  Inc. 

165  W.  46th  St.,  New  York  36 
Phone:  Plaza  7-6600 

Date  of  Organization:  1937 
Robert  Rosien.  Recording  Engr. 
Paul  Field,  Director  of   Television 
Production 
Services:  All  sound  services. 
Facilities:  Sound  stage,  fully  equipped 


with  33mm  and  Uinnn  cameras,  com- 
plete lighting  equipment,  sound  re- 
cording lacilities  and  dolly,  mobile 
cameras  and  soiuul  etpiipment  for 
location  use.  Twci  recording  studios 
fully  equipped  lor  35nun  and  16mm 
optical  tracks.  Kinnn  ;ind  i^j-inchtape 
recording.  Projection  facilities  for 
35mm  and  16nnn  interlock.  Cutting 
rocnn  service:  Moviohis;  sound  read- 
ers—film, tape. 

Special  Services:  Complete  sound  serv- 
ice. 

References:  .\inerican  Telephone  &: 
Telegraph,  General  Motor  Corpor- 
ation, Pan  .\meri(an  World  .Airways, 
United  States  Rubber  Company.  U.S. 
Government. 

Sound  Services,  Inc. 

1021    Seward   St.,   Hollywood   38 
Phone:  Hollywood  3-1136 

Date  of  Organization:  1933 
G.  R.  GleiuKin.  Prendenl 
R.  W.  Wight,  f  ice-President 
H.  J.  Herles.  Secretaiy-Treasurer 
Services:  Sound  recording,  re-record- 
ing and  scoring   hicilities  for  35mm, 
l/i/omm     and     llimm,     both     photo- 
graphic and  magnetic  fdm. 
Facilities:  Western  Electric  and  W'est- 
rcx  sound  recording  ;ind  re-recording 
equipment    for    portable,    mobile    or 
fixed  set  usage. 

Special  Services:  .Magnetic  and  photo 
graphic  sound  release  prints.  bf)th 
35mm  and   16mm. 

Titra  Sound  Corporation 

1501  Broadway,  New  York  36 
Phone:  PE  6-4535 

.Mjraham  Ro/enkkl,  Owner 
David  Opochinsky,  Owner 
Services:    SountI    recording,    editing, 
cutting,     spotting,     synchronization, 
dubbing. 

Facilities:  Complete  i/J-inch,  I6mm- 
ITl/omm  tape  sound  recording  equip- 
ment; 35mm-16nmi  film  and  tape 
moviolas  and  editing  ecjuipment. 
References:  Loevvs  International. 
Warner  Brothers. 


Universal  Recorders,  Inc. 

6757  Hollywood  Boulevard, 

Hollywood  28 
Phone:  Hollywood  9-8282 

Date  of  Organization:  Aug.  1946 
Arthur  B.  llog.tn.  President 
Roger  LeFont.  General  Manager 
\'irginia  Cotterell,  Traffic  Manager 
DeWitt  Morris,  Chief  Engineer 
Services:  Complete  sound  service  for 
16mm  motion  pictures,  special  slide- 
film  equipment,  radio   transcription, 
phonograph    records,    television,    rec- 
ord   processing    and    pressing,    music 
library  and  scoring. 
Facilities:  Four  studios;  8  drannels  — 
magnetic  reversible  interlock  system: 
jjrojected  footage  coimter;  electronic 
signal    inserter,    for   slidefilm;    ScuUv 
lathes,   all   speeds  and   cuts;   packing 
.ind  shipping  service. 
Special     Services:     Complete     16mm 
service  from  original  recordings  to  re- 
lease    prints,     slidefilm     production 
from   script,   vinylite   pressings. 
References:    Ford    Motor    Co.,    Gen- 
eral Motors  Corp.,  U.S.  Navy,  Cate  & 
McGlone,     LInited     Productions     of 
.\merica. 


RAPID  treatment  saved 

thousands  of  water-soaked 

films  in  recent  floods! 

After  the  recent  floods  in  the  Northeast  we 
were  deluged  with  thousands  of  water-soaked, 
hopeless  looking,  expensive  films  from  that 
area.  Fortunately,  our  RAPIDWELD  process 
was  able  to  restore  almost  all  to  original  con- 
dition. The  really  hopeless  cases  had  been 
badly  handled  with  the  best  intentions.  In 
case  of  water  damage  remember:  (1)  DON'T 
rewind  wet  film  on  reel:  (2)  carefully  re-wind 
film  that  is  thoroughly  dried  out. 

But  why  take  chances?  Call  us  immediately 
when  you  need  "THE  FILM  DOCTORS." 
Our  RAPIDWELD  process  is  practically  fool- 
jivoof  for  any  film  emergency. 

The  low  cost  of  keeping  films  new  will 
smprise  you. 

16  and  35mm 
ORIGINALS  .  NEGATIVES  •  KODACHROMES  .  PRINTS 

For  details  write  Dept.  B 


TTC 


SrU 


. 


:~.  FILM  TECHNIQUE 


21  West  46th  Street  •  New  York  36,  N.  Y.  •  JU  2-2446 


'    For  the  finest  quality  in  ^ 

16MM  COLOR  PRINTS 

Come  to  Hollywood  Film... 

-.  -     The  Leading  Film  Lab  since  1907! 


The  OLDEST  16mm  Film  Laboratory 
is  now  first  with  the  NEWEST/ 

Hollywood  Film  offers  the  newest  facilities 
in  the   16mm  field,  with  odvonced  methods  and 
speciol  equipment  that  enable  us  to  offer 
quality  and  service  unequolled  anywhere. 
Included  among  our  new  editing  services  are 
zero  cuts  and  vorioble  length  dissolves  from 
12  to  96  fromes  to  provide  perfect  fades  ond 
dissolves,  without  cutting  the  original  scene. 


COMPLETE  IGmm 
Laboratory  Service . . . 

•  Reduction  ond  Contact  Printtno 

•  Negative  Developing  and 

Reversal  Processing 

•  Releote  Prints  in  Color  or 

Block-and-White 

•  Kodachrome  Duplicating 

•  Shipping  A  Receiving  Service 

•  Free  Projection  Service 

•  Free  Editing  Rooms  and 

Storage  Voults 


The  Oldest 
and  Most 
Experienced 
16mm  r  11  III 
Laboratory 


HOLLYWOOD   FILM 
ENTERPRISES,  INC. 

6060    SUNSET    BOULEVARD 
HOLLYWOOD  28,  CALIFORNIA 
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AflT  &  MIMATIDN 

Animation,  Inc. 

8564  Melrose  Ave.,  Hollywood  46 
Phone:  CRestview  4-5821 
Dafe   of  Orgonizafion:    1955 

Earl  Klein.  I'huIulci 
Rod  Scri!)ncr.  Director 
Al  Sliiaii.  .V(o)v  Deparlment 
Don  Rmh.  production  Mi^r. 
Services;    Animated     tele\ision     hhn 
conimerrials.    complete    production 
and   relca.sc    print   service,    anlniate<l 
indiiNtrial  films. 

Special  Services:  Original  storyboards. 
hrits  ami  musical  sound  tr;icks. 
References;  Warwick  &:  Legler.  Inc.. 
Campbell  ■  Ewald  Company.  Grant 
.Xdvertising.  Inc.,  \V.  B.  Doner  & 
Companv.  SlacManus.  John  &  .\dams. 
Inc. 

Animation  Service 

(A  service  facility  of 
Mervin  W.  La  Rue,  Inc.) 
159  E.  Chicago  Ave.,  Chicago  11 
Phone:  SU  7-8985 
Date  of  Organization:  1955 
Mcr\in  W.  L.i  Rue.  Sr..  Frt'sideut 
Ch.arles  H.  Hard.  Secy.-Treas. 
Ser^'ices:  .Medical  art  and  animation- 
facilities    and    services    available    to 
other  film  producers  exclusiivty:  com- 
mercial   and    non-niedical    work    for 
producers  only. 

Facilities:  Modern  and  up-in-ilie-min- 
ute  ;iiiim.ttion  si.iiids  and  lacilities; 
supplementary  lacilities  of  Mervin 
\V.  La  Rue.  Inc..  a\ailable:  complete 
production  facilities  —  macro  and 
microscopic. 

Special  Services:  Scientific  animation 
—a  service  to  other  jjroduters  in  addi- 
tion to  animation  department  of 
Mervin   W.  La  Rue.   Inc. 

Cartoonists,  Inc. 

100  East  Ohio  Street,  Chicago  11 
Phone:  SU  7-2755 

Dote  of  Organization:  1948 

Ross  Wet?el.  President 

"William  Langdon.  J'icc-Prrsident. 
Cliurge  of  Production 

Roger  Sloan,  Vice-President. 
Charge  of  Sales 
Services:    Handle    complete    produc- 
tions, specializing  in  animation. 
Facilities:     Two     animation     stands, 
Westrcx     Editor.     Moviola,     optical 
printer;  all  lights;  cameras,  dolly. 
Special  Services:   Do  live  action  and 
animation  combination  effects. 
References:  Voung  &:  Rubicam.  Inc., 
Needham,     Louis     &     Brorby.     Inc., 
Weiss  8:  Geller,  Inc.,  Batten,  Barton, 
Durstine    &    Osborn,    Knox    Reeves, 
Inc. 

Cineffects,  Inc. 

115  West  45th  St.,  New  York  36 

See  comp/ete  //sting  under 

"Optical  Effects" 


Film-Art  Service 

41    West   47th    St.,    New    York    36 
Phone:  Circle  6-2426 

Date  of  Organization:  Dec.  1951 
Neil  Sessa.  President 
Margaret  .Sessa,  .trl   Director 
.Services:    .\nimation    Ser\ices— Inbet- 
weenitig   inking,    painting.   j)Iiotostat 
mounting,   air  Iirushing.  dry   mount- 
ing. 

References:  John  Sutheiland  I*I(k1uc- 
lions,  l*artens  Corp.;  Pelican  Films. 
Technical  Films.  Lars  Colonius 
Productions,  Chad.  Inc..  Transfilm. 
Screen  Gems.  Wilbur  Streecli  Produc- 
tions, Inc.,  Fletcher  Smith.  Sturgis- 
Grant. 

Graphic  Films  Corporation 

1618  North  Las  Palmas, 

Hollywood  28 

Phone:  HO  7-2191 

Date  of  Organization:  1941 
Lester  Novros,  President 
William  B.  Hale.  I'ice-Preside?il 
Julius  Berlfein.  Secretary-Treasurer 
Services:    Complete    live    action    and 
animation    production   services. 
Facilities:  35mm  and   1 6mm  .4rriflex 
cameras;     electrical     equipment;     re- 
cording equipment;  complete  editing 
facilities  —  cutting    rooms.    Mo\'iolas. 
etc.;  complete  animation  equipment. 
References:    U.S.    .\ir    Force,    Rand 
Corp..  Union  Oil  Company  of  Cali- 
fornia.   Stanford    Research    Institute, 
Lockheed  .Aircraft  Corp. 

Kleidon  Animation  Studios 

159   East   Chicago  Ave,,    Chicago 
Phone:  SUperior  7-8886 

RKhavd  \V.  Kleidon 

Francis  Lee  Studios 

479  Sixth  Avenue,  New  York   1 1 
Phone:  CHelsea  3-8914 

Dote  of  Organization:  1948 
Francis  Lee.  President 
Thomas  M.  Cestone.  Bus.  Mgr. 
Emmett    L.    Edwards,    Jr..    Produc- 
tion .Manager 
William  Turner.  .4tt  Defmrtment 
William  Heins.  Camera  Dept. 
Services:    Motion    picture    producers' 
service     specializing     in;     -\nimation 
(technical    animation    and    photogra- 
phv).  optical  printing,  special  effects, 
experimental  fdm  work. 
Facilities:  One  Uimm  and  one  35mni 
complete  animation  stand:  still  cam- 
eras and  dark  nxnn;  cutting  and  edit- 
ing room;  an  department. 
Special  Services:    .\nimaiion    produc 
tion     and    experimental     animation. 
Have  evolved  new  techniques  in  ani- 
mated films. 

References:  Columbia  University,  Sci- 
ence Pictures,  International  Film 
Foundation,  Sound  Masters,  Inc., 
Herbert  Kerkow.  Inc..  .\fhliated  Film 
Producers.  Inc.,  United  Productions 
of  .\nierica,  Robert  Varn;dl  Richie 
Productions,  Museum  of  .Modern  .Art. 
MPO  Productions,  Con  Ediscjn. 


Note:  for  ;cdditional  data  on  anima- 
tion studios  offering  complete  film 
service  consult  the  .Tth  .\nnual  Pro- 
ducticjii  Re\  iew  Issue  of  Bi  siness 
ScREE.N.  published   February,    iyf)5. 


K  &  W  Film  Service  Corp. 

1657  Broadway,  New  York  19 
Phone:  CI  5-8081 
Dale  of  Organization:  1954 
Norman    Witlen.    Piestdeitt 
R;dph   Koch,    Vice-President 
Jack  Gran;ito,  Camera  Defyt.  Head 
Manny    Casiano,     Head,     Optical 
Layout,  Film  Editing 
Services:    Motion    picture    animation 
photography,    special    effects,    optical 
and  slidcfilni  photography;  table  top 
and  inserts  for  motion  pictures. 
Facilities:    2   CaesarSaltzman   Special 
Effects  Camera  Stands  lor  16mm  and 
3,'imm  photography  (color  and  black/ 
white),  optical  effects  jjrinter.  editing 
and  layout  facilities  and  art  facilities. 
References:    .\TV.    NBC.    MPO    Pro 
thutions.    Inc..    Sam    Orleans,    Inc., 
Pelican  Films.  Inc. 

Ray  Mercer  &  Company 

4241   Normal  Avenue,  Hollywood  29 

See  complete  listing  under 

"Optical  Effects" 

Spinn  &  Associates,  Inc. 

623  So.  Wabash  Ave.,  Chicago  6 
Phone:  WE  9-7334 

Date    of   Organization:    1940 
L.  .M.  Spinn,  President,  .irl  Dir. 
William  -McHugh.  Production 
Paul  Kellogg,  .irt  Department 
Richard  Grant,  .irt  Deparlment 
Services:   Building  special   projection 
equipinent.    camera    equipment;    ani- 
mating   slidefilms;    slidefilm    produc- 
tion. 

References;  Standard  Oil  Ccj.  of  In- 
diana. .Super  Market  Institute.  U.S. 
Gypsum  Co..  Zenith  Radio  Corp., 
Illinois  Central  Railroad,  National 
Film  Board  of  Canada. 

Videart,  Inc. 

343  Lexington  Ave.,  New  York  16 
Phone:  LE  2-7378-9 

Date  of  Organization:  Jon.   1951 
{(le  Zmkcrmaii.  Prt'snhnil 

Flortnte  Hartman.  Scitrttuy 
Services:   .\rt  work,  animation,  titles, 
slidefilms,   optical  eftects.   .^"nnm   and 
Itimm:  black  and  white  and  color. 
Facilities:  Three  Bell  &:  Howell  stand- 
ard   cameras,    two    33mm    animation 
stands,   one    Ifimm   animation   stand. 
35min  optical  bench.  Fully  staffed  art 
and   animation   deparlment. 
References:  Ciustomers  number  more 
than  :ij  motion  picture  producers  in 
the  New  ^'ork  area. 

TITLE   SEflVICES 

Cineffects,  Inc. 

115  West  4Sth  St.,  New  York  36 

See  complete  listing  under 
"Optical  Effects" 

Graphic  Arts  Workshop,  Inc. 

12   East  Grand  Ave.,   Chicago    11 
Phone:  DEIaware  7-7471 

Dole  of  Organization:  1952 


losepli  F.to.  President 
.Services:   Photographic  title  overlays 
Line    drawings    and    composition 
placed     photographically     on     clear 
.itct;ite  in  r)paque.  I)&:w  and  color. 
Facilities;  (Complete  f;icilities  for  pro 
ductic»n  of  acetate  overlays. 
Special  .Services:  12-minute  color  mo 
tion  |)icture.  designed  to  aid  in  pro 
duction  of  motion  picture  and  slide 
film  title  overlays. 

References:  J.  Walter  Thompson. 
Kling  Film  Enterprises.  Sarra.  Inc.. 
Ncedliaiu.  Louis  !t  Brorhy.  Coronei 
Instnuiional  Films. 


F.  Hillsberg,  inc. 

421   West  54th  St.,  New  York   19 
Phone:  PLaia  7-1525 

Date  of  Organization;  Jan.  1951 
Frank  Hillsberg.  Piesidenl 
Services:  Hand  lettered  titles;  printed 
titles;     backgrounds:    air    brush;    re 
tcmching;  slidefilms;  technic;il  anima- 
tion; charts;  presentations. 
Facilities:    -\rt    dept.    and    Hotprcss 
printing  dept. 

References:  Film  Opticals,  R,  Law 
rence.  Kenco  Films.  Film  Graphics. 
Willard  Pictures. 

Knight  Studio 

159  E.  Chicago  Ave.,  Chicago  11 
Phone:  SUperior  7-5069 

Date  of  Organization:  1942 
Iveiul  II.   Krcihn.  Onfier  mid    W. 
.\rtluir  F.   Krolin.  Sale>  Directm 
Services:  Hot  stamping  of  motion  pic- 
ture,  slidefilm  and   tv   titles   in   bi-w 
;nid  color. 

Facilities:  Ludlow  and  Linotype  c.i<t 
ing  equipment;  Foundry  type:  \  i" 
dercook  Precision  Proof  Press  I  i 
black  on  white  ])roofs;  hot  stamping 
equipment. 

References:   .\tlas   Film  Corporation, 
C;ineiralt     Produaions.     Department 
of  Interior.  Bureau  of  Indian  Affairs,,, 
Sarra,  Inc.,  Vogue-Wright  Studios. 


Knight  Title  Service 

524  West   25th    St.,   New   York   1 
Phone:  WAtkins  4-6688 

Date    of    Organization:    1938 
Ruben   B.   Knight,  Sole  Ou-nei 
Services:    Printing  of  hot   press  t\|i 
titles  for  motii.ni   pictures,  slidefibiiv 
televisioti  .mtl   filmstrips. 
Facilities:     Complete    assortment    ol 
type  styles  and  special  hot  press  prim    i 
ing    presses    for    long   T\'    "crawlcn"    ' 
and  rolling  titles  for  motion  pictii' 
Special  Services:  Specialists  in  fon 
langu:iges  and  hot  press  color  wm  k 
References:  C  S:  C.  Filmeflects.  Ciiu 
effects.     Inc..    Fordel    Lab..    DeLu\i 
Lab..  State  Dept. 

Ray  Mercer  &  Company 

4241   Normal  Avenue,  Hollywood  25 
See  complete   listing   under 

"Optical  Effects"  -J 

QQ  Motion  Picture  Titles 

1243  Sixth  Ave.,  New  York  19 
Phone:  Circle  7-2126-7 

Dote  of  Organization:  1915 
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2Q  Motion  Picture  Titles:  Cont'd. 

I    lr\int;  Slieib.  Prr\iilitri  ^^  General 
I        Manager 

Services:  Titling  loi  iiin[ii>n  piuiires, 
ele\i'*i<ni.  slitlefilnis. 
facilities:  li.lHIU  stvlts  ol  t\pe  in  cabi- 
lets:  5  hot  and  cold  presses:  an  equip- 
uent;  photography  units. 
ipecial  Services:  Complete  art  service 
hnd  titling  service  lor  the  screen  in 
in\  form  and  photography  of  same. 
References:  20di  Century  Fox  Filni 
[Corporation.  News  of  the  Day  News- 
eel.  Columbia  Pictures.  U.S.  State 
^epi..  United  Nations.  Creative  .\rts. 

Titra  Film  Laboratories 

1501  Broadway,  New  York  36 

Phone:  PE  6-4535 

Date  of  Organization:  1943 


Videart,  Incorporated 

343  Lexington  Avenue,  New  York  16 
See  listing  under  "Animation" 


\IUSIC  for  FILMS 


■5f 

Audio-Master  Corporation 

17  East  45th  St.,  New  York  17 

Phone:  oxford  7-0725 

Cable:  AUDMASTER 

Herbert  Rosen.  I'ttsnimf 
Ser\'ices:    Servicing    tomniercial    film 
nid   t\    producers  with  a   mood  and 
bridge  library.  The   BCi-Librarv  was 

pecificaily    created    tor    prolessional 
use    and     offers     background     music 

aried  in  scope  and  selection. 
Facilities:  All  records  pressed  of  pure 
red  vinvlite,  RCA  pressings.  10"  discs, 
lateral  cut  78  rpni:  no  background 
noise  at  12,000  cycles.  Library  is  also 
livailable  on  tape. 

Special  Services:  All  iiuisic  is  avail- 
able on  a  per  use  basis  music  clear- 
;tnce  fee.  Special  unlimited  use  plan 
affers  library  in  its  entirety  for  all 
production  needs  against  set  fees,  de- 
pending upon  scope  and  type  of 
production.  Recording  requests  for 
specialized  recordings,  as  well  as 
scoring  service  available. 
References:  Don  Brice  Productions. 
Hughes  Sound  Films.  Dallas  Jones 
Productions,  Inc..  Photo-.\rts,  Jamie- 
son  Film  Co. 

Columbia  Transcriptions 

A  Service  of  Columbia   Records,  Inc. 

799  Seventh   Avenue,   New   York    19 

See  complete  lisiing   under 

"Sound  Recording" 


Corelli-Jacobs  Film  Music,  Inc. 

1600  Broadway,  New  York  19 
Phone:  JUdson  6-6673 

Date  of  Organization:   1951 
Fred  M.  Jacobs.  Preudenl 
.\lfonso  Corelli.   Secy,  i-   Treas. 

Services:  Film  Music  Librar\  —  com- 
posers of  original  film  music:  supply 
and  edit  sound  effects.  All  tracks  are 
35mm.  cleared  for  theatrical  and  tele- 
vision usage. 

Services:  .Music  background  for  mo- 
tion pictures,  scored  acciiratelv  to  ;ic 
tion.  comparable  to  ;in  origiii;d  score. 
References:  Henrv  Strauss  Produc 
tions,  Informaticjn  Protluctions.  .Mara- 
thon T\'-N'ews  Reel.  Thomas  Craven 
Films,  Owen  Murphy  Productions. 


Langlois  Filmusic,  Inc. 

619  West  54th  St.,  New  York   19 

Phone:  JUdson  6-4155 
Branch  Offices:  West  Coasf  -co 
Capitol  Records  Distributing  Corp., 
5515  Melrose  Ave.,  Hollywood;  HO 
3-7114,  Canada -c  o  S.  W.  Cald- 
well Ltd.,  447  Jorvis  Street,  Toronto, 
Ontario;  WA  2-2103.  Associates  in: 
London,   Paris,   Brussels. 

C.  O.  Langlois.  Jr.,  President 

.\.  \.  Roseen,  Sale^  Manager 

F.  Lewin,  Chief  Editor 

John  Seeh'.  Holhxt'ood  Manager 

Gordon  Keebic,  Toronto  Manager 

Gerr\  Wilmot,  London  Manager 

Services:  .Music  I.ibrarv  on  t;ipe.  film 
and  disc  f<»r  tele\isicin.  intlustrial  and 
theatrical  films.  L.i\e;iiul  pre-recorded 
music  scoring.  Picture  editing,  narra 
tion.    and    music    recording,    mixing 
and  sound  effects  librarv. 
Facilities:    35mm   Westrex.    I4'"    mag- 
netic tape.  71  i,".  15  and  30  ips.  Movio- 
las, cutting  rooms,  etc. 
Special  Services:  Represent  H:irmonic. 
E.^t.I..    Capitol    •Q"   and    Mutel    Li- 
braries. 
References:  .Available  on  request. 

RCA  Victor 
Custom  Record  Division 

155  East  24th  st.,  New  York  20 

See  complete   listing   under 

"Sound  Recording" 

Thomas  J.  Valentino,  Inc. 

150  W.  46th  St.,  New  York  36 
Phone:  Circle  6-4675 
Cable:  VALENTINO 

Dote  of  Organization:   1932 

Dote    of    Incorporation:    1940 

Thomas  J.  \'alentino.  President 

M.  T.  \'alentino.    Vice-President 

Mrs.  E.  F.  \'alentino.  Secretary 

Services:  Background  music  for  tele- 
vision, commercial  films,  documen- 
tary films  and  the  largest  sound  ef- 
fect library  —  all  on  records.  Clear- 
ances for  dubbing  and  copyright 
clearances  also  given. 
References:  RC.\  Victor.  Bell  -Air- 
craft. .Metropolitan  Life  Insurance 
Company,  .\llstate  Insurance  Com- 
pany,   and   many  others. 
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FILM  TREATMEIVT 

AND  HECDIVDITIDIV I N G 

Comprehensive  Service 
Corporation 

245  West  55th  St.,  New  York   19 
Phone:  CO  5-6767 

Date  of  Organization:  1929 
Mitlliiol  Frectlniall.  Frt-Mdi'nt 
Jane  I.fiii.  Trrasurrr 
Svl\ia   |;ir\is.  Sates  Mttna^er 
Hiibirt   Br>r(llclci,  Purchnsing  Agt. 
St;(nlf\  (iiiiKT,  Mgr.,  lirjiti'fnation 
Services:  (a)  Rcjincnaiion  (i(  motion 
picture  tUiu.  Itimiii  ant!  rijinin,  nega- 
tive   and    p(isiti\e.    color    and    bS:w. 
Only  scratih  removal  process  tor  both 
celluloid    and    enudsion    which    does 
not  use  coatings. 

(h)  Supplving  the  professional  user 
of  mciiioii  pittiu'es  witli  all  etjuijj- 
ment  and  accessories  such  as  icels. 
cans  and  shipping  cases,  rewinds, 
tables,  cabinets,  etc. 
Facilities:  Film  rejuvenation  depart 
ment  equipped  with  especialh 
designed  processing  and  laboratorv 
equipment  occupies  5000  sq.  It.  area. 
15.000  sq.  (t.  warehouse  area  de\oted 
to  carrying  inventory  to  pro\ide  im- 
mediate services  (or  equipment  de 
partment. 

References:  DeLuxe  Laboratories: 
Walt  Disnev  Productions:  Eastman 
kodak  Companv:  General  Electric 
ilo.:  General   .Motors  Corporation. 

R.  D.  Hanish  Company 

93  East  Longview  Avenue, 

Columbus  2,  Ohio 

Phone:  AMherst  3-2334 

-Mildred  Hanisli.  Mutingfi 
Services:    .Manufacturers    of    \itafilm 
Processing  Fluid,  a  film  cleaner  and 
preservative. 

References:  Modern  Talking  Picture 
Service.,  'Fw\man  Films.  Inc..  Bap- 
list  Sunday  School  Board.  Depart- 
ment of  State  and  Military  Services, 
Monogram  Souiliern  Exchanges. 


Peerless  Film  Processing 
Corporation 

165  West  46th  St.,   New  York  36 

Phone:  Plaza  7-3630 

Cable:  PEERFILPRO 

Dote  of  Organization:  1934 
West    Coast    Branch:    959    Seward 
St.,     Hollywood     38;     Phone:     Holly- 
wood 7-9223;  Victor  C.  Krupo,  Vice- 
President. 

New  York  Plant:  130  West  46th 
St.;  Phone;  JUdson  2-0052;  Visvoldis 
Gedulis,  Manager. 

Kern  Moyse.  Prt'sident 

\ictor  C.  Krupa.   V.-P.,  Tech.  Dit. 

R.  S.  Moyse.  I'ke-Presidenl 

Su/on  Steinle  Krupa.  Secrelary 

B:irbara  Holz.   Treiisiirer 

R.ioul  ).  Mcnendez,  Snla  Manager 

.\nnabel   Corapton.   Eaileiii   Oper- 
ations Manager 

Paul  V.  Krupa.  IVfslrrn  Operations 
Manager 

\'isvaldis    Gedulis.    Manager.    .\'e>e 
York  Plant 

Robert    i;)awsi>n.    Manager.   Holly- 
wood Plant 

Jens   Sleemann.    .\Ianagei.    C.olum 
bia   Installation 

Miller  Wilson.  .Manager.  Fort  Lee 
Installation 

Allan  De  Forest.  Special  Semiees. 
.Vfu'  York 
Services:  Peerless  Treatment,  to  pro- 
tect and  preserve  theatrical  and  non- 
theatrical  release  prints,  television 
shows  on  film,  commercials  and 
theatre  screen  advertising.  Peerless 
"TCP"  treatment,  for  continuous 
or  repeater  projection.  Preservative 
treatments  for  kinescopes,  motion  pic- 
ture negatives,  color  originals  and 
other  pre-print  material,  filmstrips. 
transparencies,  microfilm.  Film  Re- 
conditioning: scratch  removal,  re- 
huniidification  of  curled  or  brittle 
film,  repairs,  cleaning,  etc. /*efj-/?e«j/. 
to  restore  shrunken  originals  and 
other  shnniken  pre-print  material. 
Facilities:  Peerless  equipment  for  prcj- 
tective.  preser\ati\e  and  recondition- 


STOCK 


Now  .  . . 

ino  great  libraries 
Irrotiglil  together. 
One  ceiilral  source  for 
filii!  footage  for  motion 
picture  or 
television  use. 


Over  30   million   feet  of  completely  cross-indexed 
film  is  available  to  you  in  the  combined  libraries 
of  the  NBC  FILM  DIVISION  and  the  MARCH 
OF  TIME.  You'll  find  every  conceivable  subject,  excellent  serv- 
ice, and  reasonable  prices.  For  catalog  and  price  list,  call  or  wire 

NBC     FILM     DIVISION 

Film  Library  •  105  East  }  06  Street.  New  York  •  C/rcIc  7-S300 
nim  Operations  *  Sutiytt  &\'ine,HoU\itood.CiiL  •  HOUyuooei  *)-6l6l 


inj;  trtMtinonts:  Pt'crlcss  Ni-uni;i(Ic 
(ItMniiiK  ec|ui{)inciU.  licll  X;  Mowcll 
licit  splitcrs;  Maurer  shrinkage  }*auj^c>; 
lull  S:  Howfll  and  Df\'ry  projcclors; 
liliii  \ault. 

Special  Services:  Di%lribulion  s<.t\ 
idiii^  lor  film  lihrarics  and  it-levisiun 
shows  on  film,  including  insertion  of 
(oniniercials.  shipments,  inspection 
on  return,  repairs,  deaninj^  and  sior- 
aj;e.  Hreakdown  and  packaj^inj;  of 
hhnsirips  and  connnercials.  Placement 
III  print  orders  and  laboratorv  liaison. 
References:  Advertisers  Television 
Program  Service.  American  Cancer 
Society.  American  Medical  Assn.. 
British  Overseas  Airways  Corp..  Co 
lunibia  Pictures  Corp..  Guild  Films 
Co..  MCA  Television  Ltd..  McCann 
Erickson.  Inc..  National  Broadcasting; 
Co.,  National  Film  Board  ol  Canada. 
Shell  Oil  Co..  Sullivan  Stauiler  Col- 
well  &:  Bayles.  Stanley  Warner  Cine- 
rama Corp..  United  .Artists  Corp.. 
United  Nations.  U.S.  Gypsum  Co.. 
[.  Walter  Thompson   Ltd. 

DOMESTIC  LICENSEES 
Chicago:  Atlas  Film  Corporation: 
Chicago  Film  Laboratory;  Crescent 
Film  Laboratories:  Ideal  Pictures. 
Inc.:  Wilding  Picture  Productions. 
Inc.  Dallas:  Southwest  Film  Labora- 
torv. Dayton:  Film  Associates.  Inc.: 
Wriglit  -  Patterson  Air  Force  Base. 
Detroit:  The  Jam  Hand\  Organiza- 
tion. Hollywood:  Acme  Film  Labora 
tories:  Columbia  Pictures  Corpora- 
tion: C^onsolidated  Film  Industries: 
HolhwootI  Film  Enterprises:  Paihe 
Laboratories:  Telefilm.  Inc.  Kansas 
City:  The  Calvin  Companv.  New- 
York:  Cinecjue  Colorfilm  Labora- 
tories: Consolidated  Film  Industries: 
DeLuxe  Laboratories:  Fordel  Film 
Laboratories:  Palhe  Laboratories. 
Portland:  Sawyer's.  Inc.  St.  Paul: 
Reid  H.  Ra\  Film  Industries.  San 
Francisco:  W.  A.  Palmer  Films,  Inc. 
Washington.  D.C.:  Byron,  Inc.  Athens. 
Ga.:  Film  Service  Laboratories. 

FOREIGN  LICENSEES 
Australia:  Cinecratt  Ptv.  Ltd..  Svd 
ney.  Belgium:  Laboratoires  Cinemato- 
graphicjues.  Brussels.  Canada:  Peerless 
Laboratories,  1  oronto.  England:  Den- 
ham  Laboratories  Ltd..  Uxbridge: 
Peerless  Film  Processing  Ltd..  Lon- 
don. Holland:  Profiiti  Filmfabriek. 
The  Hague.  .Mexico:  Cinematografica 
\'aporate  Process  S.A.,  Mexico  City. 
Switzerland:  Schwarz  -  Filmtechnik. 
Berne. 


Rapid  Film  Technique,  Inc. 

21  West  46th  St.,  New  York  36 
Phone:  JUdson  2-2446 

Laboratory:  37-02  27th  Street, 

Long  Island  City,  N.Y. 

Phone:  STillwell  6-0421-22 

Date  of  Organization:  1940 

lack  Belli. (1(1.  I'u\tdfut 

Henrv  Llovd.  Secretaiy-Treasurer 

L;iwrence   Bernard.   Dir.,  Advertis- 
ing. Public  Relations 

Perry  Gober.  Laboratory  Spri'r. 

.Marvin  Goldman.  Adi'.  Sprvr. 
Services:  Rapidweltl.  Special  process 
(or  removal  of  scratches,  oil.  dirt, 
dust,  abrasions,  cinch  marks  and  all 
other  physical  damages  and  imper- 
iections  Irom  both  base  and  emulsion 
sides.  Film  rejuvenated  and  restored 


to  original  screening  qualities  at 
small  Iraclion  ol  replacement  cost 
Hn  pi  die  fid  process  also  protects 
against  future  scratches  and  damages. 
A\ai]able  lor  Itimm  and  33mm  black, 
and  white  and  color,  originals,  mas- 
ters, prints,  negatives,  "dupes",  tele- 
vision films,  kinescopes,  continuous 
projection  prints,  filmstrips  and' 
microfilm.  Rapidtrrat.  Special  pnx- 
cess  t<»  protect  all  brand  new  Minim 
and  3,'unm  film  against  future 
scratches  and  other  types  of  film  dam-  j 
age.  \ 

Facilities:  SpecialU  designed  machin- 
ery,   equipment    and    facilities    engi- 
neered   exclusiveh    lor    the    preserva- 1 
tion,  repair,  scratch-removal  and  re- 
ju\enation   of   all    Itimm   and   33mm 
film.  Electronic  and  mechanical  safely 
checks    to    constantly    assure   acuracy 
and    top    cjuality    work.    Newly    en- 
larged   laboratory    facilities   have   in-. 
creased   physical   capacity  more   than 
five  times.  All  Rapidwelci  and  Rajiid 
treat     work     done    entirciv     in    ouri 
laboratories.  \ 

Special  Services:   .\nnual   film  resinr 
ation     and     rejuvenation     pro^i 
specially   arranged   for   colleges,    ii  i 
versities.     film     libraries    and    oilici 
high-volume    users    of    film.    Special 
cases  supplied   for  large  volume  dis-^ 
lance    shipments.    Special    processing i 
tor   "dupe"    users   and   users  of   con-^ 
tinuous   projection   prints.   Compleiei 
servicing,   cleaning,   repairs,  etc..   forj 
all    other    amateur    and    professional  | 
film   users.  J 

References:  Modern  Talking  Picture 
Service.    RCA  I  A'.   CBS  T\'.   General 
Tele  Radio.  ZI\'-TV.  U.S.  Mm\   ^■■ 
nal     Corps.     U.S.     Navy,     The      I 
Handv    Organization.    duPont.    i 
man  Kodak.  Pan  .American  .Virwj 
Consolidated  Film  Industries.  M>    > 
Film    Lab.    Precision    Film    Lai' 
tories.    Transfilm.    Inc..    Sarra.     1 
Teaching   Film    Custodians,    GeiR... 
Electric.    Bell   Telephone   and   ni;in\ 
others. 

Standard  Film  Processing 

Company 

723  Seventh  Ave.,   New  York    19 
Phone:  Circle  5-4997 

Date  of  Organization:  1932 

Albert  Beck.  Proprietor 

Morris  A'ogel.  Superi'isor 

Ben  Rosen.  Superi'isor 
Sendees:     Protective    film    treat  in-n 
and  cleaning,  revitalizing,  salvau 
inspection,     repairing,     shipping 
motion     picture     films:     1 6mm     .i  lu 
35mm  color  and  b&:w. 
Facilities:    All    necessary    equipim  n 
for  our  services. 

Special    Services:    Protecto    Film 
film  preserver. 

References:     Allied     Artist     Picuut 
Corp.,    Interstate     Television    Corp  I 
.Mercurv   Film  Lab..   Inc..   ,\svHi:it(( 
Artist  Productions.  Inc..  Lipperi   I 
lures  C(^rp..  Unitv  Television  C" 

Vacuumate  Corporation       I 

446  West  43rd  St.,  New  York  3< 

Phone:  LOngacre  4-1886 

Date  of  Organization:  1947 

Liuiie  H.  KUck.  President 

Samuel   H.   Bunche/.   Treasurer 

Services:    \'acuumate:    .\    film    irea^ 

ment  for  the  preservation  of  film  ti| 

prolong  its  life  and  give  belter  pr 
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USINESS     SCREEN     MAGAZIN 


;ctioii.  Film  ilc:inin<;.  repairs,  etc.. 
Im  cutting,  canning,  shipping,  etc. 
XoEn"  treatment  lor  film  used  in 
epeater  projection  mechanisms, 
'acilities:  .\I1  e(]uipment  to  handle 
lie  storing,  shipping,  and  physical 
Jistribuiion  of  film. 

Special  Sen  ices:  Complete  physical 
andling  ol  motion  pictures  and  film 
rips,  both  outgoing  and  incoming, 
•ookings  handled,  complete  inven- 
L)ry  controls,  inspection,  etc.  TV 
lOinmercials  spooled,  packed  and 
lliipped. 

iteterences:  I'ncitiimate  Users:  George 
)V.  tiolhurn  Laboratory.  Coronet  In- 
tructional  Films.  National  Film 
ioard  of  Canada.  Voung  .\nierica 
ilms.  Inc..  Society  for  Visual  Educa- 
ion.  I'ilrit  Handling  Sen'iie:  Voung 
America  Films,  .American  Manage- 
nent  .Association,  Inc..  Eastern  .\ir- 
nes.  .\merican  Cyanamid  Co.,  Wora- 
n's  Christian  Temperance  I'nion, 
.ife  Filmstrips,  Inc. 

VACUUM.^TE  LICENSEES 
]:hicago:  George  \V.  Colburn  l.abs.. 
nc:  Coronet  Instructional  Films, 
nc;  Fischer  Photographic  Labs.;  So- 
iety  lor  \'isual  Educatii)n.  Ini: 
lan^a.  Inc.  Delroit:  General  Film 
b..  In(.  New  York:  Filmlalj.  Inc.; 
Manhattan  CJilor  l.alj.  San  Francisco: 
ilultichromc  l.aljs.  Washington,  D.C: 
Capital  Filnt  Laboratories:  National 
ane  Lab.  Ottawa:  Crawley  Films. 
nc:  Nation;d  Film  Board.  Toronto; 
Motion  Picture  Center. 


iTOCfi  LIBRARIES 


Film  Classic  Exchange 

1611  North  LaBrea  Avenue, 

Hollywood  28 
Phone:  HOIIywood  7-4255 
Date  of  Organization:  1919 
C;harles  H.  Tarbox.  Oivner 
Ser^'ices:   \'ery  large  library  ol  earh 
novie  material  from  first  films  made 
Thomas  A.  Edison  in   1895  down 
the  last  pictures  made  in  1929  with 
the  advent  of  soimd.  Stars  available 
include    \'alentino.    Ke\stone    Kops. 
.Mack    Sennctt     Bathing    Girls,    and 
L-iirly   documentary   and   topical   sub- 
jects such  as  McKinley.  Billy  Sunday, 
etc. 

References:  Cinerama  uses  3  ol  our 
ubjects  in  their  prologue,  also 
WNBQ,  WOW,  W.\.\M,  Phiico,  etc. 

Films  of  the  Nations 
Distributors,  inc. 

62  West  45th  St.,  New  York  36 
Phone:  MUrray  Hill  2-0040 
Date  of  Organization:  1945 


^QoarVoeal 


£fRcie 


Maurice  T.  Groen,  Presiilfiil 
Ernst  F'ischel.  Vice-Pre.sidenI 
Ronald  T.  Groen.  Stock  Shot  Mgi. 
Services:  Stock  shots— 16mm.  35mm, 
color  or  b&;w  iVir  an\  purpose,  in- 
cluding television.  tommerci;d  pro- 
ductions, theatrical  leatiucs.  sales 
films,  etc. 

Facilities:  Complete  facilities  for 
screening  ;»nd  viewing  stock  shots. 
Special  Services:  We  do  not  charge 
for  showing  stock  shots  to  clients  in 
our  ofFice.  Only  after  client  decides  to 
bu\"  fc)c^tage  does  the  charge  begin. 
References:  NBC  TV  Network  (Pro 
ducers  Showcase.  C^olor  Spect;icuiar). 
Dynamic  Films.  Inc..  W.inur  Broth- 
ers, .M.P.O.  Productions,  Inc.,  Benton 
k  Bowles. 


NBC  Film  Library 
A   service   of   the   NBC    Film   Div. 
105  East   106th  St.,  New  York  29 
Phone;  Circle  7-8300,  3438 
Theodore  H.  Markovic.  Sjjr^i. 

NBC  Film  Exchange 

Sunset  and  Vine,  Hollywood 

Phone:  Hollywood  9-6161, 

Ext.  640 

Contact:  B.  EhnKuni 
Services:  Stock  shot  libr;ir\  of  30.- 
llUU.tlllU  ket  ol  minuteh  cross-indexed 
film,  including  NH(;  newsfilm.  .March 
of  Tiine.  Industry  On  Parade.  NBC 
sports  footage  and  material  from 
special  NBC  projects. 

(stock     LISTl-NGS    CO.VTIXLE     ON     P.     82) 


PROBLEMS? 

This  new  photographic  unit  will 
film  your  creations... $50,000  worth 
of  top  precision  at  your  service  in 
"aerial  image"  and  other  tech- 
niques. For  titles,  unlimited  zooms, 
matte  shots,  process  screen  shots, 
etc. 


TECHNICAL  ANIMATION  for  military  and  business 
films  (and  TV  spots)  free  of  usual  animation  camera  limi- 
tations. May  we  advise  on  your  script? 

Cinema  Research  Corporation 

7000   ROMAINE,  HOLLYWOOD   38,  CALIFORNIA 


OPTICAL  PRINTING 
LAB  SERVICE 
MATTE  SHOTS 
INSERTS 

PHONE  OLDFIELD  4-41  17 


your  meeting 
with  a  dynamic' 


pMt-a-Sto^e 


beyond  belief? 


.Siaiidard  Port-a-Stages  and  new  unique  de- 
.sign  Port-a-Stages  are  engineered  for 
.■strength  and  are  rock  .stead.v.  Practical  for 
traveling  or  one  time  shows. 


RENT  OR  BUY 


WRITE  FOR   FREE   CIRCULAR 


NUMBER 
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NATIONAL  DIRECTORY  OF  VISUAL  EDUCATION  DEALERS 


EASTERN  STATES 

•  CONNECTICUT  • 
Rockwell  Film   &   Projection 
Service,  182  High  St..  Hartford  3. 

•  MASSACHUSETTS   • 
Cinema,  Inc.,  234  Clarendon  St., 
Boston  16. 

•   NEW  JERSEY   • 

Slideoraft  Co.,  142  Morris  Ave., 
Mountain  Lakes,  N.  J. 

Association  Films,  Inc.,  Broad  at 
Elm,  Ridgefield,  N.  J. 

•  NEW  YORK   • 

Association    Films,   Inc.,  347 

Madison,  New  York  17. 

Buchan  Pictures,  122  W.  Chip- 
pewa St.,  Buflfalo. 

Comprehensive  Service  Co.,  245 

W.  55th  St.,  New  York  19. 

Crawford,  Immig  and  Landis, 
Inc.,  265  West  14th  Street, 
New  York  11,  New  York 

The  Jam   Handy  Organization, 

1775  Broadway,  New  York. 

Ken  Killian  Co.  Sd.  &  Vis.  Pdts. 

17    New    York    Ave.,    Westburv. 
N.Y. 

S.  O.  S.  Cinema  Supply  Corp., 

602  W.  52nd  St.,  New  York  19. 

Training  Films,  Inc.,  150    West 

54lh  St..  New  York  19. 
Visual  Sciences,  599BS  SufJern. 

•  PENNSYLVANIA    • 
The  Jam  Handy  Organization, 

Gateway  Center,  Pittsburgh  22. 

J.  P.  Lilley  &  Son,  928  N.  3rd 

St.,  Harrisburg. 

IJppincolt  Pictures.  Inc..  4729 
Ludlow  St.,  Philadelphia  39. 

•  WEST  VIRGINIA  • 

B.  S.  Simpson,  818  Virginia  St.. 
W.,  Charleston  2,  PH  6-6731. 


SOUTHERN   STATES 

•  ALABA»U   • 

Lewis  M.  Stone,  Projector  Serv- 
ice. "Specialized  in  Service." 
1409  Ford  Ave.,  Tarrant  Citv  7, 
Ala. 

•  FLORIDA   • 
Norman  Laboratories  &  Studio. 

Arlington  Suburb,  Jacksonville. 

•  GEORGU   • 
Colonial  Films,  71    Walton    St., 

N.W.,  ATwood  7588,  Atlanta. 
Stevens  Pictures,  Inc..  101  Walton 
St..  N.  W.,  Atlanta  3. 


•   LOUISIANA   • 

Stanley     Projection     Company, 

211^.  Murray  St.,  Alexandria. 

Stevens  Pictures,  Inc.,  1307  Tu- 
lane  Ave.,  New  Orleans. 

Delta   Visual  Service,   Inc.,   815 

Poydras  St.,  New  Orleans  13. 

•  mssissippi  • 

Herschel    Smith   Company,    119 

Roach  St.,  Jackson  110. 

•  TENNESSEE  • 

Southern    Visual    Films,    687 

Shrine  Bldg.,  Memphis. 

Tennessee    Visual    Education 

Service,  416  A.  Broad  St.,  Nash- 
ville. 

•   VIRGINIA   • 

Tidewater  Audio- Visual  Center, 

617  W.  35th  St.,  Norfolk  8,  Phone 
Ma  5-1371. 


MIDWESTERN  STATES 


•  ILLINOIS   • 

American  Film  Registry,  24  E. 

Eighth  Street,  Chicago  5. 

Association  Films,  Inc.,  561  Hill- 
grove,  LaGrange.   Illinois. 

Atlas    Film    Corporation.    1111 
South  Boulevard,  Oak  Park. 

The  Jam  Handy  Organization, 

230  N.  Michigan  Ave.,  Chicago  1 

Midwest  Visual  Equipment  Co., 

3518  Devon  Ave.,  Chicago  45. 

Swaiik  Motion  Pictures,  614  N. 

Skinker  Blvd.,  St.  Louis  5,  Mo. 

•  IOWA   • 

Pratt  Sound  Films,  Inc.,  720  3rd 

Ave.,  S.E.,  Cedar  Rapids,  Iowa. 

•   KANSAS-MISSOURI   • 

Erker    Bros.   Optical    Co..   908 

Olive  St.,  St.  Louis  1. 

Swank  Motion  Pictures,  614  N. 
Skinker  Blvd.,  St.  Louis  5. 

•  MICHIGAN  • 

Engleman    Visual    Education 

Service, 4754-56  Woodward  Ave.. 
Detroit  1. 

The  Jam  Handy  Organization, 

2821  E.  Grand  Blvd.,  Detroit  11. 

Capital  Film  Service.  224  Abbott 
Road,  East  Lansing,  Michigan. 

•  OHIO   • 

Ralph    V.    Haile    &    Associates. 

326   K.   Fourth.   Cincinnati   2. 


•  OHIO  • 

Academy    Film    Service    Inc., 

2110  Pavne  Ave.,  Cleveland 
14. 

Fryan  Film  Service,  1810  E.  12th 
St,  Qeveland  14. 

Sunray  Films,  Inc.,  2108  Payne 
Ave.,  Cleveland  14. 

The  Jam  Handy  Orgranization, 

310  Talbott  Building,  Dayton  2. 

Twyman  Films  Inc.,  400  West 
First  Street,  Dayton. 

M.  H.  Martin  Company,  1118 
Lincoln  Way  E.,  Massillon. 

WESTERN   STATES 

•  CALIFORNIA   • 

LOS  ANGELES  AREA 

Donald  J.  Clausonthue  Co.,  1829 

N.  Craig  Ave.,  Altadena 

Coast  Visual  Education  Co.,  5620 
Hollywood  Blvd.,  Hollywood  28. 

Hollywood    Camera    Exchange, 

1600  N.  Cahuenga  Blvd..  HoUy 
wood  28. 

The  Jam  Handy  Organization, 

1402  Ridgewood  Place,  Hol- 
lywood 28. 

Ralke  Company,  829  S.  Flower  St., 

Los  Angeles  17. 

Spindler  &  Sauppe,  2201  Beverly 
Blvd.,  Los  Angeles  4. 

SAN  FRANCISCO  AREA 

Association  Films,  Inc.,  351  Turk 
St.,  San  Francisco  2. 

Westcoast  Films,  350  Battery  St., 
San  Francisco  11. 

•  COLORADO  • 

Dale  Deane's  Home  Movie  Sales 
Agency,  28  E.  Ninth  Ave.,  Den- 
ver 3. 

•  OKLAHOMA   • 

Cory  Motion  Picture  Equip- 
ment, 522  N  .Broadway,  Okla- 
homa City  2. 

•  OREGON  • 
Moore's  Motion  Picture  Service. 

33  N.  W.  9th  Ave.,  Portland 
9,  Oregon. 

•  TEXAS   • 

.\ssociation    Films,   Inc.,    1108 

Jackson  Street,  Dallas  2. 
George  H.  MitcheU  Co.,  712  N. 
Haskell,  Dallas  1. 

•  UTAH   • 

Deseret  Book  Company,  44  E.  So 

Temple  St.,  Salt  Lake  City  10. 


STOCK  LIBRARIES 

NIM;  Film  Exchange:  Continued 

.S|ic'<i:il   .Services:    A    specially   tr;iii 
lil)iitj\    si;ili   will   researth  Mript^ 
liliii    and    tv    pioduters    and    sup 
dii|>li(iite   library  cards   (at   no  c\ 

tost  I. 

Reieren<e.s:    Top    iv    and    film    jum 
tint  (IS   and   advertising;  agencies.    ,h 
iludin*;     Revue     Produt  lions.     M 
Su-\ens,  Kraft  Theatre.  Climax,  W 
mr    lirothers.    HBI)    K:    <).    ^■«^nnL 
Kuliicain.  etc. 

Photographies  International 

A  division  of 

Raphael  G.  Wolff  Studios,  Inc. 

5631  Hollywood  Boulevard, 

Hollywood  28 

Phone:  HOIIywood  7-6126 

Cable:  INTERFOTO 

Date  of  Organization:  Feb.  18,  1955 

R.iphacl   G.   Wolff.   Pre.-iiletit 

Hen  Munscy.  Managing  Editor 

Al  \  aughan,  Director  Adv.  &  I' 

Relations 
W.  B.  Stanford.  Sales  Pro.  Mgi 
Services:      Special      assignments      I 
specific  scenes  in  73  countries  ol  i 
world    tlirough    the    camera    eye^ 
H3     expert     cameramen.     Conipli  i. 
film  librarv— 16mm  color  stock  sli.iis 
o\er  one  million  feet  of  foreign  .iiul 
domestic    scenes    available    to    pi" 
ducers. 

Facilities:  Complete  facilities  ior  iIk 
operation  of  an  international  lihr.ii ' 
Special  Services:   Operation  of  in 
national  sources  for  any  scene  a  | 
ducer  may  desire,  from  a  kid  eaii 
an    ice   cream   cone    in   Java,   to    i 
Salt  Flats  of  Aden. 
References:   Revue   Productions.  Ntu 
sic    Corporation  of   -America.   Screen- 
craft.    Walt    Disney    Studios.    I'niver- 
sal-lnternalional  Studios. 

Stock  Shots  To  Order,  Inc. 

550   Fifth   Avenue,    New   York  36 
Phone:  Circle  6-0690 

Date  of  Organization:  1953 
R.  .\.  Pheelan.  .Managing  Dirrctv 
Services:  We  film  talent  on  location. 
;ind  background  scenes  to  order,  par 
ticid;irl\    lor    tv   programs   and    cmih 
mercials;   re;ir  projection  and   snuii 
insert  shots;   sub-contract   for  riiit 
town    producers;    shoot    tv    newsi  [ 
items  on   assignment   from   public 
and  public  relations  organi/atioii- 
Facililies:  Kimm  ;ind  3.">mni  silent  .iii 
soiiiui  portable  equipment;  m:iiiu.iii' 
.1   bl.uk  ;incl  wliite  and  a  color  lil' 
librarv;  (Operate  n  sound  stage. 
References:    XBC-IA'.    Talent    .\s- 
t  iales.    |.   Walter    Ihompson.   tie'- 
doling  Js:  Rui)icam. 


USE  THIS  DIRECTORY  TO  LOCATE  THE  BEST  IN  EQUIPMENT,  FILMS  AND  PROJECTION 
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No  IVIask  Can  Hide... 

.  .  .  the  lack  of  assurance  of  the  ill-trained 
or  untrained  salesman. 

Confidence  in  selling  rises  out  of  sound  basic  training. 
To  set  up  the  ways  of  good  selling, 
Youngstown  Kitchens  is  using  a  new  motion  picture, 
"This  Thing  Called  Salesmanship/^ 

For  fine  pictures,  made  with  professional  skill  and 
economically  produced  . . .  pictures  that  do  the  job 
for  which  they  are  intended  .  .  .  call  on 

M  JAM  HANDY  Oy^i^t^aZ^ 


toll  tht  office  nearest  you  lor  .  .  .  Visuoliiotions     ■     Presentations  Live  Shows  Motion  Pictures 


Slidefilms 


Training  Assiston 


NEW  YORK   19 
1775  BROADWAY 


HOLLYWOOD  28 
1402   RIDGEWOOD  PLACE 


DETROIT   11 
2821    E.  GRAND  BLVD. 


DAYTON   2 
310  TALBOTT  BLDG. 


PITTSBURGH  22 
GATEWAY  CENTER 


CHICAGO 

230  NORTH  MICHIGAN  A 


M 


1/     N 

• 


V 
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Forecast  of  Film  Trends 


No.  8  •  Volume  16  •  1955 


""Extremely  Impressed  T' 


says  Producer  Nat  Holt 


CALL  OR 
WRITE 


i  Laboratories,  Inc. 

HOLLYWOOD  6823  Santa  Monica  Blvd.     •      Hollywood  9-3961      •     NEW  YORK   105  East  106th  Street    •    TRafalgar  6-1 120 

GREAT  MOTION  PICTURES  ARE  PROCESSED  BY  i^a/Ae 

^€l^ie     Laboratories.lnc.is  a  subsidiary  of  CHESAPEAKE   INDUSTRIES,  INC. 


THE  BUDGET  WAS  MODEST 

the  picture  was  big ! 


Last  year  Phoenix 
Hosiery  Company  felt 
the  need  to  get 
their  unusual  fashion 
merchandising  story 
over  to  the  thousands 
of  salesgirls  who 
handle  their  line  in 
retail  stores  throughout 
America.  They  turned 
to  film— with  the 
result  described  in 
the  letter  reproduced 
here. 

FREE 

to  film  buyers  and  sponsors:  The 
new  Caravel  bulletin,  HOW  TO  GET 
THE  MOST  OUT  OF  YOUR  FILM  DOL- 
LAR. Write  or  telephone. 


New  York 
Chicago 
San  Francisco 


DEC  -2  I9SS 


MILWAUKEE  I,  WISCONSIN 


New  York  Office 
Empire  State  Building 
350  Fifth  Avenue 
New  York  1,  New  York 

December  1,  1955 


Mr.  David  Pincus 
President 
Caravel  Films  Inc. 
730  Fifth  Avenue 
New  York,  New  York 

Dear  Mr.  Pincus : 


Our  sales  training  film,  "Fashion  Walks  In  Color",  has  now  been 
shown  to  stores  in  all  sections  of  the  country  and  with  universally- 
fine  results. 

It  is  a  source  of  personal  satisfaction  to  me,  and  I  know  it  must  be 
to  you  also,  that  Caravel  was  able  to  do  such  a  wonderful  job  of  putting 
the  Phoenix  fashion  story  on  film  so  that  it  is  brought  interestingly 
and  simply  and  concisely  to  those  people  who  are  our  bread  and 
butter  -  the  sales  girls  behind  the  hosiery  counters  all  over  America. 

I  know  you  will  also  be  interested  in  what  I  consider  a  plus  benefit 
of  "Fashion  Walks  In  Color".  Although  our  film  was  planned  spe- 
cifically to  appeal  to  sales  girls  we  have  made  it  a  point  to  invite 
advertising,  merchandising,  and  executive  personnel  to  sit  down  with 
the  sales  girls  and  see  it.   In  almost  every  instance  the  executives 
have  been  as  impressed  with  our  fashion  story  as  have  the  sales 
girls,  and  this,  of  course,  makes  our  selling  jobs  to  the  stores 
that  much  easier. 

Cordially, 

PHOENIX  HOSIERY  COMPANY 


JW/ls 


C-^^ohn  W.  Wadsworth 

Executive  Asst.  To  Vice  Pres. 


CARAVEL  FILMS 

730    FIFTH    AVENUE,    NEW    YORK    19,    N.   Y.,    CIRCLE    7-6110 


INCORPORATED 


ikee  k  (}0i  uaJy . . .  ^  ^ 


The  serious  job  of  getting  children  ready  to  become  healthy,  grown-up  citizens 
is  entrusted  to  mothers.  A  vital  assignment  in  impressing  mothers  with  the 
importance  of  meat  in  accomplishing  this  job  has  been  given  to  a  new  film, 
"Three  to  Get  Ready",  sponsored  by  the  American  Meat  Institute.  Like  the  product 
it  represents,  the  picture  is  thoroughly  appetizing,  easily  digested  and  highly 
nourishing   to  the   thoughts    it  conveys. 


/< 


i^^LmS  i/lf'Q^ 


STUDIOS,    INC. 


HOLLYWOOD 


NEW     YORK 


CHICAGO 


DETROIT 


BUSINESS    SCREEN     MAGAZINI 


|e  Bell  &  Howell  Filmosound  3S5,  new  model  of  the  world's  most  widely  used  16mm  sound  projector,  with  streamlined  styling  of  two-tone,  scuff-proof  case. 

SREAT  NEW  SELLING  TOOL 

Employee  Communications,  Sales  Promotion  and  Public  Relations 


'fe  famous  Filmosound  by  Bell  &  Howell 
dh  new  15-watt  amplifier  and  larger 
paker  for  superior  sound  control  and 
<Blity...plus  other  exciting  innovations 


Bell  &  Howell's  Filmosound,  one  of  the  finest  in- 
struments of  this  audio-visual  age,  is  now  better 
than  ever.  The  new  Filmosound  385  brings  you 
these  design  advancements:  increased  amplifier 
output  ("double  power  under  normal  conditions, 
four  tijnes  stronger  at  low  voltage),  sound  insu- 
lated aluminum  doors,  an  end  to  warm-up  delay. 


More  Filmosounds  are  in  use  today  than  all 
other  makes  of  sound  projectors  combined!  This 
established  preference  stems  from  features  like 
exclusive  all-gear  drive,  straight-line  optics,  flick- 
erless  projection,  simple  operating  controls. 

Make  a  note  to  see  the  new  Filmosound  385  at 
your  dealer's  or  write  now  for  free  brochure. 


C^  TRUCKERS  LEARN  road  hazards.  Pacific 
itrmountain  Express  uses  Bell  &  Howell's  Filmo- 
•iid  and  a  company-made  sound  movie  to  warn 
"ers  of  highway  dangers  along  its  busiest  route. 


HOW  RAILROAD  PROMOTES  shipping  service. 
To  spur  its  growing  volume  of  fresh-produce  traffic, 
Santa  Fe  Railway  shows  sound  movies  on  benefits 
of  modern  shipping  methods  to  West  Coast  shippers. 


HONORARY  ACADEMY  AWARD  1954  , 
To  Bell  &  Howell  for  47  Years  '( 
of  Pioneering  Contributions  to  j 
the  Motion  Picture  Industry 


7108  McCormick  Road    •    Chicago  45,  Illinois 
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Here's  how  to  double  their  use! 


The  TSI-Duolite  allows  you  to  increase  the  field  of  use  for 
your  16mm  films  because  in  the  Duolite  you  get  two  methods  of 
projection  in  one  unit  .  .  .  and  for  the  price  of  one  unit.  Now 
you  con  show  films  in  rooms  and  locations  where  it  formerly 
wasn't  convenient  or  practical.  What's  more,  in  most  cases 
the  operation  of  the  Duolite  is  easier  and  quicker  and  you 
get  a  more  effective  presentation. 

Desfc  Top  Showing  On  Built-in  Screen 

The  Duolite  permits  you  to  show  black  and  white  or  color  movies 
on  a  large  built-in  screen  without  darkening  the  room.  Films 
can  be  shown  right  on  your  desk  top,  in  the  plant,  in  hotel 
rooms  and  in  conference  rooms  without  setting  up  any  extra 
equipment  such  as  a  screen,  speaker,  etc.  This  makes  it  ideal 
for  in-plant  training  sessions,  engineering  departments,  sales 
departments,  advertising  departments  or  wherever  films  a  re  used. 

Two  Projectors  In  One! 

Just  flip  a  lever,  insert  another  lens  and  the  same  projector 
can  be  used  with  large  audiences  for  showing  films  on  any 
standard  external  type  screen.  Both  lenses  are  furnished  with 
the  projector.  Changing  them  is  simple.  Pull  .  .  .  and  the  lens 
is  out.  Push  .  .  .  and  the  other  lens  is  in. 

The  Duolite  is  a  top  quality  projector  throughout.  Sturdy 
construction  stands  hard  knocks  without  damaging  the  unit. 
Service  is  hardly  ever  required.  When  it  is,  no  special  tools 
ore  needed. 

Check  now  on  this  most  complete  projector  .  .  .  available  only 
from  Technical  Service,  Inc.  You'll  find  it  to  be  the  ideal 
projector  for  all  of  your  uses  and  it's  priced  right  too. 


TECHNICAL 

SERVICE 

I  NC. 


30865  FIVE  MILE   ROAD    '    DEPT.  C    ■     LIVONIA,  MICH. 

Weif  Coail  Office:  4357   Melrose   Ave.    •    Hollywood   29,  Calif.    •    Phone    Normandie    5-6621 

Canadian  Distr.:  S.  W.  Caldwell,  Ltd.  •  447  Jofvis  St.  •  Toronto  5,  Onl. 

Foreign  Dislr.:  Westrex  Corp.  (formerly  Weilern  Electric  Export]  •111  Eighth  Ave.,  N.Y.  1  1,  N.Y. 
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For  balanced 


color... use  byron 


color-correct 


prints 


animation, 
editing, 
sound  effects. 


byron 


complete  black  and  white 
'laboratory  facilities 

-precision  magnetic  striping 


Studios  and  Laboratory 

1  226  Wisconsin  Avenue,  N.W.,  Washington  7,  D.C.     DUpont  7-1800 

'Ren.  V.  S.  Patent  Office 

SEND    FOR    YOUR   COMPLIMENTARY    COPY    OF    THE  3  ILLUSTRATED  BULLETINS  ON  "PRE-PRINT 
PREPARATION"  AS  DEVELOPED  AND  RECOMMENDED  BY  THE  ASSOCIATION  OF  CINEMA  LABORATORIES 
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SLIDE-FILM 
PRODUCERS 


WE  BEGIN  WITH  YOUR 

•  sound 

DONE  IN  OUR  STUDIOS  OR  TOURS) 

AND  END  BY  PROVIDING  YOU  WITH  THE 

•  finest 

•  slide -film  pressing 

•  in  the  industry 


we 
supply 

all 


or 

(It'll 
part 


MUSIC 

SOUND  EFFECTS 

SIGNALING  *  (ESI) 

MASTERING 

PROCESSING 

PRESSING** 

PACKING  &  SHIPPING 


'ELECTRONIC  SIGNAL  INSERTER  AN 
EXCLUSIVE  DEVICE  DEVELOPED  BY  US 
FOR   PERFECT  SIGNAL  PLACEMENT. 

**PURE   RED   VINYLITE   RECORDS 


DISC  recording  ■  masters 
processing  •  pressing 

TAPE  recording  •  editing 
assembly 

FILM  recording  •  re-recording 
transferring  ■  interlocking 


write  or  phone  for 
Special  Producers  Price  List 

UNIVERSAL  RECORDERS 

6757     HOLLYWOOD     BLVD. 
HOLLYWOOD  28,  CALIF.,  Hollywood  9-8282 


Right  Dff  the  Reel 

A    COLUMN    OF    EDITORIAL    COMMENT 

Victor  16mm  Projector  of  1923  to  Archives 
of  DAVI  at  Iowa  City  as  Collection  Grows 

"♦^  Out*  (li  liic  iii>l  Hjiiiiii  nioli(.)ii  picUirc  projec- 
tors maiiufacturpti  lias  been  presented  to  the 
Archives  of  the  Department  of  Audio-\  isual  In- 
struction of  the  Nalional  Education  .Association 
in  Iowa  Citv.  The  earh  projector  was  given  to 
the  Archives  by  Samuel  G.  Rose-  president  of 
Victor  Animatograph  Corporation  of  Davenport. 
lo«a. 

The  projector  is  a  hand-cranked  unit  nianfac- 
tured  in  1923.  It  was  designed  by  .Alexander  F. 
Victor,  former  president  of  the  Victor  Ani- 
matograph  Corporation,  who  now  lives  in  Cali- 
fornia. This  historic  projector  will  be  displayed 
in  the  DA\  I  Archives  now  located  in  the  new 
State  I  niversity  of  Iowa  Library,  along  with 
other  Archives  materials. 

Accepting  this  historic  projector  for  DAVI 
were  Bruce  E.  Mahan.  dean.  Extension  Division 
and  Lee  \^ .  Cochran,  executive  assistant.  Ex- 
tension Division.  State  Lniversity  of  Iowa,  and 
a  member  of  the  Archives  Committee  of  DAVI. 
Although   the  exhibit   of   equipment    in   the   At- 


Shown  at  the  Iowa  City  Archives'  presentation  are 
(I  to  r):  Lee  W.  Cochran,  Exec.  Asst.  Extension  Div. 
at  Iowa;  S.  G.  Rose,  President,  Victor  Animatograph 
Corp.  and  Bruce  E.  Mahan,  Dean,  Extension  Di- 
vision, State  University  of  Iowa. 

chives  will  not  be  large,  according  to  Extension 
officials,  it  is  "thought  that  perhaps  other  manu- 
facturers will  make  contributions  of  "first"  types 
of  audio-visual  equipment  for  preservation  in  this 
national  Archives  room." 

Mr.  Rose's  donation  of  the  heirloom  \  ictor 
projector  and  the  DAVI  Archives  invitation  de- 
serve commendation.  Bi  siNESS  Screen  submits 
that  the  Archives  display  limitations  should  not 
limit  larger  possibilities. 

\^'e  suggest  that  DAVTs  Archives  should  be 
the  basis  for  an  adequate  museum  for  the  relics 
of  what  is,  in  many  respects,  the  most  versatile 
and  powerful  communications  medium.  Indus- 
trialists and  private  collectors  in  possession  of 
significant  a-v  memorabilia  —  mechanical  or 
otherw  ise  —  ought  to  eagerly  yield  these  treas- 
ures to  the  table  of  comnmnications  histor\ . 

If  a  representative  collection  of  objects  of 
progre.ss  from  every  period  of  educational  a-\ 
advancement  were  readily  available  to  the  re- 
searcher,   the    accurate   chronologv    and    steady 


lyfl 
ct« 

s  mil 


developinint   of  this   field   could   more  easily 
docunHnte<l.     Made    public,     such     a    collecti 
would    hi-ar   witness   to   the  genius   and    tenaci 
which   produces   the   filmed   coniinunications   mil 
duslry.  Q 

Detroit   Museum    of   Art   Holds   Screening: 
of  Factual  Films  by  "Film  Makers:  Detroit' 

*  I  he   ornate   doors   of   the   Detroit   Institul.    . 
-Arts,  home  of  world   famous  works  of   art.    !■ 
cently    opened   to   welcome   the   products   of   lli< 
makers  of  sponsored  motion  pictures. 

Through  corridors  lined  with  Rembrandts 
Titans.  Brueghels  and  other  masterworks.  Ue 
troiters  passed  to  the  large  auditorium  to  sei 
"golden  screen  "  features  which  are  produced  ii 
their  own  city.  Overall  title  of  the  program  was 
"Film  Makers:  Detroit." 

The  Institute  showing  was  divided  into  twi 
sections,  for  presentation  on  separate  evenings 
George  W.  Stark,  president  of  the  Detroit  His 
torical  .Society,  who  introduced  the  pictures,  paic* 
tribute  to  the  contribution  of  the  business  screer! 
to  the  public  good. 

Chosen  for  the  program  were:  Body  Bountiju. 
and  The  Turning  Point  I  General  Motors  Corp.)  :j 
Give  Yourself  the  Green  Light  and  The  Priceles:> 
Heritage  (The  Jam  Handy  Organization,  hir 
Big  Srot  and  K  illiam  Johnson  anil  the  DruL . 
i\^ilding  Picture  Productions,  Inc.  I:  Briliarn 
and  the  .Sen  and  /  Remember  Paris  I  Wayne  Lni 
versity  i . 

The  program,  which  received  wide  notice  ii 
the  Detroit  press,  was  arranged  by  Franklin  Page 
curator  for  films  and  television.  Detroit  Instituti 
of  Arts.  § 

(THIS  COLl'MX  CONTI.NUES  ON  PACE  T\VENT\-FOUR 


Synchronous   Motor   Drive  for 

16mm  Projectors 

Especially  designed  to  drive  oil  Bell  &  Howell,  Ampro 
and    Victor    16mm    projectors    at    synchronous    speed. 

The  synchronous  motor  drive  con  be  instantly  ottoched 
to  projector  and  token  off  at  any  time.  No  special 
technical  knowledge  required  for  installation  ond 
mounting. 

The  synchronous  motor  drive  is  complete  with  base- 
plate. Cannon  plug  for  coble  and  power  switch,  and 
o  set  of  reduction  gears. 

W  rite  for  more  details  and  prices 

Also  available  on  special  order.  Synch.  Motor 
Drive    for    all     Simplex     3Smm     portable     projectors. 

ONE  YEAR  GUARANTEE!  Immediote  Delivery 
Available  at  leading  dealers,  or  direct. 

CINEKAD 

ENGINEERING   COMPANY 

500  West  52nd  St.,  New  York  19,  N.  Y. 

PLaza  7-3511 

DESIGNERS   AND  MANUFACTURERS  OF 
MOTION    PICTURE-TV    EQUIPMENT 

Send  for   free   (older  of   illuitroted  Motion   Picture  onJ 
Audio-Visual  equipment  manufactured  by  dnekad 
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We  enter  the  new  year  with 
renewed  confidence  in  the  continued  progress 
of  all  business  and  particularly  the  business 
of  writing  and  producing  audio -visual  media. 
Greetings  to  our  clients,  present  and  future, 
and  to  our  competitors  in  the  expanding  field 
of  commercial  pictures.  May  1956  be  a  year  of 
rich  rewards  for  men  of  good  will  everywhere. 


IfV  I  L  D  I  N  G 


CHICAGO 


DETROIT 


NEW  YORK 


CLEVELAND 


CINCINNATI 


PITTSBURGH 


ST.  LOUIS 


HOLLYWOOD 


HO  2-3284 

956   NO.  SEWARD  ST. 

HOLLYWOOD   38 

CALIFORNIA 


precision  film  editing  equipment 


HOLLYWOOD  FILM  COMPANY 


synchronizer 


splir  reels 


film  racks 


editing  table 


"This  Is  Automation"  New  GE 
Film  Marks  Series  Milestone 

*  W  illi  the  il(li\cr>  lo  (ii-Mcral  Elec 
trie  ill  DccciiiliiT  of  This  Is  Auluma- 
lion,  the  latest  of  the  company  si 
continuing  "More  Power  To 
Aiiiprica"  film  series.  Kapliael  G. 
Wolff  Studios.  Inc.  of  Hollywood 
cclclirated  a  ten-year  milestone  as  a 
producer  of  motion  pictures  in  thi- 
series. 

The  Wolff  .Studios  [jroduced  the 
first  of  the  group,  which  was  en-, 
titled  More  Potver  To  America,  in 
l'J4.5  and  in  the  following  decade 
has  produced  six  more,  includinj; 
This  Is  Aiitoinalioii.  All  in  sound 
and  color,  they  are:  Clean  Waters. 
More  Power  To  The  .American 
Farmer.  Lease  On  The  Future,  Tex-, 
tiles  L  iilimiled.  Pipeline  To  Tht. 
Clouds,  and  Freedom  and  Power. 

This  Is  .Automation,  is  devoted  tu 
the  history,  growth,  concept  and  fu- 
ture of  automation  and  traces  it- 
evolution  since  its  inception  in  the 
early  19th  century. 

"The  More  Power  To  America 
series,  designed  to  promote  the  ust 
of  electricity  in  the  I  nited  States, 
has  proved  to  be  one  of  the  mos-l 
outstanding  of  all  continuing  in 
dustrial  motion  picture  programs. 

"General  Electrics  concept  of  thi? 
series  has  been  wise  and  far-seeing 
Raphael  G.  Wolff,  president  of  tht 
Wolff  Studios,  points  out.  '"The 
company  has  established  a  patteru 
in  industrial  film  sponsorship  mIiii 
results  in  its  obtaining  tremeiulMii- 
efficiency  from  the  medium. 

"The  series  has  never  tried  I 
"wrap  up'  the  subject  of  electrii  a 
power  in  any  single  film.  Inslea'l 
the  various  facets  of  power  use  ha\' 
formed  the  themes  of  individual  pic- 
tures —  and  the  potency  of  the  idea 
is  testified  to  by  the  fact  that  the 
series  has  now  celebrated  its  tenth  ' 
anniversary.'"  ^ 


INDUSTRIAL   FILM 
SALESMAN 


Medium-sized  producer  \\  itli 
exceptional  facilities  and  long 
experience  in  New  \  ork  wants 
toji-liight  protlucer-salesman 
u  ith  proven  clean  record,  ca- 
pable of  producing  half-mil- 
lion in  sales  vearly.  Such  a 
man  can  make  an\'  reasonable 
deal  he  desires,  including  pari 
of  business.  Gi\e  complete  his- 
tory in  first  letter.  Dont  apply 
unless  you  can  pro\  e  sales  rec- 
ord. Replies  kept  confidential. 

Write   Box    12-5 

BUSINESS   SCREEN 

489  Fifth   Ave.,   New   York    17 
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CHIEF   ENGINEER 

22   YEARS  WITH   CFI 

22   YEARS    IN   FILM   INDUSTRY 


TED    FOGELMAN 

SUPERINTENDENT,    16MM. 

19  YEARS  WITH   CFI 

19  YEARS   IN    FILM   INDUSTRY 


CONSOLIDATED 

FILI 

INDUSTRIES 

959  Seward  St.,  Hollywood  38,  Calif.   •   HO  9-1441 

in  Netv  York:     1710  Broadway 


UMBER      8 


VOLUME      16 


1955 


ne^ 


P  ROD 


AO 

UCER 

500 


For  Z-X.Z  slides 
and  filmstrip 


with  carrying  case 
7450 

The  New  AO  Producer  500  citniliinalion  single  frame  filmstrip 
and  2x2  slide  projector  utilizes  the  finest  optical  components, 
yet  is  small,  compact,  weighs  only  6  lbs.  This  powerful  500  watt 
projector  produces  the  ultimate  in  screen  illumination  and  pre- 
cise definition. 

So  easy  to  use  —  even  a  child  can  operate  the  new  Producer 
500.  Finest  mechanical  conveniences  are  built  intii  this  superior 
projector. 

Compare  these  Outstanding  Features  — 


Powerful  500  wott  lomp 

5     focol  length, 

all-coofed  projection  lens 

Exclusive  AO  condensing  system 

with  AO  patented  heat  filter 

Pressurized  cooling  system  — 

complete  protection  to  film 

Removable  glass  pressure  plate  film  unit 


Positive  film  framing  — 

simple  lever  operation 

Push-thru  slide  changer 

v/ith  exclusive  ejector  spring 

Accommodates  Airequipt  Automatic 

Slide  Changer 

Deluxe,  leatherette  covered 

wood  carrying  cose 


ximerican  Uptical 


CHELSEA,   MASS. 
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Dr.  Cyril  J.  Staud  Named 
Kodak  Research  Director 

♦  Dr.  Cyril  J.  Staud  was  elected  vice- 
president  in  charge  of  research  of 
Eastman  Kodak  Company  at  a  re- 
cent meeting  of  the  company's  board 
of  directors  in  Flochester.  New  York. 
He  succeeds  Dr.  C.  E.  Kenneth 
Mees,  who  has  retired.  Dr.  Mees  re- 
mains a  board  member. 

Dr.  Staud.  an  outstanding  scien- 
tific leader  with  more  than  30  years 
in  industrial  research,  has  been  di- 
rector of  Kodak  Research  Labora- 
tories since  1^47.  He  has  published 
numerous  papers  on  industrial  and 
color  photography,  industrial  re- 
search, photographic  emulsions  and 
cellulose  and  its  derivatives.  He  is 
credited  with  many  inventions  deal- 
ing with  Kodak's  scientific  interests. 

For  his  contributions  to  photogra- 
phy and  photographic  research,  he 
has  been  named  a  fellow  of  the  So- 
ciety of  Motion  Picture  and  Tele- 
vision Engineers;  Royal  Photo- 
graphic Society;  Photographic  So- 
ciety of  America;  New  York  Acade- 
my of  Sciences,  and  an  associate  of 
the  Oval  Table  Society  of  New  York, 
honorary  photographic  group.  This 
year,  he  was  cited  by  the  Profes- 
sional Photographer's  Association 
for  distinguished  service  to  the  field 
of  professional  photography. 
*        «        * 

Heads  Sandoz'  Public  Relations 

♦  Dr.  C.  Henzc.  \  ice-President  of 
Sandoz  Pharmaceuticals,  has  an- 
nounced that  Blair  Tinkess  has 
assumed  responsibility  for  public 
relations  of  the  firm.  Mr.  Tinkess 
will  also  continue  as  Film  Editor 
of  the  Sandoz  Medical  Film  Library. 

Burnham  Elected  to  Civic  Post 

♦William  Burnham.  sales  vice-presi- 
dent of  Transfilm  Incorporated,  has 
been  elected  Selectman  in  \\eston. 
Conn.  Serving  with  two  other  men. 
Mr.  Burnham's  post  is  the  equivalent 
of  one-third  of  a  mavor. 


Reinschild  Joins 
RCA  Custom  Records 

♦  New  member  of  the 
sales  staff  at  RCA  Cus- 
tom Records  is  Carl 
Reinschild.  formerly  of 
Columbia  Transcriptions 
where  he  handled  special 
projects. 

Mr.  Reinschild  «  ill 
handle  representation  no 
slidefilm  transcriptions, 
premium  records,  ami 
related  lines  as  «ell  as 
commercial  recording 
accounts. 


Ellis  Honored  for  20  Years 
at  Columbia  Records.  Chicago 

♦  A  job  record  among  records  u 
observed  when  Jerry  Ellis,  manau 
of  the  (Chicago   ofiice  of  Cidumhi.i 
Records  rranscri])lion  Division  i  ih 
brated    his    20th    anniversary    at 
small  gathering  recently  in  Chicii;ji 

Among  other  tokens  of  appni 
ation  for  his  two  decades  of  ser\ici 
Ellis    was    presented    with    an    en 
graved  gold  watch  by  the  compari\ 

A  veteran  of  more  than  2.5  \(;u- 
in  the  field  of  transcription,  as  ii 
producer  and  now  as  a  manager  in 
Chicago.  Ellis  this  Spring  will  al-n 
be  in  charge  of  the  transcriplion 
operations  at  the  new  Chiciii; 
Arena,  in  the  process  of  compleli.Hi 

*  -:f  * 

Reed  Directs  School  Relations 
for   Minneapolis-Honeywell 

♦  iVppointment  of  \.  Lachlan  Reed 
to  the  newly  created  position  of 
director  of  industry-education  rela- 
tions for  Minneapolis  -  Honeywell 
Regulator  Company  has  been  a 
nounced  by  Gerry  E.  Morse,  vice- 
president  in  charge  of  employee 
relations. 

Reed  has  been  serving  as  special 
assistant  to  the  United  States  Com- 
missioner in  Education  in  Washing- 
ton.  D.C..   since  early  19.54. 

Eugene   Remels  to  Manage 
United  World   Dallas  Branch 

♦  Eugene  Remels  has  been  named 
manager  of  the  Dallas.  Texas, 
branch  of  I'nited  \S  orld  Films.  Inc., 
according  to  John  D.  Desmond,  gen- 
eral sales  manager  of  the  16nun 
motion  picture  distribution  com- 
pany. 

Remels.  formerly  manager  of; 
United  World's  New  York  Ex- 
change, was  with  the  Army  and  Air| 
Force  Motion  Picture  Service  for  a 
number  of  years  and  brings  to  his; 
new  post  a  long  experience  in  film 
distribution. 
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DEPENDABILITY 


A  reputation  for  dependability  is  established  b}  many 
satisfactory  accomplishments  over  a  period  of  time.  Once 
attained  it  becomes  the  catalyst  that  coordinates  all  other 
worthy  qualities  of  a  business. 


Sound  Masters,  with  complete  facilities  and  competent 
personnel,  has  through  the  years  so  organized  its  opera- 
tions that  exacting  clients  have  learned  to  recognize  and 
appreciate  its  dependability. 


ESTABLISHED  1937 


SOUND  MASTERS,  INC. 

165  WEST  46TH  STREET,  NEW  YORK  36,  N.Y. 


MOTION  PICTURES 

SLIDE  FILMS 

TV  SHORTS 

COMMERCIALS 


PLAZA  7-6600 


DUMBER      8      •      VOLUME      16 


1955 
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in 
the 


it's..;' 


1 


is  our  business 

personalized 
service 


\,,^j\'\Vi\.t-': 


tuulHlTITI^I 


ROUND-THE-CLOCK  SERVICES 


Negative  Developing 

First  Print  Department 

Ultra  Violet  and 
Flash  Patch  Printing 

• 

16mm  and  35mm 
Release  Printing 

• 

Kodachrome  Printing 
63  Editing  Rooms 


SPECIAL  TV  SERVICES 


Now 

Celebrating 
Our  25th 
Anniversary 


MOVIELAB  FILM  LABORATORIES,  INC. 

619  West  54th  Street,  New  York  19,  N.  Y.  JUdson  6-0360 


Siqht  and  Snund 

NEWS   OF    GENERAL    INTEREST 

National   Council   of  Churches 
Planning  13th  A-V  Workshop 

M  Sciumliiig  tlic  call  rail)  I'liuugli 
for  easterners  and  mid-westerners  to 
arrange  a  trip  to  the  west  coast. 
The  National  Council  of  Churches 
of  Christ  in  the  United  States  of 
America  has  announced  that  the 
13th  International  Workshop  in 
Audiovisual  Christian  Education 
will  be  held  at  the  University  of 
Southern  California.  Los  Angeles. 
August  l.S-24.  1956. 

The  13th  Workshop  will  follow  a 
post-summer  session  in  audio-visual 
use,  held  on  the  University  campus. 
August  6-9.  The  19.56  meeting  is  a 
"'new  departure"  for  the  Workshop, 
which  traditionally  has  been  held 
at  Green  Lake.  Wisconsin. 

The  Workshop's  purpose  is  to 
provide  time  and  resources,  both  of 
materials  and  leadership,  for  all 
who  are  seeking  to  use  new  and 
better  tools  for  achieving  the  Chris- 
tian Mission.  The  Workshop  is  held 
under  the  auspices  of  The  National 
CounciUs  Committee  on  Audio- 
Visual  and  Broadcast  Education  in 
cooperation  with  the  University  of 
Southern  California.  The  Church 
Federation  of  Los  Angeles  and  The 
Southern  California  Council  of 
Churches. 

Attending  the  Workshop  will  be 
Council  national  staff  members,  de- 
nominational and  interdenomina- 
tional, who  are  responsible  for 
audio-visual  production  and  visuali- 
zation: area  workers  —  audio-visual 
coordinators;  local  church  workers. 
Invited  to  work  with  these  groups 
are  producers,  distributors  and 
manufacturers  of  a-v  materials  and 
equipment. 

Special  emphasis  during  the  Work- 
shop will  be  on  better  audio-visuals 
for  better  church  work.  Guided  field 
trips  are  planned  to  acquaint  church 
workers  with  new  a-v  techniques. 
Participants  will  study  pre-produc- 
tion planning  in  relation  to  the 
Christian  program  of  the  churches, 
best  methods  of  production,  ade- 
quate field  introduction  and  training 
for  use,  and  integration  of  the 
audio-visual  resources  into  the  cur- 
riculum. 

A  detailed  schedule  of  events,  ac- 
commodation and  transportation  in- 
formation and  registration  blanks 
are  available  in  a  brochure.  Contact 
the  Department  of  Audio-Visual 
an<l  Broadcast  Education.  National 
Council  of  (Churches.  79  East  Adams 
.Street.  Chicago  3.  111.  Registration 
fee  per  delegate  is  .$20.00.  The  1957 
Workshop?  Back  to  Green  Lake. 
September  4-10,  1957.  U' 


Foreign  Film  Production  Rise      ' 
Seen  as  Equipment  Sales  Boon 

♦  Lii(  DarrTistacdler.  \  ice-president 
and  general  manager.  Reeves  Equip-  : 
mcnl  Corporation.  10  East  52nd 
Street.  New  York,  has  been  ap- 
pointed by  Animation  Equipment 
("orporatir)n.  Ne«  Rochelle.  N.Y. 
to  handle  the  complete  line  of  Ox- 
berry  camera  installations  in  all 
foreign  markets  except  France  and 
England. 

According  to  Darmstaedter,  for- 
eign governments  and  industries  are  | 
expanding  the  production  of  ani-  . 
mated  and  live  films  for  propaganda 
purposes  and  for  education,  docu- 
mentaries and  news.  The  govern- 
ment of  Colombia  in  South  America 
recently  completed  a  new  studio  for 
the  production  of  16mm  and  35mm 
films  for  the  country's  television  nel- 
work. 

The    Bolivar    studio    handles    a 
great     amount     of     work     for    the 
Venezuelan  government.  Other  stu- 
dios like  Star  in  Hong  Kong.  Shaw 
in   Singapore  and   Incom   in   Rome 
are  experiencing  an  upsurge  in  film ' 
interest.  Other  than  the  U.S.,  Darm- ; 
staedter  believes  the  countries  pro-' 
ducing   the   greatest   footage   prob- 
ably   are    India.    England,    Japan, 
France,     Italy,    Austria,    Germany,  \ 
China,  Argentina,  Mexico  and  Indo- 
nesia.   This   growth    is    seen    as   a 
world    opportunity    for    equipnieiil 
sales. 

Darmstaedter  has  been  closeU  as 
sociated  with  the  motion  picture- 
business  since  1929.  He  was  one  of 
the  founders  of  Reeves  International 
and  in  1949  The  Equipment  Di- 
vision formed  its  own  compan\ 
under  the  name  of  Reeves  Equip- 
ment Corp. 


SCENARIO 
WRITER   WANTED 

We  need  an  experienced,  pro- 
fessional scenario  writer,  with 
knowledge  of  industry,  willing 
to  live  in  Pittsburgh,  Cleve- 
land or  vicinity.  We  do  NOT 
need  a  director-writer,  produc- 
er-writer, speech-writer,  pro- 
posal-writer or  outline  writer, 
but  a  man  who  can  set  picture 
and  sound  do\\n  on  paper  in 
a  way  that  will  play.  We  are 
an  old,  well-established  well- 
financed  company,  giving  our 
customers  the  top  quality  of 
the  industry,  and  we  will  pay 
top  money  to  the  right  man. 
Our  people  know  of  this  ad- 
\'erliscnicnl. 

Write  Box  55-12A 

BUSINESS   SCREEN 

7064  Sheridan  Road,  Chicago  Ik 
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EVERYTHING   FOR 
EASTERN    PRODtCTION 


PRODUCTION  LINES 


LIGHTING 
EQUIPMENT 


GRIP 
EQUIPMENT 


Incandescent 
Equipment 

H.  I.  Arc  Equipment 

Choke  Coils 

Dimmer  Equipment 

Cables 

Boxes  and  Boards 

Diffusers 

Bulbs 

Generator  Sets 

TV  Scoops 


Reflectors 

Ladders  and  Steps 

Parallels 

Dollies 

Microphone  Booms 

Scrim  Flags 

Black  Flags 

Dots 

Stands 

PROPS 

Catalogs  upon   request 


INC. 


333  West  52nd  Street  •  New  York  19,  N.Y. 
Circle  6-5470 


Eastern  Location  Site  Now 
Available   at   Irvington,   N.Y. 

•♦t  An  iiiiu>tial  and  \t*r>alii<'  ^ilt*  for 
motion  picture  location  shooting  is 
being  opened  at  Irvington.  New 
York.  It  is  a  secluded  country  day 
camp  and  private  school  located  on 
a  large  estate  30  minutes  from  Times 
S(]uare. 

The  facilities  oiler  man)  possi- 
bilities, both  indoor  and  out.  \^  iiul- 
ing  roads  lead  to  a  Georgian  man- 
sion overlooking  the  Hudson,  formal 
landscaped  gardens,  terraces,  roll- 
ing lawns,  lush  shrubl)ery.  beautiful 
trees  and  an  English  gabled  cottage. 
Further  back  on  the  estate  are 
meadows,  thick  woods,  hiking  trails, 
fish  and  duck  ponds  and  a  clear 
running  brook. 

There  is  a  large  swimming  pool 
in  a  picturesque  setting,  athletic 
fields,  archery  range,  completeh 
equipped  children's  playgrounds, 
miniature  golf  course,  stables,  corral. 
\vailable  for  use  too  is  farm  and 
inaintenance  machinery. 

A  unique  educational  zoo  is  on 
hand,  .\nimals.  both  exotic  and 
farm,  are  friendlv  and  tarne  and 
may  be  used  for  filming. 

Indoor  facilities  are  equally  com- 
prehensive. There  are  children  s 
classrooms,  an  infirmar\.  a  gvm- 
nasium.  a  library  with  large  fire- 
place, music  room  with  grand  piano, 
dining  rooms,  game  room,  kitchen 
completely  equipped  with  linens, 
china  and  silver.  There  is  an  en- 
closed office  with  files  and  type- 
writers. The  interior  of  the  mansion 
is  stately,  with  balconies,  winding 
staircases,  and  a  selection  of  fifteen 
bathrooms  .  .  .  one  with  a  fireplace, 
if  you  please. 

Garages  are  available  for  storing 
equipment  during  filming  oper- 
ations. 

Further  information  mav  be  ob- 
tained from  the  Wood-Lane  Country 
Dav  Camp.  141  South  Broadwa\. 
Irvington.  N.Y.  1^' 


E-Cell-O  Authorizes 
a  Half-Hour  Picture 

♦  The  f'ure-I'ak  Division 
A  Ex-CelI-0  Corporation 
tving  to  its  19.56  national 
advertising  campaign  on 
the  "New  Story  of  Milk" 
has  authorized  produc- 
tion of  a  half-hour  color 
film.  The  film  is  to  tell 
the  new  story  of  milk, 
emphasizing  dairv  indus- 
try progress  and  todav  s 
modern  meth<)ds  of  milk 
processing  and  distribu- 
tion. 


Wood-Lane   Country   Doy   Comp   ground}  ond 
buildings   at    Irvington,   N.Y.    (story    left}. 


Business  Consultant,  Producer 
Integrate  Sponsor  Operations  | 

•¥  A  unicjuc  l.)U>iiu-ss-niolion  picture 
relationship  recentiv  was  announced 
b\  Raphael  Elan,  president  of  Elan- 
Porter  Productions.  Inc..  producers 
of  industrial  films  and  television 
commercials  and  Leo  .Nejelski.  head 
of  Nejelski  and  Company,  consult- 
ants to  business  management,  both 
firms  of  New  ^  ork. 

Although  both  companies  retain 
their  complete  autonomy,  an  or- 
ganic integration  —  through  stool 
transfer  —  has  been  effected  where 
bv  each  firm  will  function  in  its  owt 
sphere  toward  specific  mutual  o\> 
jectives:  Elan-Porter  will  operate  as 
a  film  producing  adjunct  and  a; 
consultants  on  film  in  the  busines; 
management  operations  of  Nejelsk 
and  Company;  while  Nejelski  am 
Company  will  operate  as  busines: 
consultants  to  Elan-Porter. 

Nejelski  voiced  the  objectives  o 
the  association  from  the  point  o 
view  of  his  firm  as  follows: 

""In  our  function  as  consultant 
to  various  businesses  we  have  fre 
quentlv  found  film  for  institutional 
operational,  sales  promotion,  sale 
training  and  other  purposes  a  valu 
able  help  to  management.  We  CT 
pect  —  through  a  more  intimate  re 
lationship  with  Elan-Porter  bring 
ing  them  sooner  into  the  picture  ii 
the  consultation  and  planning  stage 
—  to  give  management  a  fulle 
understanding  of  the  flexibility  am 
applicability  of  the  film  medium  I 
various  business  problems.  | 


ARTi;\'IDEART 

ANIMATION 

TITLES 

OPTICAL    PHOTOGRAPHY 

COLOR    or    B&W  —   16  or  35MM 


343   LEXINGTON   AVE. 
NEW  YORK     16,    N.Y. 

LExington  2  7378-9 
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PUBLIC  RELATIONS  •  EDUCATIONAL'  TECHNICAL*  TRAINING  •  MEDICAL. 


Farm  Pictures  by  Audio... 


••FIRST   IN   THE   HEARTS   OF   FARMERS' 
"ANOTHER     FIRST'    FOR 
MR.    WASHINGTON" 


Audio    Produotions,    Inc. 

FILM     CENTER     BUILDING     •     630     NINTH     AVENUE     •     NEW     YORK     36,     N.     Y. 

TELEPHONE    Plaza    7-0760 


Frank  K.  Speidell,  President  •  Herman  Roessle,  Vice  President  •  P.  J.  Mooney,  Secretary  •  I.  W.  Fox,  Tred 
Producer-Directors:    L.   S,   Bennetts  Loois  A.  Hanousek  H.  E.  Man"d^ 

Alexonder    Gansell  Harold  R.  Lipman  Earl  Peirce 


Sales  Manager: 


Sheldon   Nemeyer 


YOUR  ASSURANCE  OF 
BETTER  16mm  PRINTS 


In  1956  Color  Reproduaion  Company  will  con- 
tinue to  specialize  exclusively  in  I6mm  Color 
Film  printing.  Seventeen  years  of  experience 
and  "know  how"  in  I6mm  color  print  special- 
ization has  earned  Color  Reproduaion  Com- 
pany a  reputation  for  guaranteed  film  quality 
which  is  the  Standard  of  the  I6mm  Motion 
Piaure  Industry.  Next  time  you  order  Release 
Prints  be  sure  Color  Reproduction  Company 
makes  them  for  voul 


7936  Santa  Monica  Blvd,,  Hollywood  46,  California 

Telephone:  Hollywood  4-8225 


Set  A.N. A.  Spring  Meet  for 
March  14-16  in  Hot  Springs,  Va. 

♦  Tlif  I'J.'id  .^iiriii;;  .Mtfliuf;  ..f  ihi- 
Association  of  National  Advcrlisii- 
will  be  held  Wednesday.  Thursdai 
and  Friday.  March  14.  l.i  and  16. 
iy.)6.  at  the  Homestead.  Hoi 
Springs.  Virginia. 

As  in  past  years,  the  meeting  uill 
be  open  to  A.N. A.  members  and  in- 
vited guests.  Appointment  of  the 
meeting's  program  rhairman  will  be 
made  at  the  next  meeting  of  the 
A.N. A.  board  of  directors.  .Appoint- 
ments of  leading  advertising  and 
marketing  men  to  the  program  eoni- 
mittpp  will  lie  made  shortly  there- 
after. 

United  States  Steel   Homes 
Orders  Sales  Promotion  Film 

*  ffoiise  jor  the  Bride,  an  eight- 
minute  sales  promotion  film  in 
color  is  being  produced  for  Lnited 
States  .Steel  Homes.  Inc..  at  .\l  Stahl 
Productions.  New  York. 

Lnited  States  Steel  Homes.  Inc., 
is  a  division  of  L  nited  States  Steel 
Corp.  engaged  in  the  production, 
packaging  and  delivery  of  all  the 
components  necessary  to  build  a 
house. 

Designed  to  be  shown  at  sales 
meetings  to  district  managers  and 
area  salesmen,  the  motion  picture 
presents  the  companys  sales  promo- 
tion plans  for  1956:  layouts  for  ads 
in  trade,  local  and  national  print 
media,  point-of-sale  advertising  ma- 
terial: material  for  local  tie-ins  with 
radio  and  television  broadcasts.  The 
agency  handling  the  production  is 
Batten.  Barton,  Durstine  &  Osborn. 
*        *        » 

Westinghouse   Film   on   Jets 
Available  for  Television 

^Faster  Than  }  on  Think,  a  l.'V  o. 
minute  niotiim  picture  sponsored  by 
Westinghouse  Electric  Corporation, 
is  available  for  nation-wide  tele- 
vision use  through  Princeton  Film 
Center.  Inc..  New  Jersev. 

Faster  Than  }  ou  Think  is  a  fast- 
moving  film  on  the  mechanism  of 
the  jet  engine.  Camera  technique 
and  narratiim  explain  the  jet  oper- 
ation. High-speed  photography 
brings  the  viewer  a  clear  picture  of 
jet  planes  flying  "faster  than  you 
think." 


Pmttn  if  Pitl'melin  M»f-ftets 

TYPE  TITLES 

Sifu  ^  I9}S 

Wilt  hi  nu  Iff  «•«>. 

Knight  Title  Service 

Ullfkfl:  WAlU'l  iiiSi 
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"THE  CONSISTENCY  OF  DU  PONT  FILM  i.   s.,  t; 

that  we're  never  awnn-  ol  ihanginK  Irnin  one  l)atrh 
(o  the  other."  says  Mack  Stengler  to  Assistant  Gene 
Farrell  and  Du  Pont  Technical  Representative 
Holly  Moyse. 


ON  THE  LIBERACE  SET  xkuU  th.-  i.ro.lu.Unn  1.-.ui.  of  Cuikl  Films  Co, 
Thats  Chief  Cameraman  Matk  Stengler  at  right  with  pipe.  The 
Liberace  Show  is  seen  on  232  stations  throughout  the  country. 


•'TAKE  A  LOOK,"  says  Mr.  Stengl«r  as  he  passes 
viewing  tiller  tu  Duke  Goldstune.  West  Coast  Exec- 
utive Producer  for  Guild  Films.  Mr.  Goldslone  has 
this  to  say,  "Du  Pont  Film  is  tops . . .  we've  used  it 
exclusively  for  three  years." 


"Our  first  takes  are  generally  our  final  takes- 
thanks  to  dependable  DuPont  Film  and  service" 


says  Mack  Stengler,  ASC,  Chief  Cameraman  for  Guild  Films  Co..  Inc. 


**Speed?  It's  terrific  in  our  business.  We 
haven't  time  to  re-do  a  sequence  because  of 
poor  negatives  .  .  .  and  that's  where  the 
quality  of  Du  Pont  Film  counts."  So  says 
Chief  Cameraman  Stengler  of  Guild  Films 
Co.,  Inc.,  one  of  Hollywood's  most  success- 
ful TV  production  companies. 

"Du  Pont  '.Superior'  2  places  practically 
no  limitations  on  cameramen.  We  can  work 
with  complete  freedoni  and  use  more  effec- 
tive lighting  than  we  can  with  other  film.s. 
We  normally  shoot  TV  productions  just  as 
we  would  theatrical  films.  And,  by  using 
Du  Pont  Tvpe  824  low  contrast  positive 
film,  we  are  getting  excellent  prints  that 
more  than  meet  the  high  requirements  of 
television. 


"Look  at  the  Liberace  set,"  continues  Mr. 
Stengler.  "To  get  a  face  above  these  snow- 
white  drapes  is  really  tough.  But,  with 
Du  Pont  Film,  we  do  this  sort  of  thing  every 
day.  It  gives  us  exceptional  latitude  and 
image  quality.  In  fact,  this  film  gives  me 
everything  I  want  from  the  lab  right  on  up. 
I've  been  using  Du  Pont  Film  since  1926  . . . 
I'm  sold  on  it  and  the  service  that  goes 
with  it." 

For  your  television  footage  .  .  .  studio, 
feature,  sports  and  newsreel ...  be  sure  of 
the  best.  Specify  Du  Pont  Film.  There's  a 
type  to  meet  your  exact  requirements. 
.Available  in  all  standard  lengths  (100  to 
2000  feet). 


FOR  MORE  INFORMATION,  write  or  caU 
ihe  nearest  Du  Pont  District  Office  llisted 
below)  or  the  Du  Pont  Company,  Photo  Prod- 
ucts Department.  Wilmington 98,  Delaware.  In 
Canada:  Du  Pont  Company  of  Canada 
Limited.  Montreal. 

DISTRICT  OFFICES 

ATLANTA  5.  GA 805  Peaclitree  BIdg. 

BOSTON  10,  MASS 140  Federal  Slreel 

CHICAGO  18.  ILL 3289  N-  California  A' 

CLEVELAND  14,  0 1033  Union  Commerce  Bide 

DALLAS  7.  TEXAS 1628  Oak  Lawn  Ave 

LOS  ANGELES  38.  CALIF 7051  Santa  Monica  Blvd, 

NEW  YORK  U,  N.  Y 248  West  18111  Streei 

PHILADELPHIA  2.  PA 225  South  IStti  SIreel 


:o 


SPECIFY 


BETTER  THINGS  FOR  BETTER  LIVING 

.  . .  THROUGH  CHEMISTRY 


DU  PONT 


E 


FILM 


NUMBER     8 
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For    16mm.   Film — 400'  to  2000'   Reels 

Protect  your  films 

Ship  in  FIBERBILT  CASES 

Sold   at   leading   dealers 


The  Big  Sixth!  Next  February,  '56 

Business  Screen  Brings  That  Sixth 
Production    Review    of    the    Year! 


PICTURE  PARADE 

33rd  Travel  Film  Released  by 
Pan    American    World   Airways 

♦  Tan  American  World  Airways, 
which  uses  motion  pictures  as  per- 
suasive previews  of  lands  reached 
by  its  passenger  fleet,  recently  re- 
leased its  23rd  travel  film. 

If'iii^s  lo  Germany,  the  newest  in 
ihi-  Pan  American  series,  shows  the 
Germany  of  today,  contrasting  its 
modern  cities  to  its  historic  past. 
In  sound  and  color,  the  film  takes 
the  audience  through  Franlifurt. 
Vi  est  Berlin,  medieval  Rothcnburg. 
quaint  Black  Forest  \  illages.  and 
Bayreuth.  home  of  the  Vi  agner 
Music  Festival.  Also  depicted  are 
Garmisch-I^artenkirchen  in  the  Ba- 
varian Alps,  internationalh -known 
winter  resort,  and  the  faliled  Rhine 
Valley. 

German  folk-songs  and  dances 
which  grace  the  many  festivals  and 
pageants  of  the  country  are  shown, 
with   music  especially  recorded. 

Clubs,  churches,  civic  and  com- 
munity organizations  may  obtain 
the  filni  free  from  Pan  American 
offices  throughout  the  I  nited  States 
and  abroad. 


Sylvania  TV  Awards   Honor 
Three  Producers  of  Commercials 

♦  1  hrce  television  film  connnercial 
producers  received  S\lvania  Tele- 
vision .Awards  at  the  annual  pre- 
sentation held  at  the  Waldorf- 
Astoria  Hotel  in  New  York  on 
November  29,  George  Blake  Fnter- 
prises  was  cited  for  its  Instant 
Sanka  spots;  MPO  Productions  for 
.Schweppes:  and  Transfilm  Incorpo- 
rated for  Saran  Wrap. 

Although  .Sylvania  has  been  con- 
ducting its  award  programs  for  five 
years,  honors  to  TV  commercials 
began  only  last  year. 

The  sponsors  and  advertising 
agencies  for  the  three  award  win- 
ning spots  were  also  cited:  The  Dow 
t^hemical  Company  and  MacManus. 
John  \  Adams  iar  Saran  \^rap; 
General  Foods  Corp.  and  Young  \ 
Rubicam  for  Instant  Sanka  Coffee: 
and  Schweppes.  Ltd.  and  Ogilvy. 
Benson  6^  Mather  for  Schweppes. 

i:-  *  c- 

Films  on  Jewish  Subjects 

to  be  Considered  for  Awards 

♦  The  out>lan(ling  film  and  filmslrip 
on  a  Jewish  subject,  released  during 
19.55.  will  be  presented  a  special 
award  bv  the  National  Council  on 


Jewish  Audio-Visual  Materials.  All 
entries  should  be  in  the  Council  of- 
fices  not  later  than  January   I. 

Sponsored  by  the  American  Asso- 
ciation   for    Jewish    Education,    the 
National  ('ouncil  on  Jewish  Audio- 
\  isual   .Materials   is  a  coordinating 
body  of  36  national  and  local  Jew- 
ish organizations  active  ill  the  firlH 
of  culture  and  education,  whose  prn- 
gram    is    to    evaluate    audio-visual 
materials  of  Jewish  interest,  dissemi- 1 
nate  information  about  the.se  media  | 
and  to  stinmlate  interest  in  the  utili- , 
zation    of   a-v   materials   in    Je\»'-' 
schools,   clubs,  synagogues  and 
ganizations. 

A  committee  of  prominent  edu'  a 
tors  and  film-makers  will  constitute 
the  board  of  judges.  Awards  will  !■. 
made  at  the  6th  Annual  Meeting 
\S  orkshop  of  the  Council   in    M 
19.56.   Announcing   the  award. 
Albert    Schoolman.    Council    cli 
man.  suggested  that  producers  - 
mit    information    about    their   (ili   ■ 
and   filnistrips   to    Dr.   Zainien    >l' 
singer,  executive  secretary.  National 
Council     on     Jewish     Audio-\  isual 
Materials.     1261     Broadwav.     Neu 
York  1.  N.Y.  ■  y 


'Jvru^J»A4/.j 


wen 


^J^JMu  rphy 

'Troductions.  Inc. 


723    SEVENTH   AVENUE     .     NEW   YORK    19,    N,   Y.     •      PLAZA    7-8144 
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The  direction—  of  an)^Ii 


mfJex  procedure  lohere  experience  plays  an  im- 


portant part  in  obtaining  thecCeswed^effects.  Ajn^^^'it  is  in  the  film  processing  laboratory. 


:.A 


Y . 


At  Precision,  expert  guidance  tkrovgh  each  phase  of  the  processing  operation  assures 
producers,  cameramen  and  direct^s  ihe^^est  possible  residts. 

All  of  which  leads  to  another  forjn  of^l^^^on:  West  of  5th  Avenue  on  i,6th  Street  in  New 
York  to  Precision.  That's  the  right^directtQn  for  you  wherever  you  are  and  whatever  your 
film  processing  problem. 

In  everything  there  is  one  best . . .rkfilmS^roci^sing,  it's  Precisioi 

fee ) 


W46 


S^-AVE 


P    fi    f 


||£/  0  Jif 


FILM  L     A      B       O       R'''A| 

21  WEST         4-6TH  STREE,i 


,0       R       I       E       S      ,  INC 

NEW         YORK  3S.  N.Y 


\ 


.y\)^ 


A  division  of  J.  A.  Maurer,  Inc. 
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THE  MYTH 

OF  PRICE 

RESISTANCE 


Association  of  National  Advertisers  Issues  Booklet 
Defining   Educational  Criteria   for  Sponsored   Films 


For  the  average  salesman  nothing  is 
more  real  —  or  more  troublesome  — 
than  price  resistance. 
How  many  limes  has  a  salesman  of 
yours  said:  "I  could  sell  more  if  only 
our  prices  were  lower!!" 

Yet  he's  wrong,  dead  wrong. 

He  believes  a  myth.  A  myth  that  sales 

are  lost  because  his  price  is  too  high. 

Price   is   never   the    sole   factor   in   o 

turn-down. 

We  know  it  .  .  .  you  know  it.  If  only 
he  knew  it. 

Yet  he  can  when  he  realizes  that 
price  is  relative  to  value.  Dispel  the 
myth  of  price  resistance  with: 

"PRIDE  IN   PRICE" 

part  of  the  outstandingly  suc- 
cessful sound  slide  program  .  .  . 
AGGRESSIVE   SELLING 

Vou  may  obtain  a  preview 

without  obligation. 

Write  for  details. 


INC. 

6108  SANTA  MONICA  BLVD. 
HOLLYWOOD   38,  CALIFORNIA 


BUSI.MCSS  Kii.M  sponsors  hoping' 
to  reach  the  ilassrooni  stiidoiit 
will  fimi  sound  counsel  in  a  new  16- 
papc  booklet.  "(Criteria  for  Business- 
Sponsored  Kdueational  Films. '  just 
issued  by  the  .Association  of  National 
Advertisers.  In  22  basic  points,  the 
booklet  outlines  criteria  to  help  the 
business  sponsor  meet  curriculum 
needs  of  the  nations  schools  as  he 
plans  his  film  production. 

Pointinj;  out  the  need  for  this 
xardslick.  J.ihn  Flory.  A.N.A.  Films 
Steering  Committee  chairman  and 
adxisor  on  non-theatrical  films  for 
Kastman  Kodak  Company,  said. 
"Nine-out-of-lO  advertising  and 
public  relations  films  are  available 
for  classroom  showings  according 
to  the  survey  on  which  we  based  the 
recent  A.N.A.  book.  'The  Dollars 
and  Sense  of  Business  Films."  How- 
ever, some  pictures  are  unacceptable 
or  ineffective  because  the  sponsor 
did  not  take  into  account  the  re- 
quirements of  school  people.  We 
are  trying  to  correct  this  situation."" 

Most  Comprehensive  Study  to  Dote 

The  most  comprehensive  study  of 
its  kind  to  date,  the  publication  has 
been  prepared  with  the  assistance 
of  a  group  of  the  leading  advertisers 
of  the  nation.  It  has  the  approval 
of  two  committees  of  the  Depart- 
ment of  Audio-Visual  Instruction  of 
the  National  Education  .Association 
—  the  Committee  on  a  Bill  of  Rights 
for  In.structional  Materials  and  the 
Instructional    Materials    Committee. 

The  criteria  outlined  in  the  new 
booklet  are  intended  primarily  for 
use  by  business  firms  in  pre-produc- 


tion planning  of  films  and  other 
audio-visual  materials  used  by  edu- 
cators. Four  main  categories  — 
curriculum  approaches,  educational 
subject  matter,  production  require- 
ments, and  distribution  policies  — 
are  considered  in  the  effort  to  sum- 
marize the  needs  of  the  teacher  in 
using  all  t\pes  of  audio-\isiiaI  ma- 
ItTJal. 

DAVI  Will  Distribute  Copies 

In  announcing  that  DWT  will 
handle  distribution  of  the  Criteria 
booklet  to  educators.  Floyde 
Brooker.  acting  executive  secretary, 
stated,  "These  22  criteria  will  give 
our  good  friends  in  business  answ  ers 
to  many  questions  they  face  when 
planning  film  and  other  materials 
for  school  use.  In  addition,  teachers, 
throughout  the  country  will  find 
that  this  document  should  be  of  as- 
sistance in  the  selection  and  evalu- 
ation of  those  sponsored  materials 
which  the\'  are  considering  for  use 
in  their  classrooms.*" 

The  criteria  were  prepared  by 
the  .A.N.A.  Films  Steering  Commit- 
tee with  the  assistance  of  Thomas 
W.  Hope.  Eastman  Kodak  Company. 

.Although  intended  primarilv  as  a 
guide  for  business  firms  planning 
motion  pictures,  the  criteria  estab- 
lished are  expected  to  have  equal 
value  for  the  preparation  of  nian\ 
other  types  of  teaching  materials  of- 
fered to  schools  by  industry  —  slide- 
films,  pamphlets,  charts,  illustrated 
readers,  and  product  samples. 

The  booklet  is  available  from  .As- 
socintion  of  National  Advertisers. 
285  Madison  Ave..  New  York,  at 
S2.00  a  single  copy.  ^ 


In  clearly  understandable  form,  the  new  ANA  booklet  on  "Criteria  for  Business- 
Sponsored  Educational  Film"  gives  helpful  advice. 


YOUR 
NEW  EMPLOYEES 

With  proper  induction  and  job 
instruction  they  will  be  more 
effective,  happier  employees.  This 
means  less  personnel  turnover, 
better  work  faster,  more  efficiency 
and  increased  productivity. 

It's  up  to  your  supervisors.  It  can 
be  accomplished! 

Show  your  supervisors  how  with: 
"INDUCTION  AND 
JOB  INSTRUCTION" 

port  of  an  outstanding  sound  slide 
program  SUPERVISOR  TRAINING 
ON  HUMAN  RELATIONS,  which 
includes: 

•  "THE  SUPERVISOR'S  JOB" 

•  "INTERPRETING 

COMPANY  POLICIES" 

•  "THE  SUPERVISOR 

ASA  REPRESENTATIVE 
OF  MANAGEMENT' 

•  "HANDLING 

GRIEVANCES" 

•  "MAINTAINING 

DISCIPLINE" 

•  "PROMOTIONS, 

TRANSFERS  AND 
TRAINING  FOR 
RESPONSIBILITY" 

•  "PROMOTING 

COOPERATION  " 

You  may  obtain  a  preview 
wilhouf  obligation. 

Write  Dept.  S  for  details. 


^ac4et   'Pcciu%eA 

INC. 

6108   SANTA   MONICA    BLVD. 
HOLLYWOOD  38,   CALIFORNIA 
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MOTION 


PICTURES 


.  for 


Proudly  Serving 

The  Industrial   Leaders 

of  the  Nation 


American- Radiator 

&  Standard  Sanitary  Corp. 

American  Telephone 
&  Telegraph  Co. 

American  Tobacco  Company 

Andrew  Jergens  Company 

Broun  &  Williamson 
Tobacco  Corporation 

Burlington  Mills  Corp. 

Church  World  Service 

Colgate-Palmolive  Company 

Cudahy  Packing  Company 

Gulf  Oil  Corporation 

P.  H.  Hanes  Knitting  Co. 

Hoffman  Beverage  Co. 

Lever  Bros.  Company 

Liggett  &  ^fyers  Tobacco  Co. 

Manchester  Oil  Ref.  Ltd.,  England 

Nash-Kelvinator  Corporation 

Pabst  Brewing  Company 

Phillips  Petroleum  Company 

Procter  &  Gamble  Company 

Protestant  Radio  Commission 

Remington  Rand.  Inc. 

R.  J.  Reynolds  Tobacco  Co. 

F  &  M  Schaefer  Brewing  Co. 

Sterling  Drug,  Inc. 

United  Coffee  Growers  of  Brazil 

United  States  Air  Force 

United  States  Army 

United  States  Brewers 
Foundation.  Inc. 

United  States 

Department  of  State 

Wallerstein  Company.  Inc. 


#  J^ 


NEW  E-X-P-A-N-D-E-D  FACILITIES      "^oniu  scei^e 


rentals 


iAll  the  finest  ond  latest  Cameras 
MITCHELL-   16,  NC,  BNC 
ARRIFLEX-16  8.  35,   Blimp 
AURICON  -100,  200,  400,   1200 
EYEMO     CINE    SPECIAL,    FILMO  -  MOVIOLAS  -  SYNCHRONIZERS 
HOT    SPLICERS -SOUND    READERS  -  DOLLIES  -  PEARLESS  -  MIKE 
BOOMS -LIGHTING  EQUIPMENT  -  ZOOM  LENSES -GRIP  EQUIP- 
MENT -  PROJECTORS  -  SYNC    PROJECTORS  -  RECORDERS  -  SYNC 

RECORDERS  ^      . .,, 

WRITE    FOR    COMPLETE    RENTAL    PRICE    LIST 


■  I  New  and  Used 

^«%l^^^        I      ARRIFLEX-16  &  35mm  Cameras 
^m^AV  AURICON -Cinevoice,  Super   1200,  400  &  600 

^^^^■^^^^        '      foot  Conversions 

BELL  &  HOWELL -Eyemos-Fllmo- Projectors 
BALTAR,    ANIMAR,    NOMINAR,    EKTAR,    ZOOM    LENSES 
MOVIOLAS   -   HFC    SYNCHRONIZERS   -   BARDWELL  -  McALISTER 
LIGHTING   EQUIPMENT -EDITING   EQUIPMENT  &  SUPPLIES 
WRITE    FOR    COMPLETE   CATALOG 


Our  Newly  equipped  MACHINE  SHOP 
for  all  Camera  Mainlenace  and  Re- 
pair offers  fhese  exclusive  F&B  SERV- 
ICES: 

Custom  building  &  designing  of  equip- 
ment 
Lens  mounting  —  Calibrating 
Experienced  Technical  personnel  who  undersfond   your   problems 


service 


NEW  STREET  LEVEL 
LOCATION  in  the  heart 
of  the  TIMES  SQUARE 

area.  Rental  equipment 
delivered  to  you  at  the 
curb.    Drive   up   and    load    up.    Near   all   Trains,    Hotels,    Theotres,    Etc. 


convenience 


credit 


charge  Accounts  Invited. 

New   Extended  Time   Payment  Facilities   for 

Purchases. 

From  90  Days  to  3  Years  to  Pay. 


products 


Exclusive  F&B  PRODUCTS 

PRO-CINE    TRIPOD  -  The    MOST 

IMPROVED    tripod    in    the    medium 

weight  class. 

NOMINAR  1"  fO.95  LENS  The 
fastest  cine  lens  in  the  world.  16mm  SPLIT  REELS  -  Now  rewind,  edit, 
proiect.  Etc.,  with  the  film  on  CORES.  600  FOOT  CINEVOICE  CON- 
VERSION —  The  first  flutter-free  Cinevoice  Conversion.  LEG-LOK 
TRIANGLES  -  Lock  your  tripod  legs  firmly  and  securely.  GATOR-GRIP 
LITES  -  A  perfect  light  for  locations  .  .  .  With  BARNDOORS.  CAMERA 
SLATES  with  CLAPSTICKS  -  Easily  erased  -  durable  finish.  KELLY 
CINE  CALCULATOR  -  A  sliderule  calculator  for  cameramen.  QUAD- 
LITES,  BAR  LITES,  INKY-DINKIES,  NEWSLITES,  CONELIGHTS, 
FLANGES,    REELS,    CANS,    FIBRE    CASES,    CLIPBOARDS    GLOVES. 


USED  EQUIPMENT  URGENTLY  NEEDED 
HIGHEST    CASH    PRICES    PAID 


FLORMAN  &  BABB 

68  West  45lh  Street,  New  York  19,  N.  Y. 

Phone:  Murray  Hill  2-2928 

Cable  Address -FLORBABB,  N.Y. 


Monthly  Film  Series  on  U.S. 
Aimed  at  World's  TV  Stations 

-♦<  Id  liriii^  mil  [inlilii  all\  iiri\ipii> 
iifighbors  a  whiilesonip  iniprcssion 
of  this  nation,   a   nioiilhU    series  of 

documentar\      lion     |iiitures     on 

various  aspects  of  life  in  llie  I  niled 
Stales  will  be  distriluited  to  tele- 
vision stations  around  the  world  h) 
the  L'.S.  Information  Agency. 

Filmed  especially  for  television. 
ihe  new  program  will  be  made  avail- 
able in  English  and  foreign  lan- 
guages. The  series  is  scheduled  to 
begin  in  January.  19.56.  according 
to  Abbott  Washburn,  acting  direc- 
tor of  the  agency. 

"Living  Picture  of  the  U.S." 
"The  purpose  of  this  new  pro- 
gram," Washburn  said,  "is  to  pre- 
sent a  living  picture  of  the  Lnited 
States,  its  people  and  its  customs, 
together  with  a  description  of  our 
policies  —  both  national  and  inter- 
national—  as  part  of  the  world 
scene.  Television  abroad  is  expand- 
ing at  a  fast  pace.  More  than  11)11 
stations  overseas  are  now  telecast- 
ing and  we  estimate  a  potential 
foreign  tv  audience  of  411  million  b\ 
the  end  of  19.56.'" 

Titled  Report  jrom  .4merica.  the 
.'^O-minute  program  is  being  pro- 
duced b\  the  Information  .Agenc) 
ill  cooperation  with  the  British 
Broadcasting  Corporation.  It  will  be 
filmed  li\  the  National  Broadcast- 
ing Company.  The  Knglish-language 
version  will  be  narrated  by  Joseph 
Harsch.  NBC  conunentator.  Foreign 
language  versions  will  be  voiced  b) 
other  well-known  coimnentators. 

First  Program  "Rood  &  Traffic" 
The  first  program  of  the  series  is 
on  the  subject  Roadf  uiid  Traffic.  The 
second  |)rograin  will  show  the  ac- 
tivities of  a  country  newspaper  edi- 
tor and  life  in  a  small  I  .S.  town. 
Other  programs  planned  will  cover 
student  life  at  a  state  university: 
agriculture  and  the  family-operated 
farm:  smog  and  smoke  abatement 
campaigns  and  results:  teen-agers 
and  their  activities:  suburban  living, 
including  home  building. 

Also  portrayed  will  be  procedures 
at  presidential  nominating  conven- 
tions, the  oil  and  cattle  industries 
in  the  Southwest:  progress  of  de- 
segregation: rivers,  water-power  and 
conservation  in  the  Northwest:  life 
in  representative  large  and  middle, 
size  cities,  and  the  .American  Indian 
today . 
j  Distribution  Via   USIS  Offices 

!  Distribution  i>f  the  new    program 

series  will  be  handled  through  the 
200  posts  of  the  Information  \genc\ 

,     overseas.  Conteiiiplaled  foreign  lan- 


guage \ersioli^  include  freiich.  (  hm 
man.  Italian.  Spanish.  PortugU' - 
Arabic  and  Japanese.  '„ 

"Assignment  Children"  Kaye 
Film  for  UN  Released  in   16mm 

♦  .issijinnu'nl  Cliitilreii.  a  docuiinn 
tar\  film  account  of  Damn  Kavi  ■ 
40.00;)-mile  tour  on  behalf  of  lli. 
I  nited  Nations  Children's  Fund  l.i-i 
Near,  will  be  released  to  schocil-. 
churches,  clubs  and  other  com 
imiiiil)  organizations  through  .■\--n 
cialion  Films. 

The  2()-minute  color  film  preseiii> 
Ka\e  as  he  brings  smiles  to  under- 
nourished children  of  the  Far  Fast. 
In  addition  to  his  fun.  the  chil- 
dren and  their  parents  learn  from 
LMCFF  lecturers  how  to  avoi.! 
disease  and  receive  inoculatimi- 
against  yaws,  tuberculosis  and  in.i 
laria. 

The  film  demonstrates  the  work 
of  I  NK^EF  in  improving  health, 
welfare  and  living  standards  of 
needy  children  in  the  worlds  ini 
developed  areas.  .4ssi^iimenl  (.liil 
ilren  is  available  on  a  rental  basis  "I 
S.5  per  day  and  ma\  be  ordiMnl 
from  Association  Films'  regional  i  \ 
changes  in  Ridgefield.  N.J.  and 
other  cities. 

Victor  Animatograph  Appoints 
F.  P.  Horton  Purchasing  Agent 

♦  Fred  I'.  Hoitoi,  lui-  I,, -en  ,i|. 
pointed  purchasing  agent  of  tli' 
Victor  .Animatograph  Corporation 
Da\enport.  Iowa. 

The  appointment  is  one  of  thi 
steps  taken  by  the  corporation  ii 
line  with  expanding  facilities  aii' 
service.  Horton  has  been  cmploMi 
in  the  Victor  Accounting  Depuil 
ment  since  19.54.  He  will  be  lo(  :il' ■ 
at  the  home  office  in  Davenport. 

SOUND  RECORDING 

at  a  reasonable  cost 

High    fidelity     16    or    35.     Qualit- 

guaranteed.    Complete  studio  am 

laboratory  services.    Color  printiti< 

and  lacquer  eoating. 

ESCAR 

MOTION  PICTURE  SEIVICE, 

73 1 5  Carnegie  Ave., 
Cleveland   3,  Ohio 
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This  Little  Pig  Means 

Wore    P4b 


lore 

Scours,  an  infectious  disease  of  young  pigs  and  calves,  once  was  a 
serious  menace  to  any  livestock  raiser  whose  herd  became  infected. 

Today,  with  such  effective  antibiotics  as  Terramycin*,  a  product  of 
Chas.  Pfizer  &  Co.,  Inc.,  quick  relief  from  the  disease  is 
immediately  available. 

Farmers  all  over  the  country  are  learning  r/iore  about  keeping  their 
livestock  healthy  and  productive  through  a  new  color  film. 
Victory  Over  Scours,  produced  for  the  Chas.  Pfizer  Company  by 
Campus  Film  Productions,  Inc. 

Creating  and  producing  AGRICULTURAL  films  with  professional  skill 
and  economy  are  but  one  part  of  the  many  services  we  perform  for 
business  and  industry. 

May  we  arrange  to  show  you  this  enjoyable  and 
informative  film.-*  Screening  time  is  just  13' 2  minutes. 


Campus  Film  Productions,  Inc. 

14    East     53rd     Street        •        New     York    22.    N.   Y.        •        PLaza    3-3280 
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^JN  CANADA! 

RAPID  GRIP  and 


RIGHT  OFF  THE  REEL: 


LIMITED 

FILM  PRODUCERS 


MOTION     PICTURE     DIVISION 
1640    the     QUEENSWAY 

TORONTO     14,     ONTARIO 


I    (     (1   \    T   I   N    1     K   l>        K   I!   (1    \l 


I'   \  G  K      SIX 


What  Business  Film  Industry  Needs:  More 
and  Better  Sales-Contact  Men  in  the  Field 

Wanted:  Fihit  salesman — conlml  man  aiiniinl 
executive  for  itro^ressive  fast-iiniit  iii^  film  intn- 

pany. 

e        »        * 

•1^  That  is  the  situation  lo<la\  in  almost  r\fi\ 
jiood  film  produc'tiun  c(jm[jan\  in  the  eoutilr\. 
Business  is  expanfling.  prospei-ts  are  good.  Iml 
ahnost  without  exception  the  fihn  jjroduetion  in- 
dustry feels  the  shortage  of  eapahle  men  to  repre- 
sent it  in  the  vital  business  of  client  contact. 

Why  should  this  be  so?  Film  production  is  a 
prosperous  business  with  a  solid  future,  the  re- 
wards for  good  men  are  excellent  and  the  in- 
dustry is  on  a  more  stable  footing  than  it  has 
been  in  years.  Much  more  stable,  it  might  be 
said,  than  many  of  the  opulent  advertising 
"shops'"  on  Madison  Avenue,  which  annually  take 
their  pick  of  hundreds  of  top-notch  college  gradu- 
ates who  are  happv  to  start  out  as  little  more  than 
office  bovs  in  apprenticing  themselves  to  the 
glamourous  ad  business. 

Right  now.  in  New  \ork.  alone,  there  are  a 
good  dozen  producers  who  would  welcome  men 
serious  in  making  salesmanship  in  the  film  in- 
dustry a  career. 

One  producer,  with  a  dozen  or  more  skilled 
technicians  on  his  permanent  staff,  and  excellent 


a('<'ounting  people,  has  a  good  long  range  ci)i. 
portunitv  f<jr  a  client  contact  man.  and  the  joli 
goes  begging. 

It  doesnt  call  for  (IooiIhII  ringing,  it  rails 
mainh  for  help  in  properh  representing  the  pro- 
ducer with  ctirrent  <-lients.  And  wh\  isn't  the  ioli 
snapped  up'/ 

Let  Mr.  Producer  tell  it  —  "The  good  men  I 
talk  to  all  feel  hesitant  because  they  don't  know 
an\ thing  about  the  film  business,  don't  under- 
stand it. 

■■'1  he\  seem  to  feel  that  to  make  a  success  of  it 
lhe\  should  know  all  about  ilirecting.  eann  rj 
work,  editing,  and  that  sort  of  thing. 

"Actualh.  nothing  could  be  further  frojo  tin 
truth.  Vs  we  all  know,  one  of  the  best  film  sales- 
men in  New  \  ork  doesn  t  know  one  end  of  a 
camera  from  another.  He's  a  success  because  he 
doesn't  talk  film-talk,  he  talks  business-talk  —  the 
client's  business. 

"That  s  the  sort  of  man  1  wish  I  could  find.  I 
emphn.  and  interview  literally  hundreds  of  em- 
br\o  Robert  Flaherty's  and  John  Fords,  but  I 
almost  never  find  a  man  w  ho  can  talk  to  a  client. 
understand  his  problems,  and  help  him  solve 
them. 

"To  tell  \ou  the  truth,  what  1  reallv  want  is  a 
man  who  will  represent  the  client  here,  fight  all 
the  technical  people  in  the  place  to  make  sure  the 
client  gets  his  money's  worth  and  a  good  solu- 
tion to  his  business  problem. 

"That  s  what  1  want,  and  if  \ou  know  of  -ii' I 
a  man  —  send  him  to  me  —  quick. 


e: 


SELLING  IS  MENTAL  guarantees 
to  take  a  salesman  beyond  his 
present  point  of  effectiveness! 


Kling  Sales  Tminin^Slidefilm  Series 


SEeley    8-41 81 


Unique,  timely,  unlike  other  slidefllms  on 
sales  training!  Kling's  big  package  is  an 
entire  21 -week  sales  training  program. 
Consists  of  seven  sound  slidefllms  in  rich 
color  photography,  on  the  HOWS  of  sell- 
ing; the  strategies,  tactics,  procedures  used 
by  America's  top-flight  salesmen.  And,  you 
get  written  material  to  help  the  sales  execu- 
tive in  meetings. 


Results  are  immediate  and  tang- 
ible in  terms  of  commission  checks 
and  company  profits.  Do  your 
salesman  a  real  favor.  Write, 
wire  or  phone  today  for  further 
information.  Or,  arrange  for  a 
private  screening  in  your  own 
office.  Without  obligation,  of 
course. 


1058    W.    Washington 
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Producers  of  quality 
industrial  films  and 
commercials  for  television. 
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^ALES  •  SERVICE  •  RENTALS 


THE     WORLD'S    MOST     COMPLETE     ASSORTMENT 
OF     PHOTOGRAPHIC     EQUIPMENT     FOR 

T 1/  twiL  Mefon/  Plcto  StoiiW' 


MICROPHONE    BOOMS 

FOR  ALL   PURPOSES 
SMALL,  MEDIUM,  LARGE 


M-R  Microphone  Boom 
with  Perambulator.  Quief 
in   operation. 

Lightweiphf  model  Booms 
—  Mode!  C-12  and  C-17 
and  Century  Portable 
Mike  Boom.  Beautifully 
engineered  for  TV  and 
motion    pictures. 


MOVIOLA    FILM 
EDITING    EQUIPMENT 


Robot  Automatic  Splicer 

No  heat  required.  Assures  exception- 
ally strong  positive  splice.  Simple  op- 
erotion.     Portable. 


AURICON 

CAMERAS 

Illustrated:  Cinevoice  with  3- 
lens  turret,  Zoom  Finder  and 
400  ft.   magazine. 


PRECISION 
SOUND   READER 

116-35    COMBINATION) 

Simple  thf coding.  Polished  Stabiliier 
drum  with  needle  beorings.  Surface 
connot  damage  film.  Precision  ground 
shofts.  Dimensions — 6  x  6  x  7'/;. 
AMPLIFIERi  117  volt,  60  cvcle,  AC. 
Power  ouloul  A  wotls.  Heavy  duty 
Atnico    V.    Speoker,    Sofefy    fosed. 


LIGHTWEIGHT  ALUMINUM  SHOULDER  BRACES 

.  .  .  for  16mm  and  35mm 
cameras.  Sturdy,  yet  light 
enough  not  to  tire  user. 
Easy  panning  and  tilting. 
For  all  hand-heid  cameras. 


CHANGING  BAG 

—  a  portable  darkroom.  Large 
enough  to  take  1000  ft.  35mm 
magazines.  Double  zipper.  Com- 
pletely   light-proof. 


*9.5mm  Lenses  in  16mm  C  mount.  18.5mm  (extreme  wide  angle-flat 
fleld)  Lenses  available  in  mounts  for  all  35mm  Motion  Picture  Cameras. 
'PHOTO  RESEARCH  Color  Temperature  Meters.  'Electric  Footage  Timers. 
'Neumade  and  Hollywood  Film  Company  cutting  room  equipment.  *Gris- 
wold  &  B.&H.  Hot  Splicers.  'DOLLIES  'Bardwell-McAlllster,  Mole  Rich- 
ardson, Century  and  Colortran  Lighting  Equipment.  Complete  line  of 
16mm  and  35mm  Cameras. 


FRANK  C.  ZUCKER 


(TflmeRfl  €ouipnienT  (^. 

^— '      1600  BROflDUURy    \  n€UJ  yORK  CITy      ^^-^ 


riuoresce/jf  Scrven 


Synchronous  Drive,  Cyclii 
I  Triggering  Mechonis 


A   Column   of  Production   Notes 
&    Vieupoints   for    the    Sponsor 

\Vc  proiKlly  announce-  an  uniorgetlable  character. 
"YUKON  JAKE",  who  has  been  brought  to 
ScRFi  x-LiFt:  in  TV  Commkrciai.s  lor  The  Quaker 
()\i>  CloMPAN\.  b\'  ()r(;am/_amon  Teamwork. 
Working  VISIULLY  Ironi  an  ORIGINAL  IDEA 
bv  WIrtiv,  Uaker  .t  I  ikkii  (Quaker's  .\geniy)  our 
ORCiAM/A  I  lO.N  irea[i\e  team  and  the  Ageniv 
team  prockitecl  the  beloved  "\UKON  J.\KE" 
spot.  A  test  premier  TV  showing  residted  in  un- 
precedented viewer  atceptance.  It  was  literally 
••acclaimed"  for  ORICINALITV.  ENTERTAIN- 
MENT, and  above  all,  roi'-,SELL  in  one  minute 
of  QUAKER  I'RCJDl'CIS. 

Harry  R.  While,  Executive  Secretary,  New  York 
Salts  F.\e(Uli\(-\  C!lul)  .  .  .  Staits  .  .  .  Real  Fore- 
sight ,  .  .  Etttertiiinhig,  yet  paths  GREAT  SELL. 
Blends    tilth   the   show  and   makes    you   waul    to 
hity. 
This  same   ORG.4NIZATION   TEA.MWORK. 
skilled    in    varied    types    of    VISUAL    PRODUC- 
TIONS is  also  engaged  in  writing  and  producing 
h2    Eastman    Color-TV    film    shows.      "Sergeant 
Preston  of  the  Y'ikon'.  into  which  the  •'Ylkon 
Jake'^  spots  are  to  be  integrated. 
\V'hen   watching  this  show    on   CKS  T\'   Network. 
NoiicE  the  ijroniotional-\  icAver  lie-in  T\'  Spots  and 
the   spots  presenting  SERGE.XNT   PRESTON 
making  healthful  suggestions  to  the  audience  In- 
DiREcTiA-  in  Quaker's  Interest. 
+  +  + 
Our  lop-budget  business  film 
.untied     I  HE  TRAFFIC  DE- 
l>\R  I  MENT    STORY"    just 
delj\ered    to    the    New    ^'ork 
I  ELEPHONE  Company  chal- 
lenged   the    skills   of    our 
ORCiANIZATION    on    both 
(oasts.    In   the  East,   weeks  of 
painstaking  work  under  Tele- 
phone Omipany  supervision  was  .Ktoinplished  in 
the  various  Telephone  Company  buildings.  On  the 
West  coast,  our  studio  facilities  were  utili/ed   lor 
dramatic  facets  of  the  production. 

+  +  + 
On  Christmas  Day  TV  viewers  all  over  the  nation 
saw  our  dramati/ation  ol  the  stor\  of  the  birth  of 
Christ.  "No  Room  at  the  Inn  ".  Haseil  on  Fllton 
OiRsi.ERs  'Greatest  Siorv  Ever  loin"  which  is 
soon  to  be  prodiued  in  C;iNE.\I.\.SC;OPE  by  Darryl 
Zanuck  and  I  wenticth-Clentury  Fox.  the  TV  pre- 
sensation  produied  for  Goodyear  lire  .>l:  Rubber 
Co..  Kudner  .\gency  and  C;aithings-Deiiker  Corp. 
was  a  MUST  lor  Cjirisimas  IA"  \"iE\\iN(i. 
These  arc  varied  evaniples  ol  line  work  made  ]>os- 
sible  onlv  bv  the  (onibined  creative  and  production 
effort  of  established  ORGAMZA  LION  lEAMS. 
11 
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invite   your    inquiry. 


C^^war/ci^    Cl^.   <Z5« 


r. 


In  New  York: 
Circle  i-691S-« 


'iinner 

a 

roditctions 

In   Hollywood: 
Hollywood   3-6SSS 


Right:  Principles 

of  commercial  X-ray 

motion  picture  setup. 


XRoy  Tube 


X-RAY: 

Has  Hkw  PutKiitiiil 
for  IHg  ScrGRH 


Si'ONSORS  AND  PRODUCERS  searching  for  ways 
to  "visualize  the  invisible"  should  welcome, 
together  with  medical  researchers,  the  news 
that  a  camera  unit  for  taking  x-ra\  motion  pic- 
tures made  its  professional  debut  in  December 
before  some  2.0f)0  radiologists  in  Chicago  attend- 
ing the  41st  annual  convention  of  the  Radiologi- 
cal Society  of  North  America. 

The  new  eoiiimercially-produeed  apparatus  for 
making  x-ray  movies — which  are  known  tech- 
nically as  cinefluorography — was  developed  and 
designed  by  Dr.  James  S.  Watson,  radiologist, 
and  Sydney  A.  Weinberg,  associate  in  radiology, 
of  the  University  of  Rochester  Medical  Center. 
The  General  Electric  Co.  \-ra\  Department,  of 
Milwaukee.  Wis.,  will  manufacture  the  x-ray 
camera  apparatus  conmiercialK. 

X-ray  Action  a  Goal  Long  Sought 

Transiluminating  hidden  movements,  exposing 
the  inner  workings  of  physical  interiors,  long  has 
been  a  problem  for  medical  and  motion  picture 
technicians.  Merging  motion  picture  machinery 
with  x-ray  equipment  to  facilitate  visual  probing 
of  action  »ilhin  invisible  depths  was  logical  but 
difficult. 

The  earliest  known  success  in  this  field  was  a 
German-made  x-ray  motion  picture  reported  b\' 
Bt_isilvEss  Screen  in  19,39.  Until  now.  there  have 
been  only  a  few  hand-built  x-ray  motion  picture 
cameras  in  the  United  States.  The  availabilitv  of 
the  new  G.E.  equipment  is  expected  to  greatly 
extend  the  clinical  and  research  use  of  the  tech- 
nique. 

Similar  Device  in  a  Cleveland  Hospital 

A  device  embodying  many  of  the  features  of 
the  new  apparatus  has  been  in  use  for  some  time 
by  Dr.  George  Wright,  director  of  medical  re- 
search at  St.  Luke's  Hospital.  Cleveland.  Ohio. 
This  mechanism  employs  a  35mm  camera  and 
was  contributed  by  Republic  Steel  Corporation 
for  Dr.  Wright's  use  in  his  clinic. 

With  the  x-ray  motion  picture  technique — 
researchers  have  found  a  more  exact  means  of 
diagnosing  the  condition  of  patent  ductus  arterio- 
sus, one  of  the  congenital  heart  diseases,  \-ray 
movies  have  proven  valuable  in  studying  the 
mechanism  of  speech,  digesti\e  functions,  renal 
circulation,  bladder  and  urethral  function.  The 
mystery  of  snake  locomotion  has  been  visualK 
explained  by  x-ra\. 

First  radiologist  to  use  the  new  commercial- 
type  equipment  will  be  T.  B.  Childs.  M.I).,  of 
Allegheny  (;eneral  Hospital.  Pillsburgh.  Pa.,  who 
states: 

'"  I  hi- c  ardiupiilruojiarv  laboratory  and  thoracic 


surgeons,  as  well  as  radiologists,  realize  the  neces- 
sit\  of  more  definitive  diagnosis  in  many  cases 
and  feel  that  with  cinelluorographic  equipment 
this  can  be  obtained.  " 

These  Study  Areas  Have  Been  Explored 
\  ital  studies  in  \\hich  the  I  ni\ersit\   of  Roch- 
ester   cinelluorographic    equipment    has    been    a 
valuable  aid   include  the  following: 

The  mechanism  of  speech,  in  ci>llaboration 
with  Columbia  Iniversity  Department  of  Lii 
guistic  Research,  supported  by  the  Wen  tier- 
Grenn  Fouiulation:  esophageal  speech,  in  collab- 
oration with  the  Gordon  D.  Hoople  Hearing  and 
Speech  Center.  Syracuse  Iniversity:  swallowing 
mechanism  and  digestive  function  in  sheep,  in 
conjunction  with  Dr,  R,  W.  Dougherty.  .New 
\ork  State  Veterinary  College,  Cornell  Univer- 
fCONCLUDED      O.N      I'AGE      FIFTY -TWO) 


C  E  0.  W,  C  0  L  B  U  R  N    LABORATORY   INC. 

16  4     N  0  ft  T  H     W  AC  K  [  R     DPIV£»CMICAGO    6 
7  EL  E  PHO  N  e     STATE     2-7316 


IBmin 
SERVICES 
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spells  TEAMWORK 


When  a  major  baseball  club  starts  a  game  it  doesn't  ■choose  up  sides"  and  play 
with  a  "pickup-scrub"  team  thrown  together  for  one  game.  Instead,  it  fields  a  team 
of  highly  specialized  experts  working  in  skillful  coordination  ^vith  each  other  to 
execute  winning  residts. 

<J lie  \ — 'hcirlcs  Cly.  J^ui$jncr  f-^rodiictions  works  with  such  an 
ORCjAXIZATION.  It.  too.  is  comprised  of  long-experienced  specialists  with  out- 
standing records  in   ihe  entertainment  and  commercial  producing  fiekls. 

These  specialized  creators  and  craftsmen— our  () RCj AXIZATIOX— work  together 
as  a  team  to  PRODUCE  QUALITY  at  FAIR  COST. 

Oin^  ORGANIZATION  has  just  completed  a  compelling  40-minute  color  film  for 
THE  NEW  YORK  TELEPHONE  COMPANY,  an  employee  relations  motion 
picture  with  a  generous  admixture  of  entertainment.  Only  a  skillfid  ORGANIZA- 
TION, put  together  like  a  mosaic  and  functioning  like  a  tine  \\atch.  coidd  have 
accomplished  this  intricate  prorluction  job  in  the  time  alloted  and  for  the  money 
appropriated. 

We  do  not  "choose  up  sides"  and  field  a  "scrub"  team  when  we  create  a  particular 
visual  job  for  you.  We  use,  instead,  our  well  established  ORGANIZATION  of 
which,  modestly,  of  course,  we  are  proud. 

♦  ♦  ♦      This  is  a  )}iost  nuportant  part  (>l     THE  +  FACTOR      reflected 

in  oil)  work  for  many  discriminating  clients.     ♦  ♦  ♦ 


[jns  cHiazLEi  cl.  c^kinnsn.  LPzoduaiton^ 


General  Offices  and  Studios  Rental  Studio  Facilities  1600  Broadway 

6226  Yucca  (at  Argyle)  New  York  .  Detroit  Suite  312,  New  York,  N.  Y, 

Hollywood  28,  Calif. .  HO.  2-6555  Miami  Circle  6-6915-6 

+    +    +    +    +    +    +    +    +    +    +    +    +    +    +    +    +    +    +    +    +    +    +    +    +    +    -f    +    +    +    +    +    +    +    +    +    -f    +    + 

As  an  adjunct  to  our  complete  Production  Facilities,  Nation-Wide,  we  operate  our  own  PRODUCTION 
STUDIO,  SCRIPT  AND  EDITORIAL  DEPARTMENTS  IN   HOLLYWOOD,  CALIFORNIA... 

Diversified  Visual  Productions 

•  TV    DRAMATIC    PROGRAMS  •  TV    COMMERCIALS    AND    SPOTS 

•  THEATRICAL   SUBJECTS       •  BUSINESS,   INDUSTRIAL   AND   COMMERCIAL   FILMS       ^"^  +  FACTOR 

T.  M.  Reg. 


•tUMBER8-VOLUME16-1955  27 


lik. 


^  • 


Mitchell  Camera  Films  full  color  panoramic  views  of  Roman    SolcJier    sequence    from   the   Bob   Jones    University   Film,   "Wine   of  Morning." 

UNIVERSITY  MAKES  FEATURE  FILM 


University  Film  Production  Unit 

Shoots  Full-Length  Motion  Picture  on  Campus 

In  Greenville.  South  Carolina,  Bob  Jones  University  is  demonstrating 
a  remarkable  new  trend  in  campus-produced  filins.  This  institution  has 
not  only  reduced  filming  costs,  but  has  created  professional  theatre- 
quality  films,  like  the  full-length,  feature  "Wine  of  Morning,"  to  equal 
Hollywood's  best  efforts. 

These  remarkable  changes  have  been  accomplished  through  the  ap- 
plication of  motion  picture  set  techniques  and  the  adoption  of  profes- 
sional equipment  used  by  major  motion  picture  studios.  The  leading 
example  of  this  development  is  seen  in  the  increased  use  of  the  Mitchell 
16mm  Professional  Camera,  whose  service-free  operation  and  broad 
range  of  use  has  materially  cut  the  costs  of  campus  film  production. 
Representative  of  film  departments  owning  Mitchell  Cameras  are:  Bob 
Jones  University,  Georgia  Institute  of  Technology,  Moody  Institute  of 
Science,  and  the  Universities  of  California. .  Mississippi ..  Southern 
California ...  and  Washington. 

Complete  information  on  Mitchell  Cameras  is  available  upon  request 
on  vour  letterhead. 


I 


Camera  instructions  ore  given  by  Mrs.   Kotherine  Stenholm, 
Director  of  the  Bob  Jones  University's  film  unit. 


*85  %  of  the  professional  motion  pictures  shown  throughout  the  world  are  filmed  with  a  Mitchell  Camera. 


CORPORATION 

666    WEST    HARVARD    STREET 
GLEN  DALE    4.  CALIFORNIA 

Cable  Address:  ■■MITCAfVICO" 


On  the  set  of  Pilate's  Judgment  Hall 
the  Mitchell  Camera  focuses  on  set  de- 
tails creoted   by  students. 


University  cameraman  uses  stondord 
Hollywood  studio  16mm  Mitchell  Comero 
for  interior  scene. 


What^s  Nei/v  in  Business  Pictures 


New  U.  S.  Steel  Film  on 
Suspension   Bridge   Building 

♦  How  great  sus])Ciisi()n  bridges  are 
(iiade  is  \  isualized  in  a  docunientar\ 
film  sponsored  by  American  Bridge 
Ui\  ision  of  I  iiited  States  Steel  Cor- 
poration. 

Newly  released.  The  Susjiensioii 
Bridge  observes  the  construction  of 
two  mighty  bridges,  the  Paseo 
Bridge  which  spans  the  Missouri 
River  at  Kansas  City  and  the  Dela- 
ware Memorial  Bridge  which  reaches 
over  the  Delaware  Kiver  at  \\  ilming- 
ton.  This  color  stor\  oi  steel,  brains 
and  bravery,  of  the  skill  of  men 
who  work  on  narrow  beams  hun- 
dreds of  feet  in  the  air  turning  blue- 
prints into  graceful  roads  across 
wide  rivers,  strives  to  build  a  bridge 
between  the  sponsor  and  the  public. 

Interest  in  the  Mackinac  Bridge, 
now  under  construction  at  the 
Straights  of  Mackinac,  makes  the 
motion  picture  timely,  inasmuch  as 
the  Mackinac  Bridge  is  similar  in 
construction  to  those  explained  in 
the  film. 

The  Suspension  Bridge  is  avail- 
able on  free  loan  to  schools, 
churches,  clubs  and  other  organiza- 
tions. It  mav  be  obtained  by  \\riting 
the  Film  Distribution  Center.  I  nited 
States  Steel  Corporation.  21)!!  South 
LaSalle  St..  Chicago  00.  III. 

Canadian  Film  Tells  Story  of 
River's  Job  in  AAaking  Aluminum 

*  The  story  of  one  of  Canada  s 
greatest  engineering  developments 
—  the  harnessing  of  the  Saguenay 
River  for  aluminum  production  — 
will  be  shown  to  American  audi- 
ences when  a  new  Canadian  spon- 
sored motion  picture  is  beamed 
through  the  United  States  on  tele- 
vision. 

A  River  Creates  an  Industry  — 
The  Saguenay,  sponsored  by  Alumi- 
num Limited  especially  for  tele- 
ivision  distribution  in  the  United 
fStates,  tells  of  a  river  that  can  pro- 
]duce  two  and  one-half  million  horse- 
Ipower  to  convert  raw  materials  into 
aluminum. 

The  picture  traces  the  history  of 
the  river  down  through  centuries. 
Explorers,  fur  trader,  missionaries, 
lumber  kings,  pulp  companies  and 
farmers  have  played  their  important 
part  in  its  past.  Today,  the  river's 
renown  is  carried  forward  because 
of  its  great  hydro-electric  potential. 

In  animation  and  actual  building 
scenes,  the  film  shows  how  this  po- 
tential has  been  harnessed  so  that 
the  Saguenav  now  is  capable  of  pro- 
ducing 2.(100.001)  pounds  of  alumi- 
num each  day.  The  12-minute  film 
was  produced  by  Crawley  Fibns. 


Aetna  Holds  Regional  Previews 
for  Winter  Driving  Safety  Film 

■♦t  A  nationwide  series  of  regional 
previews  is  being  held  for  a  new 
16mm  sound  film  on  winter  driving 
safety  produced  by  the  Aetna  Casu- 
alty and  Suretv  Company  in  co- 
operation with  the  Committee  on 
Winter  Driving  Hazards  of  the 
National  Safety  Council.  Entitled 
Don't  Skid  1  ourselj.  the  20-minute 
documentary  film  features  perform- 
ance tests  conducted  with  passenger 
cars  on  snow  and  ice. 

Betty  Skelton  of  Dodge,  world  s 
only  woman  test  driver,  plays  a 
major  role  in  the  Aetna  film.  She 
is  making  personal  appearances  at 
the  previews  being  conducted  dur- 
ing December  in  25  major  cities 
from  coast  to  coast. 

Don't  Skid  Yourself  covers  the 
annual  skid  tests  conducted  b\  the 
Vi  inter  Driving  Hazards  Committee 
in  cooperation  with  scores  of  auto- 
motive engineers,  safety  officials, 
and  research  and  test  experts  from 
all  parts  of  the  country. 

In  addition  to  reporting  the 
braking,  traction  and  cornering 
ability  of  passenger  cars  equipped 
with  various  types  of  tire  chains 
and  special  tread  tires,  the  film  illus- 
trates recommended  techniques  for 
driving  on  snow  and  ice  and  shows 
how  to  recover  from  a  skid. 

Don  t  Skid  Yourself  is  being  made 
a\ailable  to  tele\ision  stations  as 
well  as  for  other  showings,  and  may 
be  obtained  on  a  free  loan  basis 
from  the  Aetna  s  public  education 
department  at  Hartford.  C(jnn..  or 
through  the  companys  local  rep. 
#        «        * 

U.S.  Rubber  Company  Film 
Asks,  "What  Makes  a  Boy?" 

♦  ff  hat  Makes  a  Boy.  a  16mm  black 
and  white  sound  motion  picture 
based  on  quotations  from  Louis 
Redmond's  book  "What  I  Know- 
About  Boys.'  has  been  sponsored 
by  Lnited  States  Rubber  Company 
as  a  public  relations  attraction. 

The  new  film  depicts  in  nostalgic 
style  the  sometimes  bewildering  but 
lovable  nature  of  boys.  It  now  is 
being  offered  exclusively  to  tele- 
vision stations  as  a  public  service. 
-\fter  January  1.  1956.  it  will  be 
available  to  civic  clubs,  church 
groups,  women's  clubs  and  other 
adult  organizations  free  of  charge. 

W  hat  Makes  a  Boy?  can  be  bor- 
rowed by  writing  to  Public  Rela- 
tions Department.  L'nited  States 
Rubber  Co..  1230  Avenue  of  the 
Americas,  New  York  20.  N.Y..  or 
the  nearest  film  exchange  of  Mod- 
ern Talking  Picture  Service.  Inc. 
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When  Business  Research  Institute  surveyed  film  users... 


CONVENIENCE 
FOR      DEPENDABILITY 
PRINT  CONDITION 


I 


Modern  was  overwhelmingly  designated  ^H  st  choice 


Business  Research  Institute  conducted  a  factual  survey 
of  the  use  of  sponsored  films  by  U.S.  high  schools.  The 
respondents  indicated  an  overwhelming  preference  for 
Modern  as  a  source— becau.se  of  Modern's  record  of  good 
sei^vice,  convenience,  dependability,  and  the  fact  that  prints 
from  Modern  are  always  in  the  best  possible  condition. 

These  audiences  also  stated  emphatically  that  they  pre- 
ferred to  get  sponsored  films  from  a  distributor  instead  of 
direct  from  the  sponsoring  company. 

Their  preferences  are  more  significant  when  it  is  consid- 
ered that  U.S.  high  schools  use  more  sponsored  films  than 


*If  you  would  like  a  copy 
of  the  complete  32  page 
Business  Research  Insti- 
tute report,  "Study  of 
Sponsored  Film  Utiliza- 
tion In  United  States  High 
Schools,"  a  request  on 
your  letterhead  will  bring 
one  by  return  mail. 


any  other  group  of  audiences— actually  more  than  all  others 
combined— and  they  have  had  experience  with  all  major 
sources. 

Adult  audiences— in  clubs,  churches,  industry,  wherever 
such  groups  gather— receive  the  same  degree  of  excellent 
service  that  is  the  Modern  standard.  On  behalf  of  the  many 
sponsors  who  have  entrusted  us  with  their  film  programs, 
we  are  now  serving  over  75,000  audiences  of  this  type. 

Whether  your  film  program  is  aimed  at  schools,  general 
adult  audiences,  or  highly  specialized  groups,  you  should 
investigate  what  Modern  can  offer  you. 
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Trends  and  Forecast  for  '56 

The  Future  Holds  Bright  Promise  for  Sight   Sound  Media    in   an    Expanding    Economy 
But    Production    and    Ideas   Must    Keep    Pace  With  Creative  and  Technical  Advances 


THK  (;l!()\\  IN(;  AMEKICA.  a  land  of  surg- 
iii};  iniluslrial  progress,  of  mounting  popu- 
lation   totals,    of    inventive    ingenuitv    and 
bold  imagination,  is  turning  from  a  year  of  un- 
paralleled productivity   into  a  nev\'  period  which 
many  predict  will  continue  the  tempo  of    55. 

^  et  this  remains  a  period  of  paradox  where 
the  farm  surplus  continues  to  thwart  a  solid  na- 
tional prosperity;  where  dwindling  raw'  materials 
mav  materially  affect  capital  expansion  already 
In  the  blueprint  stage.  The  population  growth  is 
a  paradox  in  itself,  for  there  are  too  few  class- 
rooms and  fewer  competent  teachers  to  handle 
the  burgeoning  school  enrollments  which  have 
climbed  ^ince  the  war. 

Consumer   Demand    Unabated   Through   Holiday 

Sweeping  department  shelves  bare  through 
this  holiday  season,  shoppers  are  apparently  to 
account  for  new  retail  records;  warehouse  Hoors 
are  clearing  on  appliances,  clothing  (aided  by 
the  cold  w  ealher  I .  luxury  items  of  all  kinds  and 
foodstuffs.  .Americans  and  a  good  segment  of  the 
\X  eslern  Vi  orld  were  living  well  this  December. 
1955.  Motor  car  sales  slackened  somewhat,  par- 
ticularly in  the  midwest,  but  were  expected  to 
regain  seasonal  form  with  the  turn  of  the  vear 
and  heavy  promoiion  of  the  new  lines  through 
trade  showings. 

The  uneasy  peace  nonetheless  brought  the 
world  its  first  vear  in  many  without  actual  fight- 
ing: that  goal  remained  uppermost  in  the  minds 
of  the  Administration  as  it  announced  plans  for 
a  larger  defense  budget  in  '56.  Considerable  at- 
tention to  foreign  aid  was  expected  from  the 
Congress  but  it  was  clear  that  both  defense  as- 
sistance and  economic  aid  would  go  where  they 
were  most  needed.  Asia  loomed  larger  as  the 
ideological  battleground  between  East  and  West. 

A  Closer  Look  at  the  Producers'  Economy 

As  the  national  economv  goes — so  goes  the 
trend  of  business  film  production.  \^  hat  are  its 
implications  of  progress:  its  potential  for  growth 
in  1956'/  Foremost  of  all.  attention  should  be 
directed  to  technical  progress  of  the  current  year. 

Television  keeps  adding  to  the  roster  of  set 
owners;  predictions  call  for  more  than  7  million 
black  and  white  sets  and  at  least  250.000  color 
sets  to  be  marketed  in  1956.  Both  urban  and 
rural  viewers  were  increasing  by  the  thousand- 
fold. Television  was  clearly  advancing  into  the 
budget  areas  of  competitive  media,  particularly 
of  consumer  magazines. 
What    Kinds    of    Films    Does    Television    Need? 

The  cost  of  telev  ision  programs  has  been  meas- 
ured by  entertainer  salaries  and  lavish  settings 
in  addition  to  the  mounting  time  scales.  Will  tele- 
vision sponsors  move  to  the  inevitable  need  for 
more   re.mltjid  selling? 

How  about  manufacturer-sponsored  short  sub- 
jects on  home  decoration,  gardening,  furniture. 
cooking,  and  clothing  themes?  The  local  dealer 
is  willing  to  buy  television  time  but  now  also 
has  to  pav  the  cost  of  second-rate  soap  operas, 
syndicated    "entertainment"    and    the    clutter    of 


miscellans  which  has  little  or  nothing  to  do 
with  his  business.  The  local  commercial  might 
well  be  integrated  into  equally  interesting,  use- 
ful l.'5'o  and  27l2-niinute  short  subjects  that 
deal  with  home  planning,  better  nutrition,  good 
grooming  and  cultural  interests  that  need  not  be 
"high-hat"  to  be  extremely  palatable. 

Radio  has  shown  its  aptitude  for  similar  pro- 
gramming and  on  video  such  programs  as 
Today  and  W  eekduy  are  built  around  this  con- 
cept. In  fact,  the  expanding  use  of  sponsored 
films  as  sustaining  fare  serves  to  prove  the  value 
of  an  idea  that  today  lacks  planning  and  sponsor 
co-ordination.  This  is  the  familiar  ground  of 
manufacturer-dealer  cooperation  that  accounts 
for  a  large  part   of  newspaper  advertising. 

16mm    Equipment  Continues   to   Forge   Ahead 

While  the  "automatic"  self-threading  16nim 
sound  projector  is  as  yet  an  unfulfilled  dream 
of  many,  the  16mm  lines  of  many  leading  manu- 
facturers are  greatlv  improved  in  sound,  light- 
ness and  in  screen  brilliance.  Their  purchase 
by  all  kinds  of  group  users  in  school,  church, 
community  and  industrial  fields  maintained  a 
good    level    through    1955. 

Improved  methods  of  film  distribution  to 
these  widely-located  16mm  projector  owners 
meant  closer  integration  of  film  handling  facili- 
ties to  geographical  centers  of  population.  On 
the  premise  that  no  film  should  travel  farther 
than  over-night  transportation  via  normal  ground 
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conveyances,  the  location  of  film  libraries  in 
every  key  section  of  the  country  was  of  para- 
mount   importance    to    the   sponsor. 

These    Are    Progress    Goals    for    Producers 

While  quality  and  effective  handling  of  con- 
tent are  the  key  goals  of  every  sponsored  film; 
there  are  some  special  points  of  importance 
which  producers  should  consider  for  the  year 
ahead: 

( 1 1  Greater  speed  in  actual  production.  This 
Hr>uld  seem  to  be  the  awful  paradox  for  every 
company  striving  for  greater  qualitv  and  better 
films  but  it  is  essential  to  the  progress  of  the 
medium  that  faster  delivery  of  certain  kinds  of 
merchandising,  training  and  sales  promotion 
films  be  made  possible. 

I  2)  New  informational  techniques:  the  advent 
of  commercial  X-ray  camera  equipment  (seepage 
26  of  this  issue  I  illustrates  how  only  pictures 
can  illuminate  a  complex  subject.  The  depth  of 
cfforl  reflected  by  the  Monsanto  film  The  World 
That  :\alure  Forgot  (see  pages  38  and  39)  also 
shows  what  can  be  done.  The  intense  human 
interest  of  A  Place  to  Live  (page  33)  under- 
scores the  importance  of  the  entire  field  of 
geriatrics  as  Americans  live  longer  but  neces- 
■^arily  happier  lives. 
Pictures  That  Fail  to  Move — People  or  Products 

(ll  Too  man\  fihns  are  still-born.  Better  and 
more  intensive  promotion  of  worthwhile  pictures 
would  earn  huge  dividends  for  their  investors. 
The  intelligent  efforts  of  the  Ohio  Oil  public 
relations  department  helps  tell  this  story  on 
page  41. 

( 5 1  Why  not  more  realism  and  movement  in 
sponsored  motion  pictures?  Too  many  films 
could  have  been  slide-sequences.  The  motion 
picture  has  special  advantages  which  too  few- 
producers  bring  to  life.  The  medium  which  is 
man's  nearest  approach  to  life  itself  in  syn- 
thetic form,  remains  static  and  emphatically 
synthetic. 

The  list  of  goals  is  far-reaching  and  it  \s\\\ 
not  conflict  big  producers  vs.  small  companies. 
There  is  no  monopoly  on  ideas  anywhere  in  this 
specializing  field:  there  is.  however,  a  mandate 
for  the  largest  producers  to  devote  themselves 
to   self-examination    and   comparison. 

What    of   Closed    Circuit   Television    Potentials? 

Closed-ciriiiit  television  has  recently  demon- 
strated a  real  potential  for  business  and  indus- 
trial application.  The  nationwide  General  Electric 
I)rogram.  announcing  the  company's  new  Mazda 
lamp  development,  was  clearly  and  sharply  de- 
fined on  large  screens  in  hotel  ballrooms.  Color 
f^r  closed-circuit  is  literally  on  the  way  (see  the 
Sheraton  announcement  elsewhere  in  this  issue). 
Lift  Up  Your  Eyes  and  Your  Eye-Deos 

The  audience  viewing  sight  sound  media  is 
approaching  the  fondest  hopes  of  all  "who  have 
shared  the  vision"  of  the  factual  screen.  Through 
television,  the  theatres,  self-equipped  16mm 
groups  of  all  ages  and  sizes,  the  opportunity  of 
presenting  information  is.  to  say  the  least,  tre- 
mendous. 

It  requires  only  the  best  in  imagination  and 
the  soundest  thinking  of  a  field  that  is.  after 
all,  a  business  of  itself  to  achieve  the  two  goals 
which  everyone  seeks:  a  real  contribution  to 
those  whom  we  serve,  both  in  terms  of  viewers 
and  sponsors  and  a  sound  business  operation 
til   maintain  that   promise.  tt 
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Trade  PrGviews  Calverl  Decanter 

Calvert  Distillers  Company   Introduces  Holiday  Decanters  to  the  Trade 
in  a  Color  Motion  Picture  That  Scores  Immediate  Success  With  Dealers 


CM.VERT  Distillers  Coxirw^.  whose  Re- 
serve  «hiske\  is  iin,-  ol  ihe  iwo  largest 
selling  ill  (he  world,  and  «luise  Lord  Cal- 
\  ert  is  a  leader  among  the  higher  priced  hieiids. 
decided  this  \ear  to  package  its  products  in 
special  gift  decanters  for  the  holiday  seasons. 

After  holding  out  against  the  decanter  trend 
for  many  years.  Calvert  decided  that  1955  would 
he  the  year  to  take  the  step.  Reason:  Although 
special  holiday  packages  and  wraps  were  success- 
ful and  Calvert  1954  sales  were  the  best  ever, 
research  showed  that  in  the  last  15  days  of  De- 
cember   Calvert    sales    lacked    the    normal    pre- 


Looking  over  decanter  designs  above  are  Nat 
Ames,  Assoc.  Advertising  and  Sales  Promotion 
Manager  of  Calvert  Reserve  (left)  and  Jack 
Wachtel,    Merchandising    Manager,    all    brands. 

Christmas  upsurge,  while  competitors'  decanters 
\\ere  going  stronger  than  ever.  It  seemed  that 
dealers  were  pushing  decanters  to  clear  them  off 
the  shelves  while  Calvert's  regular  bottles  were 
selling  as  ^'regular  stock." 

Best  Decanters  Possible"  Was  the  Goal 
Having  made  the  decision.  Calvert  determined 
to  bring  out  the  best  decanters  possible  and  to 
push  them  heavily  in  the  important  November 
and  Deceml)er  buying  months.  I  Surveys  show 
lliat  the  average  distillers  sales  in  these  two 
months  account  for  .30'7  of  total  annual  sales, 
and  Calvert's  experience  is  probably  similar.  I 

Calvert's  field  merchandising  manager.  Jack 
\^  achtel,  was  chosen  to  supervise  the  project, 
and  in  January,  1955.  began  experimenting  with 
iiev\  decanter  designs  originate'd  b\  top  designers 
George  N'elson  and  Russell  W  right. 

45  Days  to  Plan  Distributor  Showing 
After  months  of  intensive  work  with  designers. 
bottle  manufacturers,  and  Treasury  Department 
officials  I  who  gave  special  permission  for  new 
labels  and  position  of  tax  stamp  I.  the  new  de- 
canters were  mocked  up  for  production  and  Cal- 
vert had  just  45  davs  to  plan  a  presentation  to 
introduce  them  to  distributors  on  August  15. 

Against  some  opposition  within  the  companv. 
because  of  the  unfavorable  time  factor.  Mr. 
Wachtel  prevailed  in  his  decision  that  a  motion 
picture  would  be  the  best   wa>    to   introduce  the 


new  bottles.  "They  were  our  first  decanters  a 
big  step  for  us  in  a  new  field  —  and  we  had  to 
insure  that  there  were  no  sli|)ups  in  nation-wide 
presentation   meetings.  " 

Finished    Production   Within    30   Days' 

Caravel  Films,  selected  to  produce  the  fdni. 
first  got  a  script  on  July  15.  and  scheduled  itself 
for  the  big  job  of  delivering  a  print  on  the  morn- 
ing of  August  15  Vihen  Calvert  East  Coast  sales 
forces  and  distributors  were  meeting  in  New 
York  to  learn  about  the  decanter  plans. 

By  working  everything  out  on  a  ininute-bv- 
miiiute  basis,  the  color  film.  Look  to  the  Stars. 
was  photographed  in  the  week  of  July  25-29.  A 
final  version  was  presented  to  Calvert  on  August 
4.  and  the  first  print  was  picked  up  in  Rochester 
and  delivered  just  in  time  for  the  big  ir.eeting  in 
New  York  on  August  15. 

An  Insurance  Policy  That  Paid  Dividends 
Uiie  of  the  reasons  Mr.  Wachtel  had  wanted 
the  film  was  for  insurance  in  case  the  first  de- 
canters were  delayed  and  unavailable  for  display 
at  the  first  distributor  presentations.  If  this  hap- 
pened, the  movie  could  still  do  the  job.  .Actually, 
the  first  Lord  Calvert  decanters  were  delayed  — 
lii'd  up  ill  tlic  Huntington.  West  Virginia,  airport 


Designer  Russel  Wright  (right)  checks  produc- 
tion ideas  for  the  Calvert  film  v^ith  Mauri  Gold- 
berg, chief  of  production  for  Caravel  Films,  Inc., 
the  studio  which  turned  out  the  effective  Calvert 
merchandising  film  described  on  this  page. 
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itself    mil.    I>iil    tlir    lllii 


while   a   hurricane 
saved  the  show. 

It  not  onl\  sa\  ed  the  show  in  an  eiiicrgciic\ . 
it  did  a  selling  job  that  Mr.  Wachtel  calls  "fan- 
tastic —  exceeded  every  expectation.'  W  ith  the 
film  carrying  the  ball  in  all  presentations  of  the 
new  decanters.  Calvert  showed  it  first  to  600 
distributor  sales  executives  in  New  York.  Chi- 
cago and  Los  Angeles.  Later  to  distributors  and 
retailers  in  18  regional  meetings,  and.  in  all.  In 
2.5.1100  liquor  deal.Ts  in  the  U.S. 

M  t^  * 

Keisult:  After  the  first  enthusiastic  reception  In 
its  distributors.  (Advert  doubled  its  order  fen  de- 
canters, yet.  early    in   Novemlicr.   the  i  ornpanv  s 


"STAR"   OF  THE   CALVERT   PICTURE 


Hers's    the    eye-appealing    decanter 
and    package    featured    in    the    film. 


v\hole  supply  had  been  sold  out,  and  many  dis- 
tributors' supplies  had  moved  completely  out  of 
stock  and  onto  dealers'  shelves.  Not  a  little  of  the 
credit  for  this  .$100,000,000  worth  of  sales  can 
go  to  the  original  impetus  generated  by  a  low 
budget  film  tailored  to  do  a  sjiecific  job  and  do 

it  magnificentlv.  Q' 

»        ij        « 

Pictures'   Role  in  Merchandising 
An  Important  Segment  of  '56  Plans 

-K^o   stran;iev   to    the   lask   of   Iniilding    resu'ilN 
sound    niolion    pictures    for    the    merchandi-i 
field.  Caravel  Films'  staff  and  crews  have  sel 
enviable    record    in    this    highly-specialized    -i  - 
ment   of  the   field   they  service  since   the   adv    ^ 
of  saund-on-film. 

Petroli'uni.  chemical  ]iroduits.  hosiery  and   : 
lail  store  training  are  just  a   few  of  the  assiijii  i 
iiients  recently  mastered  by  this  New  York  firm. 

A?  today's  business  moves  forward  at  h\crl 
pace  into  an  anticipated  year  of  further  growlh. 
pioduct  development  is  always  a  step  aheail  'f 
llie  distribution.  It  is  in  this  vital  area  that  iIm 
screen  serves  the  manufacturer  and  wholesaler, 
sight 'sound  media  can  do  so  well.  The  spn.l 
with  which  the  Calvert  program  materializid  i- 
n  key  factor;  the  results  which  it  achieved  .u' 
i-\en  more  gratifying.  U 

Below:  Designer  Wright  shows  the  film  audience 
a  key  step  in  decanter  design  in  one  of  the 
sequences  pictured  in  the  Calvert  motion  picture. 
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What  can 

we  do  .  .  .  too  old 

.  .  .  old  .  .  .  old .  . 
too  old! 


AFTER  SEVERAL  YEARS  of 
_  planning  and  research,  the 
National  Social  Welfare  As- 
sembly, through  its  National  Com- 
mittee on  the  Aging,  has  released 
its  first  film,  A  Place  To  Live,  in 
one  of  the  most  vital  social  areas  in 
our  society:  old  age. 

The  film,  which  will  be  of  great 
importance  to  social  and  industrial 
groups,  is  the  first  of  a  series  plan- 
ned to  provide  both  general  and 
professional  audiences  w  ith  a  defini- 
tive study  on  this  subject. 

Produced  by  Dynamic  Films,  Inc., 
A  Place  To  Live  covers  some  of  the 
problems  faced  by  the  aged  in  our 
society  and  explores  some  solutions. 
In  the  first  picture  sffecial  emphasis 
is  placed  on  standards  of  care  in 
old  age  homes  and  this  solution  is 
covered  in  some  detail. 

The  film  opens  on  a  dramatic 
note  as  the  audience  is  plunged  into 
a  bitter  family  quarrel  between  a 
young  couple.  The  presence  in  their 
home  of  the  woman's  father  has 
placed  an  economic  and  physical 
strain  on  the  family  unit.  The  con- 
stant need  for  quiet  when  the  elder- 

(CONTINUFD  ON  THE  NEXT  PAGE) 


Indeed,  the  span 
of  life  is  poorly 
built  if  it  does 
not  reach  soundly 
to  the  far  shore. 


"A  Place  to  Live" 


(CONTIMED  FROM  PRECEDING  PACE  I 
nan  is  ill,  the  need  for  nursing 
care  they  can"t  afford,  the  general 
feelings  of  guilt,  all  have  caused  a 
slow  but  perceptible  disintegration 
of  the  family. 

Following  the  prologue,  the  film 
proceeds  to  sensitively  explore  the 
place  of  the  aged  in  our  society 
and  pictures  some  of  the  more 
tragic  aspects.  Loneliness,  useless- 
ness.  retirement,  "the  curbs  are  built 
too  high,  the  steps  too  steep,  the 
pace  too  swift",  in  a  society  un- 
aware of  the  needs  of  the  aged. 

The  film  now  returns  to  the 
family,  and  follows  them  to  a 
family  counsellor  who  proceeds  to 
discuss  possible  solutions  for  this 
difficult  and  complex  problem.  The 
difficulties  of  the  family  are  de- 
picted, and  too.  the  terrible  isola- 
tion of  the  grandfather. 

Here,  an  old  age  home  is  sug- 
gested and  as  is  so  often  the  case, 
is  violently  rejected  because  of  per- 
sonal prejudice  on  the  part  of  the 
couple.  The  idea  of  the  father  in  a 
home  is  worse  than  prison. 

The  film  now  takes  a  close  in- 
spection of  a  "good"  home.  This  is 


more  than  a  guided  tour,  but  a 
warm  visual  presentation  of  stand- 
ards giving  human  meaning  to  what 
is  being  seen. 

In  the  end,  the  couple  is  made 
aware  of  the  necessity  for  greater 
community  planning  and  action  at 
an  early  age  to  prepare  for  old  age. 

These  problems  are  also  those 
which  are  now  facing  business  man- 
agement as  industry  is  more  and 
more  involved  with  the  social  wel- 
fare of  its  retired  employees.  This 
film  does  not  supply  the  whole 
answer  —  for  business,  government 
or  individual  solution,  but  it  pre- 
sents the  challenge  movingly  and 
should  find  much  use  in  articulating 
the  problem  for  industry  and  labor 
groups  to  study. 

The  film  closes  with  a  particularly 
cogent  phrase:  "Indeed,  the  span  of 
life  is  poorly  built  if  it  does  not 
soundly  reach  to  the  far  shore." 

A  Place  To  Live  was  directed  by 
Lee  R.  Bobker.  written  by  Ralph 
Schoolman  and  narrated  by  Alex- 
ander Scourby. 

National  distribution  is  being 
planned,  and  prints  may  be  pur- 
chased through  Dynamic  Films,  Inc., 
112  West  89  Street,  New  York.     ^ 


The  Problem:  a  family  unit  begins  to  disintegrate  under 
the  pressure  of  having  an  older  person  live  with  them. 
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hi  a  world  where  so  much  is  being 
done,  his  hands  have  nothing  to  do 
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ABOVE 

The  knowledge  that 

the  last  twenty  years 

.  .  the  gift  of  modern 

medicine  and  science 

need  not  be  spent 

alone  .  .  .  unwanted 

.  .  .  useless  .  .  . 


An  answer:  within  the  confines  of  this  well  appearing, 
pleasant  house  are  the  ingredients  that  impart,  to  those 
that  live  here,  a  sense  of  pride  in  where  they  live. 
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imething  to  do — nothing  so  burdensome  that  it  puts  unfair  demands  on 
\B  sometimes  limited  capacities  of  the  aged,  but  rather  a  chance  to  work 
id  enjoy  the  companionship  that  comes  from  working  and  living  together. 
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What  magic  place  is  this — that  can  take  the 
worn,  faded  fabric  of  a  life  and  weave  for  it 
strong  new  cloth  with  thread  of  belonging. 
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A  piece  of  earth  can  add  infinite  dimension. 


RIGHT 

Recreation  is 

a  part  of  life, 

not  merely  a 

substitute  for  it. 


\ 


X'-/^ 


*'/) 


Within  our  home  there  is  a  place  for  prayer  and  meditation 


ACKNOWLEDGMENT 

"A  Place  to  Live" 

Left:  Lee  R.  Bobker,  who  di- 
rected A  Place  to  Live,  the 
film  study  of  the  aged. 


The  Producer:  Dynamic  Films,  Inc.,  for  the  past  10 
years  one  of  nation's  leading  producers  and  holder  of 
many  major  awards  in  the  documentary  field. 

The  Director:  Lee  R.  Bobker,  who  directed  A  Place  to 
Live,  is  observing  his  seventh  year  in  the  film  field;  he 
holds  over  50  credits  as  writer,  director  and  producer. 

The  Writer:  Ralph  Schoolman,  holder  of  many  awards 
as  a  writer  of  business  and  documentary  films. 

Cinematography  and  Editing:  Ray  E.  Long  was  behind 
the  camera;  Irving  Oshman  edited  A  Place  to  Live. 

Narration:  was  by  Alexander  Scourby,  who  played  sec- 
ond lead  to  Claude  Rains  in  Darkness  at  Noon  and  who 
narrated  the  Academy-winning  film  Victory  at  Sea. 

Professional  Advisory  Committee:  Margaret  DuBois, 
M.D..  Chief.  Division  of  Hospitals.  Conn.  State  Dept.  of 
Health;  Flora  Fox.  Executive  Director,  Central  Bureau  for 
the  Jewish  Aged;  Raymond  W.  Houston.  Commissioner, 
State  of  New  York.  Dept.  of  Social  Welfare;  Mother  M. 
Bernadette  de  Lourdes,  O.  Carm.,  Director,  Mary  Man- 
ning Walsh  Home. 

Pictures  in  This  Section  by  Marjory   Collins 


THE  Production  Project  for  A  Place  To  Live 
was  initiated  by  Nathan  Ztitker,  president  of  Dy- 
namic Films,  as  a  part  of  his  concept  that  there 
are  wide  areas  of  human  relations  and  public  informa- 
tion subject  matter  in  which  films  are  sorely  needed  but 
for  which  funds  are  lacking. 

In  this  case,  as  in  many  others,  Mr.  Zucker  felt  so 
strongly  about  the  need  for  an  authoritative  film  in  the 
area  of  old  age  that  Dynamic  Films,  in  cooperation 
with  the  National  Social  Welfare  Assembly,  under- 
took the  financing.  The  Assembly  provided  script  and 
production  guidance  and  notified  all  its  member 
agencies  about  the  film,  and,  as  a  result,  an  important 
film  was  created  and  produced. 

Mr.  Zucker 's  approach  to  this  problem  seems  more 
that  justified.  .Since  the  first  two  weeks  following  re- 
lease. Dynamic  has  received  over  .500  requests  for  the 
film. 

Nathan  Zucker  has  this  to  say  about  this  and  similar 
projects:  "It  is  about  time  we  film  producers  stopped 
measuring  the  films  we  produce  only  against  the  direct 
contracts  we  have.  We  are  in  a  tremendously  important 
position  in  a  mass  communication  medium  that  puts 
upon  us  the  responsibility  of  producing  top-quality, 
professional  films  where  they  are  needed.  If  the  funds - 
are  not  available,  it  is  up  to  us  to  find  the  way.  Dy- 
namic will  continue  to  explore  every  avenue  possible 
to  make  available  films  that  have  an  important  con- 
tribution to  make  in  our  society.  |f 


I 


And  though  the  light  fantastic  may  have 
lost  some  of  its  lightness,  it  has  lost  none 
of  its  gaiety  and  sense  of  ivell-being  .  .  . 


MegI  Junebug  Clark:  ]Vew  Star 

Press  Photographer,  Junior  Grade,  Enlivens  a  Chrysler 
Film  "Principal  Product"  as  He  Takes  in   1956  Models 


THE  ACTOR  WATCHED  the 
rough-cut  screening  thought- 
fullv.  And  there"?  reason  for  an 
actor  to  be  thoughtful  when  he  sees 
himself  in  his  first  leading  role.  He 
made  no  comment  until  it  was  over. 
and  the  lights  were  on: 

"You  act  so  long,  and  it  comes 
out  so  short."  he  said  wistfulK.  It 
wasn't  exactly  a  brand-new  thought. 
Actors  have  been  saying  or  at  least 
thinking  the  same  thing  ever  since 
the  first  moving  picture  images 
fluttered  across  a  screen.  And  the 
only  thing  that  makes  it  worth  re- 


Junebug  specializes  (he  has  to)  In  low-angle 
shots.  Here's  one  of  Chrysler  Corporation 
president  L.  L.  Colbert  (facing  camera  above). 

peating  is  that  this  actor  was  saying 
it  with  real  conviction  at  the  age 
of  six. 

He's  a  Real  Pro  at  Six 
His  name  is  Junebug  Clark,  and 
doing  some  fairly  remarkable  things 
at  the  age  of  six  was  no  special 
novelty  to  him.  By  '"profession"  — 
the  quotation  marks  arent  really 
necessary  —  he  is  a  photographer. 
He  sold  his  first  picture  story  at  the 
age  of  five.  I  Owned  his  first  Leica 
when  he  was  three,  i  He  has  ap- 
peared on  network  tv.  been  de- 
scribed in  American  Magazine 
among  "Americas  Most  Interesting 
People;'"  sold  picture  stories  ""in  re- 
cent years"  to  anv  number  of  publi- 
cations and  with  quite  a  bit  of 
regularity  to  the  Detroit  Times. 

The  new  film  in  question  is  titled 
Principal  Product  .  .  .  and  its  hard- 
ly in  question.  Sponsored  by  Chrvs- 
ler  Corporation  as  part  of  the  nimble 
forward-lotiking"  film  program 
conducted  in  the  last  year  or  so. 
Principal  Product  spells  itself  out 
with  a  capital  Prod  where  public  re- 
lations values  are  concerned.  Length 
is    13:2.i:    the    film    is    black    and 


white.     The     principal     distribution 
will  be  in  local  television. 

Junebug  Delivers  the  Pix 

It  is.  in  brief,  a  stor\  about  a 
reporter  on  the  staff  of  a  picture 
magazine  assigned  to  bring  back 
■"great"  pictures  of  one  of  the  big 
Detroit  Press  Previews  of  auto- 
mobiles (  Chr\  sler  automobiles  l .  The 
photographer  assigned  to  the  story 
is  an  habitual  no-show  .  .  .  and 
doesn't  show.  The  reporter,  in  dis- 
tress, hires  a  Detroit  photographer 
sight  unseen.  The  new  ""man  '  turns 
out  to  be  six-year-old  Junebug  Clark. 
The  reporter  sees  unemployment  be- 
coming a  lively  possibility,  but  he 
has  no  choice.  He  and  Junebug  hop- 
scotch about  the  Press  Show  snap- 
shooting everything  in  sight.  The 
result:  Great  Pictures.  The  end: 
Happy,  natch. 

The  special  knack  of  the  film  is  in 


Another  of  Junebug's  special  angles  catches 
TV  spolcesmon  Bill  Lundigon  during  interlude 
at  the  press  premiere   in  the  film. 

the  way  it  remains  a  perfectly  good 
piece  of  entertainment  for  screen  or 
tv.  full  of  and  still  untrammeled  bv 
the  sponsor's  product.  Automobiles 
are  clearly  a  part  of  the  subject  of 
the  film:  it  manages  in  fact  to  say 
some  fairly  complimentary  things 
about  them.  Still  the  purest  censor 
would  not  call  it  commercial.  The 
"product"  is  simply  there:  it  isn't 
led  in  surreptitiouslv  on  a  leash. 

"Discovered"  by  Mitchell 

The  producer.  Jim  Mitchell,  of 
Jim  Mitchell  Associates.  Detroit,  has 
been  a  maker  of  industrial  pictures. 
Principal  Product  is  his  first  but 
certainly  not  his  last  foray  into  pub- 
lic relations  films.  It  was  Mitchell 
who  "discovered  "  Junebug's  movie 
potential  and  offered  Chrvsler  Cor- 
poration a  cafeteria  of  possible  wa\  s 
to  use  his  talents  in  film.  Chrvsler's 


Camera  veteran  John  Geisel  who  lensed  "Principal   Product"  gives  still-man 
Junebug  Clark  (eye  on  the  job)  a  check-out  on   movie  cameras. 


film  chief.  Tom  Marker,  wrote  the 
script.  Jack  Glenn,  long-time  maker 
of  March  of  Time  pictures  and 
theatre  features  as  well  as  public 
relations  films,  directed.  The  direc- 
tor of  photography  was  John  Geisel. 
who  first  handcranked  a  camera 
pointed  in  the  general  direction  of 
Theda  Bara.  So  Mitchell  acquitted 
liis  initial  |irodiicer  responsibilit\   in 


familiar  face  in  the  opposing  part. 
After  a  brief  I  less  than  a  minute! 
period  of  pshawing  and  blushing. 
.Mitchell  agreed. 

Son  of  Detroit  Photographer 
The  six-year-old  star  is  the  son  of 
Joe  Clark,  well-known  Detroit  still 
]jhotographer  whose  work  appears 
with  regularity  in  nearly  everv  na- 
tional magazine.  Clark,  originally  a 
Tennesseean.  identifies  himself  with 
a  pixie  suffix:  Joe  Clark.  H.B.S.S.. 
and  is  so  known  in  a  lot  of  editorial 
offices.  The  meaning?  HillBilh  Snap 
Shooter.  In  Tennessee,  papa  Clark 
explains.  Junebug  is  not  an  uncom- 
(  i:  n  .N  T  1  .N  L  E  D     ON     !■  A  c  E    6  .5  I 


And  here's  co-star  and  producer  Jim  Mircnell 
in  one  of  those  o(T-guard  moments  every 
young  photog  strives  to  capture  vrith  his  lens. 

the  live  action  field  with  the  good 
insurance  of  veteran  talent. 

Most  curious  switch  in  the  casting 
came  when  Director  Jack  Glenn  de- 
cided that  Mitchell  himself  would 
play  the  reporter  role.  \  long  man- 
to-man  friendship  between  Mitchell 
and  Junebug  had  given  him  a  good 
edge.  Glenn  looked  over  some  excel- 
lent talent  but  decided  that  the  some- 
times-slipper)  politics  of  handling  a 
child    performer    favored    using    a 


Right;  laden  with  the  tools  of  his  trade  and 
some  of  the  impedimenta  of  o  standard  six- 
year  old  Junebug  Clark  arrives  at  Chrysler 
Proving  Grounds  to  begin  work. 
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THE  I'l.ASIlCS  INDUSTRY. 
uilh  curidit  sales  of  nearly  $2 
hillioii  a  \('ar.  still  <oiisiders  it- 
self an  infant,  just  getting  into 
stride.  Since  1940.  the  amount  of 
plastics  used  b\  the  average  farnih 
has  increased  from  nine  pounds  to 
83  pounds  a  year,  and  it  is  pre- 
dicted that  by  1960  the  amount  will 
be  1.S2  pounds  and  the  industry  will 
be  doing  a  \earl\  business  of  abitnt 
$4  billion. 

Monsanto  Chemical  Company. 
one  of  the  larger  chemical  com- 
panies, which  serves  a  broad  cross- 
section  of  American  business,  has. 
as  a  major  customer,  the  plastics  in- 
dustry. In  19.i4.  14'7  of  its  sales 
^\ere  to  plastics  products  producers, 
and  the  company  pours  a  big  3'^V 
of  its  total  sales  revenues  back  into 
research. 

Translated  on  the  Screen 

This  research  into  the  world  of 
atoms  and  molecules  is  the  subject 
of  an  important  new  film  made  for 
Monsanto  by  MPO  Productions. 
Inc.  and  distributed  by  Modern 
Talking  Picture  Service.  The  World 
Thai  \ature  Forgot,  30  min.,  color. 
is  designed  to  create  a  greater  in- 
terest in.  and  appreciation  of.  the 
role  which  plastics  play  in  e\ery- 
dav  American  life. 

The  story  behind  the  film  goes 
back  to  thoughts  racing  around  in 
the  head  of  Robert  Campbell,  a 
science  writer  for  Life,  during  the 
summer  of  19.S3.  Campbell,  with  a 
backlog   of   major   Lije   nature  and 


"THE  WORLD  THAT  NATURE  FORGOT" 


siit'iicr  fcaluro  In  his  credit,  was 
iHi  lt.'a\e  uf  aljsfiice  from  his  edi- 
liirial  duties  to  urite  tht*  script  for 
a  filni  on  plastics  for  Monsanto.  On 
llic  order  of  Monsanto's  earlier  and 
jMiputar  Decision  for  (Chemistry-  the 
ni-u    film  was  to  he  the  second  in  a 


series    of    "ad\enlures    in    science 
dociitnentaries.  and  was  to  he  mad)' 
fur  the  purpose  of  increasing  puhlic 
kn«»\\|cd«e  of  plastics. 

(latnphell.  searchinji  for  a  theme, 
fastened  upon  the  heautifulK  simple 
analogy  of  the  relati<tiiship  hctwcf*n 


mans  and  nature  > 
processes.    Nature 


"manufa<  turiii<: 
combines  earth  •■ 
common  resources  —  air.  water,  and 
carhon  —  and  the  influence  of  th>' 
suns  radiation  t<»  grow  a  plant  or  a 
tree.  Man  runs  the  same  naturiil 
elements      through      manufacturin^i 


THE    STORY    IN    PICTURES 

Above:  staff  assistants  in  the 
London  studio  of  Halas  &  Batchelor 
arrange  molecules— composed  of 
fluorescent  painted  bails— for 
"black  light"  photography  of 
molecule  sequences  in  film 
"The  World  That  Nature  Forgot." 


Left:  the  eyes  of  three  men 
and  a  camera  peer  toward  a 
manufacturing  operation  in  the 
Springfield,  Mass.  Monsanto  plant, 
headquarters  of  the  company's 
Plastics  Division.  Lewis  Jocobs, 
director  of  the  film,  is  shown  at 
extreme  left;  Lawrence  Madison  of 
MPO  Productions,  the  producers,  is 
third  from  left  in  the  plant  scene. 

BUSINESS     SCREEN 
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The  Monsanto  Chemical  Company  Brings  a  Wondrous  Story 
of  Plastics  and   Nature  to  the  Screen   in  a   New  Color  Film 


lani:?  t<»  make  produfts  f<ir  his  i_>\\n 
?e. 

I  As  Cainpbelt  developed  the  anal- 
gy  it  appeared  to  be  simple  to 
IhoM.  on  film,  how  man  had  helped 
jimself  to  nature's  l»ount\.  building 
ouses  from  trees,  fashioning  clothes 
-cm  natural   fibres,   and  using  the 

ducts  of  the  earths  crust  — 
letals  —  for  tall  buildings  and 
jider)  bridges. 

How  Man  Simulates  Nature 
But  tlamplx'U  didn't  want  to  sto|> 
lere.  He  felt  thai  most  exciting  of 

II  was  the  stor\  of  mans  simulation 
f  nature's  stringing  together  of 
lolecules.  Such  a  thing  had  never 
efore  been  attempted  on  film  on 
le  scale  of  Campbell  s  vision.  He 
tied  his  script.  The  l^  orltl  Thai 
alure  Forgot. 

On  the  face  of  it  the  proposal 
Campbell  look  to  the  research  group 
f  Monsantos  Plastics  Division  al 
ipringfield.  Mass..  in  the  fall  of 
953.  was  almost  brash.  He  wanted 

sequence  showing  molecules  doing 
ihat  conies  naturally.  He  wanted 
hown.  for  example,  how  a  common 
thylene  molecule  is  formed  by  the 
larriage  of  two  carbon  atoms  and 
our  hydrogen  atoms.  He  wanted  the 
lassie  benzene  ring  portra\ed  and 
Is  subsequent  union  with  ethylene 
0  form  the  molecules  of  styrene. 

Chapin  Plots  "Molecule  Ballet" 

It  can  onh  be  assumed  that  the 
iractical  difficulties  of  portraying 
ith  reasonable  accuracv  what  no 
nan  has  even  seen  were  explained 
ft  length  to  Campbell.  But  it  can  be 
joncluded  that  his  enthusiasm  and 
magination  « ere  contagious  —  for 
)r.  Earl  Chapin,  of  the  Monsanto 
esearch  group  was  soon  plotting 
low  the  "molecule  ballet"  could  be 
iccomplished. 

Dr.  Chapin  started  blocking  out 
he  possible  movements,  helping 
limself  to  a  box  of  wooden  balls  of 
arious  sizes  and  colors  which  he 
;ept  around  for  the  precise  purpose 
|jf  simulating  the  groupings  of  mole- 
cules. 

Plant  Sequences  Are  Planned 

Meanwhile.  MPO  Productions. 
nc,  producer  of  Decision  forChem- 
stry,  had  been  retained  in  similar 
capacity  for  the  new  plastics  film, 
md  was  grappling  with  the  problem 
)f  shooting  the  bulk  of  the  footage 
or  the  film.  Campbell's  script  called 
:or  sequences  made  at  several  Mon- 
santo plants  and  at  plants  of  Mon- 
santo customers.  What  he  wanted 
Was   not    exactlv    routine.    But    the 


on  film  Campbell  s  imaginative 
"molecul?  ballet "  were  becoming 
clearer  all  the  time. 

It  was  no  less  of  an  ad\enture  in 
science  for  MPO  than  for  Dr. 
Chapin.  The  latter  sat  down  and 
with  (he  help  of  models  and  stacks 
of     drawings,     told     the     producers 


production    of    the   opening   "mole- 
cule ballet  ". 

The  project  was  carried  out  in  a 
specially  constructed  studio  in  Lon- 
don which  became  a  maze  of  steel 
wire  running  every  which  way.  On 
the  wires  the  Halas  and  Batchelor 
staff  arranged  thousands  of  wooden 
balls  of  various  sizes  representing 
the  nudecules.  The  balls  were  indi- 
viduallv     coated     with     an     electric 


orrendous  difficulties  of  capturing 


Balls  representing  clusters  of  atoms 
guide   wires   for   "molecule   ballet" 

what  would  have  to  be  shown.  The\ 
first  had  lo  establish  what  molecules 
looked  like,  and  that  was  a  graphic 
problem  in  itself.  A  molecule  is  not 
a  solid  ball:  it  is  generally  an  aggre- 
gate of  atoms.  In  closeup.  the 
scientist  said,  the  atoms  should  be 
hazy  and  lose  definable  shape.  The 
molecules  should  be  in  constant  mo- 
tion, twisting,  turning  and  rotating, 
over  and  over.  Since  they  zoom 
about  in  every  direction  without 
any  apparent  rhythm,  a  special  type 
of  stop  motion  pbotograi)h\  was 
obviousb    in  (irder. 

Call  on  Halas  &  Batchelor 

The  outcome  of  many  such  plan- 
ning sessions  was  a  transatlantic 
telephone  call  to  John  Halas  of 
Halas  &  Batchelor  Cartoon  Films. 
Ltd..  in  London.  Halas'  studio  is  one 
of  the  world's  leading  motion  pic- 
lure  experimental  centers,  and  the 
birthplace  of  many  new  special  ef- 
fects in  the  fields  of  animation,  lime 
lapse,  model  and  process  photogra- 
phy. Halas  agreed  to  undertake  the 
job.  and  after  consultation  with 
MPO  and  Dr.  Chapin.  he  and  his 
business  partner  land  wife  I  Joy 
Batchelor  spent  the  spring  and  sum- 
mer of  19.54  planning  the  physical 


n  molecular  formation  were  strung  on 
in    "The   World   That   Nature   Forgot." 

fluorescent  paint  in  various  bright 
primary  colors  —  colors  chosen 
arbitrarily  to  differentiate  the  mole- 
cules and  lend  a  pleasing  esthetic 
effect.    When    photographed    under 


black  light  each  ball  gave  the  ap- 
pearance of  having  its  own  indi- 
vidual light  source. 

Following  the  "shooting  script  " 
sketched  out  by  Dr.  Chapin.  the 
laborious  frame-bv-frame  photogra- 
phy got  under  way.  In  some  shots 
as  many  as  a  thousand  balls  ap- 
peared, which  meant  that  for  each 
frame,  every  one  of  the  balls  had  to 
be  moved. 

Halo  Effect  a  Difficult  Feat 

Larly  test  footage  indicated  that 
the  problem  of  creating  a  "uni- 
verse" in  which  the  molecules 
zoomed  in  toward  the  viewer,  ro- 
tating and  linking  with  other  mole- 
cules had  been  solved  satisfactorily. 
But  the  "halo"  effect  didn't  conform 
to  Dr.  Chapin's  specifications. 

To  provide  control  of  the  halation 
effect  the  movements  of  the  mole- 
cules were  first  shot  through  a 
ground  glass.  When  this  didn  t  give 
(he  proper  light  transmission,  liquids 
—  first  water  and  then  oil  —  were 
wiped  on  the  ground  glass  surface. 
The  oil  film  created  a  halation  with- 
out completely  diffusing  the  images 
of  the  molecules,  much  as  a  halo  is 
created  around  a  street  lamp  on  a 
misty  night.  Final  sequences  were 
shot  by  reflecting  the  images  of  the 
molecules  through  the  ground  glass 
and  then  into  the  camera  from  a 
mirror  placed  at  a  45  degree  angle 
to  the  lens. 

Benjamin  Frankel  Composes  Score 

The  result  was  so  new  and  un- 
earthly that  composer  Benjamin 
Frankel,  who  did  the  musical  score, 
(CONCLUDED     ON     PAGE     65l 


The  beauty  and  practicability  of  plastics  are  symbolized  in  this  informal  dinner 
setting  which  appears  in  Monsanto's  color  film  on  plastics  produced  by  MPO. 


NUMBER      8 


VOLUME       16 


195  5 


39 


The  long-awaited  Continental  Mark  II  makes  its  bow  in  elaborate  Parisian  street  scene  at  Ford   Rotunda. 

Fard  Continental  Malies  Film  Debut 

America's  Newest  Luxury  Car  Is  Presented  to  Press  and  Public  in  a  Colorful 
Sound  Motion  Picture  That  Takes  Viewers  Behind  Design,  Production  Lines 


Sponsor:  Ford  Motor  Conipanv. 
Title:   Cnnlinenlal.   15   min..  color. 

produced    h\    Raphael    G.    ^  olff 

Productions. 

♦  In  a  setting  and  manner  as  lux- 
urious as  the  car  it  was  designed  to 
introduce,  the  film  Continental  was 
used  to  present  the  model  itself  at  a 
grand  press  showing  in  the  Ford 
Rotunda  at  Dearborn.  Michigan. 

The  Continental  Mark  11  is  the 
lineal  successor  to  the  Lincoln  Con- 
tinental, a  most  luxurious  car  which 
was  produced  in  small  quantities 
from  1939  to  1948.  The  original 
Lincoln  Continental  was  first  de- 
signed by  Edsel  Ford  as  his  own 
personal  car.  but  there  were  so  many 
demands  for  replicas  of  it  that  it 
was  put  into  limited  production.  But 
with    the    post-war    demand    for 


volume-produced  automobiles  the 
manufacture  of  the  Continental  was 
discontinued  in  1948. 

In  1952.  W  illiani  Ford  and  his  as- 
sociates started  designing  a  new  car. 
with  the  old  Continental  as  the  fore- 
runner, but  with  innumerable  ad- 
vances in  styling,  design  and 
mechanical  parts.  It  was  over  three 
\ears  later  that  the  new  car.  a  veri- 
table sable-class  automobile,  was 
ready  for  unveiling. 
Command  Screen  Performance 
And  a  film,  of  course,  was  chosen 
to  introduce  and  tell  the  back- 
tiround  of  the  Continental.  Ben  D. 
Mills,  assistant  general  manager  of 
the  Continental  Division.  Ford  Mo- 
tor Company,  said,  in  part,  in  his 
press  conference  preceding  the  show- 
ing of  the  film  and  car.  "In  a  sense, 
the  revival  of  the  Continental  was  a 


conunand  performance,  answering 
the  continuous  stream  of  inquiries 
asking,  in  substance,  when  are  you 
going  to  revive  the  Continental?" 
\^  e  felt  that  under  these  circum- 
stances, we  should  record,  in  mo- 
tion picture  form,  the  story  of  the 
new  Continental.  We  had  wished 
many  times  that  tie  had  made  a 
similar  picture  coverin^i  the  old 
Lincoln  Conlinental," 

Three  Years  in  Preparofion 
(.onlinental  tells  in  15  minutes  the 
story  of  three  \ears  of  planning  and 
preparation  behind  the  new  Conti- 
nental—  Mark  11.  It  shows  the  de- 
sign development  and  mock-up  mod- 
els of  the  new  car.  the  testing,  and 
the  completed  car  itself  against  a 
variety  of  luxurious  backgrounds. 

At  the  press  preview  the  new  car 
was  unveiled  in   the  Ford  Rotunda 


in  a  complete  French  scene  beneath 
an  exact  scale  model  of  the  Kiflel 
lower.  Interest  in  the  new  car  has 
been  intense,  and  the  film  has  been 
shown  around  the  country  to  deal- 
ers, members  of  the  press  in  maii\ 
other  cities,  and  to  interested  busi- 
ness groups. 

The  Medium  Does  the  Job 
(■onlinental  is  another  good  ex- 
ample of  what  a  motion  picture  can 
do  that  no  other  medium  can  do  in 
introducing,  highlighting,  taking 
people  behind  the  scenes,  and 
demonstrating  ill  action.  The  Conti- 
nental is  a  beautiful  Iii\ur\-  car.  The 
(iintinental  is  a  beautiful  picture  to 
roniplenient  it.  ^ 

^        ^        * 

Learn  About  Your  Heart 

"^  i  he  iiHjst  important  step  in  ined- 
ical  safeguarding  of  the  human 
heart  is  a  step  all  too  many  |)eopl*- 
are  reluctant  to  take:  the  step  in  I 
the  examination  room.  A  new  sup- 
plement to  the  list  of  "heart"  films 
should  help  to  make  that  step  easier. 

The  Doctor  Examines  }  our  Heart 
is  an  11' i-niinute  black  and  whiti 
motion  picture  which  shows  th;i! 
while  the  heart  is  the  strongs - 
organ  of  the  body,  it  requires,  lik 
other  mechanisms,  a  doctor's  chei  k 
up  so  that  inherent  or  developin:; 
irregularities  can  be  dealt  with.  Tli' 
film  was  produced  b\  Bray  Studi"- 
Inc.  New  ^ork.  in  coUaboratiiH 
with  the  American  Heart  Associa- 
tion. 

The  film  s  psychology  is  that  those  ! 
who   see  the  examinatii;in   room   in  ■ 
action   and   learn   the   wh\-and-h<i« 
of    every    step    in    heart    screening; 
will    understand    that    there    is    ni> 
cause  to  fear  an  examination. 

The  American  Heart  Association 
is  preparing  a  Discussion  Guide  f" 
use  w  ith  The  Doctor  Examines  }  uu 
Heart,  copies  of  which  will  be  avail- 
able with  the  film.  The  film  i^ 
available  only  from  the  producer 
and  distributor.  Bray  Studios.  Inc.. 
729  Seventh  Avenue.  New  York  19. 


Cameraman  Arthur  Treuteloar  (on  floor,  fore- 
ground) lines  up  a  scene  with  William  Clay  Ford, 
president  of  Continental  Division,  Ford  Motor  Co. 
and  John  Reinhort,  chief  stylist,  in  new  film. 


Mr.  Ford,  John  Reinhort,  and  Horley  Copp,  auto- 
motive engineer  (left  to  right,  belowl  examine 
the  rendering  of  the  new  Continental  in  this 
scene  from   the  introductory  color  Trim. 


The  Continental— star  of  the  new  sponsored  motion 
picture  by  that  title  is  shown  as  the  veil  of  secrecy 
is  lifted  for  a  moment  at  the  garages  of  Deorborn, 
Michigan   test  track. 
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BUSINESS     SCREEN     MAGAZINE 


Is   THE    PiBLic    Interested?  — 
This^  is  the  real  test  of  a  public 
relations  or  institutional  motion 
picture.  Sales  film  value  is  tabulated 
in  sales  figures,  training  film  elTect 
is  told  in  job  efficiency. 

But  "box  office  —  the  volume  of 
voluntary  attendance  —  is  an  im- 
mediate, tangible  indication  of  the 
public  relations  film  s  \  ilalitv.  its 
pulling  pii\\er. 

Get  the  Public  Interested 

How  one  sponsor  —  The  Ohio 
Oil  Company  —  made  sure  its  "pr 
picture  passed  the  bov  office  test  in 
one  town  —  Findlay.  Ohio  —  adds 
up  to  a  meaningful  case  history  of 
sponsored  film  promotion  —  the  in- 
itial securing  of  public  interest. 

The  Findlay  story  lesson  is  that 
it  pa\s  the  sponsor  to  get  in  and 
pitch  for  all  the  film  is  intended  to 
be  worth,  that  public  interest  is  too 
important  to  be  taken  for  granted. 
it  must  be  stimulated,  nourished. 

The  Ohio  Oil  Company  sponsored 
as  its  good-will  \ chicle  The  Case  oj 
Officer  Haltihrand.  a  27-minute  traf- 
fic safety  film  —  an  excellent  public 
service  subject  for  a  company  whose 
fortunes  are  related  to  the  auto- 
motive industry. 

Capitalize  a  Good  Picture 

\^  hen  prints  of  the  film  arri\ed 
at  The  Ohio  Oil  Company  from 
Wilding  Picture  Productions  lab  at 
Chicago,  the  sponsors  public  rela- 
tions contingent  could  have  sent  out 
some  verbose  blurbs  to  miscel- 
laneous newspapers  or  held  the  con- 
ventional '"press  premiere. "  dis- 
patched a  few  routine  announce- 
ments of  the  film  s  "availabilitv"  to 
"clubs,  etc."  and  rocked  back  on 
their  swivel  chairs  to  await  requests 
for  "free  loan." 

In  time,  these  low  tempo  tactics 
might  have  had  worthwhile  results. 
If  the  response  was  gradual,  for 
several  months  the  company's  higher 
eschelon  could  have  suffered  reason- 
able doubts  about  their  sponsored 
motion  picture's  appeal. 

Plan  of  Action  Is  Devised 

However,  during  Aveeks  when  The 
Case  oj  Officer  H allibrand  was  mak- 
ing its  debut  in  special  group  show- 
ings. Ohio  Oil's  public  relations 
staff,  managed  by  M.  S.  Hauser. 
went  to  work  on  a  real.  live,  maxi- 
mum-public test,  conditioned  with 
all  the  promotion  impact  at  their 
disposal.  In  effect,  they  said:  "\^'e've 
got  a  good  public  service  feature. 
we'll  make  it  truly  public.  V\  ell 
put  it  where  they  all  can  see  it, 
competitively  where  they'll  pay  to 
see  it;  we'll  make  them  want  to  see 
it,  we'll  keep  after  them  until  they 
do  see  it."  Simply,  the  pr  staff 
merchandised  Ohio  Oil's  safety  film 
just   as   Hollywood    producers    and 


Prniiintiiiq  the  SpDnsnred  Picture: 
Ohio  Dil  Shows  Effective  Technique 

How  Maximum  Audiences  in  Findlay,  Ohio  Were  Reached 
Through    Publicity    Campaign    for    Traffic    Safety    Film 


NEWSPAPER  PUBLICITY 


theatre  managers  merchandise,  for 
example,  lis  Aluays  Fair  Weather 
—  with  which  the  sponsored  film 
was  coupled  in  Findlay's  State 
Theatre.  This  was  the  box  office  test 
and  for  five  straight  days  the  spon- 
sored film-Hollywood  movie  combi- 
nation outgrossed  the  normal  Holly- 
wood-movie-only revenue. 

Publicity   Channels    Reviewed 

The  Ohio  Oil  pr  department's 
"Promotional  Activity  Summary 
on  the  Findla\  showing  of  The  Case 
of  Officer  Hallihrand  is  a  terse  out- 
line of  successful  sponsored  film 
selling.  It  shows  how  multiple  media 


advertising  kept  the  siren  blowing 
for  Officer  Hallihrand  to  arrest  })ub- 
lic  attention.  Excerpt: 

"Theatre  Management  —  Close 
conmiunication  was  maintained  with 
Howard  Wilson,  manager  of  the 
.State  Theatre,  to  avoid  conflicting 
promotion  or  unwanted  duplication. 
Mr.  \^  ilson  was  enthusiastic  and 
cooperative,  not  oidy  in  the  support 
of  our  plans  but  in  his  own  adver- 
tising. The  Slate  promoted  the  fea- 
ture attraction  in  their  normal  man- 
ner, i.e..  lobby  and  window  posters, 
previews,  and  newspaper  ads.  In 
addition,  the  size  of  the  State's  news- 
paper ad  was  incressed  to  permit  a 


Don't  miss... 


The  (!cise  of 
OI=l=l(;i=R 

HALLIBRAND 


In  this  lense  drama  of  a  traffic  policeman 
sou'Il  see  demonstrated  vividly  the  most 
impranant  thing  in  safe  driving — the  atii- 
lude  of  ihe  driver  behind  the  whee!. 

Here,  marked  by  realism  and  tragedy, 
is  a  vital  lesson  for  everyone  whose  careful, 
intelligent  driving  can  mean  real  safely  on 
our  highways.  We  urse  vou  to  see  it! 


PrcMiitad  !n  th*  public  interest  by  Th*  Ohio  Oil  Company 


small  window  poster 

Well-designed  promotional  posters,  suitable  for  theatre  tie-in  advertising, 
were  an  integral  port  of  the  Ohio  Oil  Company's  campaign  strategy 
behind  its  award-winning  trafRc  safety  motion  picture. 


;  Movie  On  Traffic 
^Safety  Will  Play 
Here  Three  Days 

\  -The  Case  of  Omc*r  HalH- 
brand,"  a  motion  picture  about  a 
t^Tical  traffic  policeman,  marked 
by  reali-sm  and  traced;,  wiil  be 
shown  at  the  St^te  Theatre  Sundar 
through  Tuesday.  Km.  6.  7  and  8. 
Produced  in  Uie  public  Interest 
by  the  Ohio  Oil  Company  and  fi]m-- 
ed  by  the  Wildin?  Pictore  Prodoc-I 
Horn  of  Chicago,  the  motion  picture 
1  star^  Milboume  Stone  of  HQll>-^^ood 
and  telerision  fflme,  and  Emery 
Pameli,  noted  character  actor. 

The  picture  is  tile  outi;rt)wth  of 
the  extensive  safety  campaign 
started  last  year  when  President 
£iscnhou-er  called  a  White  House 
conference  to  ask  for  eo-opcration 
of  business  and  industry  in  a  elu- 
sade  to  cut  tlie  number  of  deaths 
for  inturies  due  to  auti-mobile  acci- 
dents. Ohio  Oil  COK-perated  by  pro- 
dnciQg  "The  Case  of  Officer  HalU-j 
brand.* 

The  27-minute  film  demonstrates' 
how  selfish,  inattentive  or  fatigued 
drivers  eauae  more  death,  injury 
and  proper'*  hjsx  m  America  than, 
all  Crime  anil  fire  c^jmhincd.  Tliis 
dramatic  story  accurately  and 
forcefully  documents  the  real 'con- 
cern, the  relentless  efforts  of  oiirj 
traffic  officers  thmufiliout  tbt  aa-| 
tion  to  combat  these  dangerous 
dnving  atlitudea. 

"The  Case  of  Officer  Halliliraod" 
will  play  with  the  featore,  "It's 
.AInays  Fair  Weather,"  starring 
Oene  Kelly,  Dan  D&tley  and  Cyd 
Charlsse. 


Stories  like  these  helped  to 
acquaint  readers  with  im- 
pending theatrical  release. 

ilrscriptiun  lif  our  niii\ii'  and  si\ 
radio  commercials  were  purchased. 
Space  was  made  available  to  us  in 
the  theatre  lobby  and  in  six  retail 
-tore  windows  that  display  State 
Theatre  poster-frames." 

Posters  in  Theatre  Lobby 
A  socko  -fU  X  60  show  case  poster 
and  a  .3.5"  x  30"  lobby  poster  gave 
the  film  a  point-of-entry  boost  at 
the  State  Theatre.  Officer  Hallihrand 
-bared  shop  windows  with  Gene 
Kelly  —  in  6 "  x  9"  posters  flanking 
11  X  12  frames  splashing  It's  Al- 
uays Fair  {feather.  As  Findlay  folk 
passed  the  barber  shop,  the  hotel, 
the  music  store,  the  cleaners,  the 
furniture  store,  the  valet  service, 
there  was  Officer  Hallihrand  whose 
traffic  safety  story  they  shouldn't 
miss  at  the  State  Theatre. 

Local  Newspaper  Ads  Used 
The  promotional  diarv  continues: 
"'Newspaper  and  Radio  —  A  6 "  x  9' 
ad  was  run  Saturday.  Monday  and 
Tuesday.  November  .5,  7  and  8  in 
the  Republican-Courier.  A  200-word 
news  release  about  the  movie's  pur- 
pose, story  and  cast  was  released  to 
the  local  newspaper  and  used  on 
Saturday.  ...  A  short  release  to  the 
General  Office  News  (companv 
publication  I  ran  on  the  front  page 
of  their  November  4  issue.  A  one- 
minute  announcement  was  spotted 
13  times  over  radio  station  \^'F1N 
during  the  Dick  Daugherty.  Jack 
(CO.NTI.NLED   OX  THE  NEXT   P.\CEt 


NUMBER      8 


VOLUME       16 


1955 


41 


r  ^»ia 


8r 


jy^^. 


H^' 


m 

•%«^ 


"^he  Case  of 

OFFICER 


The  State  Theatre  lobby  featured  these  pictorial  poster  displays  on  the  Ohio 
Oil  picture  during  its  run;  audience  interest  was  thus  capitalized  before  viewers 
saw  the  company's  interesting  and   highly-useful  traffic  safety  motion   picture. 


Promoting  the  Picture: 

fCONTIMEI)  FK<IM   I'KECKDINC  IMGK  I 

Douglas  and  Allen  Dudley  programs 
(  November  4  through  8 1 ." 

The  Republican-Courier  neus 
story,  published  one  day  before  the 
film  was  t()  appear  said; 

"The  Case  of  Officer  Hallihiaiiil. 
a  motion  picture  about  a  typical 
traffic  policeman,  marked  by  realism 
and  tragedy,  will  be  shown  at  the 
Stale  Theatre  Sunday  through  Tues- 
day. Nov.  6.  7  and  8. 

"Produced  in  the  public  interest 
by  the  Ohio  Oil  Company  and 
filmed  by  Wilding  Picture  Produc- 
tions. Inc..  the  motion  picture  stars 
Milbourne  Stone  of  Hollywood  and 
television  fame  and  Emery  Parnell. 
noted  character  actor. 

"The  picture  is  the  outgrowth  of 
the  extensive  safety  campaign  started 
last  year  when  President  F.isenhower 
called  a  Vi'hite  House  conference  to 
ask  for  cooperation  of  business  and 


ir)(luslr\  in  a  crusade  to  cut  the 
iiumlier  of  deaths  and  injuries  due 
to  automobile  accidents.  Ohio  Oil 
cooperated  b\'  producing  The  Case 
oj  Officer  Hatlibraiid. 

"The  27-minute  film  demonstrates 
hoH  selfish,  inattentive  or  fatigued 
drivers  cause  more  death,  injury 
and  property  loss  in  America  than 
all  crime  and  fire  combined.  This 
dramatic  story  accurately  and  force- 
fulh'  documents  the  real  concern, 
the  relentless  efforts  of  our  traffic- 
officers  throughout  the  nation  to 
combat  these  dangerous  driving  atti- 
tudes. 

"The  Case  of  Officer  Hallibraiul 
will  play  with  the  feature,  lis  Al- 
ways Fair  Weather,  starring  Gem- 
Kelly.  Dan  Dailey  and  Cvd  Cha- 
risse.  ' 

Reached  Several  Channels 
This  report  ran  virtualK  \cr- 
batini.  as  received  in  a  release  from 
the  Ohio  Oil  pr  department.  Similar 
brief,  .sound  copy  was  repeated  on 
the  air.  in  the  company  paper  and 
in  letters  to  leading  citizens.  Here 
is  the  kind  (jf  pul>lii-il\   which  itiako 


Left;  promotion  can  begin  during 
actual  production.  Evanston,  Illinois 
crowds  saw  the  thrilling  crash  scene 
being  lensed  by  Wilding  crews;  good 
publicity   shots  resulted. 


ihr  >pon,sorcd  hlin  a  big  e\ent. 
uliich  clearly  spells  out:  "Produced 
Ml  llie  public  interest  by  the  Ohio 
<  til  Company."  which  introduces 
lln'  spcmscircd  film  as  a  c()rnpelliiig 
c(lu(-atiotial  (-onipanion  U)  escapist 
far,-. 

Good  Use  of  Direct  Mail 

The  promotional  report  resumes: 
"Direct  Mailing  —  A  letter  from 
Kindhn  /Vutomobile  (!lub's  presi- 
dent. O.  F.  Moore,  was  mailed  to 
all  4.700  Findlay  AAA  members. 
The  letter,  mentioning  the  movie 
and  its  show  dates,  suggested  that 
members  would  find  a  motoring 
safety  film  of  particular  interest  to 
them."  This  letter  was  written. 
(irinled.  stamped  and  mailed  by 
Ohio  Oil.  A  letter  to  comnmnity 
leaders  and  officials  normally  con- 
cerned vvith  motoring  safety  was 
signed  by  M.  S.  Hauser.  "Compli- 
mentary passes  were  included." 

Public  Relations  Manager  Hau- 
sers  letter  to  prominent  citizens 
spoke  of  their  interest  in  safety  edu- 
cation and  offered  a  raincheck: 
"this  department  would  be  very 
happy  to  arrange  a  showing  for  you. 
your   friends,   or   any   group.    .    .    ." 


Ihe  direct  mailitig  list  included 
heads  of  the  chamber  of  commerce, 
city  and  county  officials,  candidates 
for  office,  heads  of  insurance  and 
automobile  associations,  the  safety 
council  mentor,  high  school  driving 
inslruilors  and,  of  course,  officers 
of  the  highway  patrol. 

1  nder  "Apparent  Effectiveness 
of  Local  Promotion."  the  pr  record 
has  this  to  say:  "The  .State  Theatre 
furnished  us  with  attendance  and 
revenue  figures  for  the  nights  The 
Case  oj  Officer  HulUliraiul  was 
shown.  They  also  established  the 
normal  revenue  figures  for  these 
nights."  These  figures  read: 

Normal  Actual 

Revenue  Revenue 

Nov.     6 %  600  S  803 

Nov.    7 1.50  170 

Nov.    8 1.50  170 

Nov.    9 75  133 

Nov.  10 200  304 

TOTALS .$1175  .^l.SHO 

The  report  notes:  "Howard  Wil- 
son. State  Theatre  manager,  feels 
that  the  increase  of  .S405  in  revenue 
definitely  reflects  the  promotion  gen- 
erated  bv   The  Ohio   Oil   Company 


USE   INTERNAL   PUBLICATIONS   IN   EFFECTIVE   FILM    PROMOTION 
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The  Ohio  Oil  Company  •  Findlay,  Ohio 


November  4.  1955 


BOARD  OF  DIRECTORS  MET  MONDAY; 
$.40  DIVIDEND  DECURED 

The  board  of  directors  of 
The  Ohio  declawad  s  dividend  Mon- 
day of  40  cents  peAshans  on  com- 
nwn  stock ,  payable  Jtc  .  10 ,  1955  j 
to  stockholders  of 
close  of  buoines^  NoV  IJ 
This  Is  the  fourtn  d\vlj 
Glared  this  year,  bri 
total  for  195^  to  $I> 
of  common  stock  on  tH 
outstanding  share?. 

At  the  annual  aeeting  of 
stocJctjoldors  tnis  spring.  It  was 
authorl zed  tp  double  the  number 
of  shaqa^r  tluclt.  The  dividend 
Monday  was  the  second  on 
.creased  amount  of  stock, 
insert  page  for  Etatement 
f  consolidated  Iru-ooa  for  the 
third  quarter  ending  September  30. 


EalllDi-s 


Nov .  6 , 


"OFFICER  HALLIBRAND"  TO  BE 
SHOWN  AT  STATE  THEATER 

The  general  public,  as  well 
as  Ohio  Oilers  and  their  families 
who  missed  it,  will  have  an  op. 
portunlty  to  see  our  Company's 
new  and  realistic  safety  motion 
picture,       "The  Case  of       Officer 


# 


t  will 
run  along  with  the 
nsgularly  scheduled 
feature,  "It's.  Al- 
ways Fair  Weather." 
starring  Gene  Kelly , 
Dan  Dally  and  Cyd 
Charisoe. 

Initial  Showings  of  the  film 
were  viewed  previously  by  General 
Office  employees,  and  those  wno 
missed  It  then  were  given  another 
opportunity  to  see  It  this  after- 
noon. 

Showings  have  also  been 
arranged  for  field  offices  and 
the  movie  Is  i-oceivlng  nation- 
wide distribution  to  olube. 
schools  and  organizations  Inter- 
ested in  traffic  safety.  Hor.jJ 
police  and  highway  patrol  depai-w 
ments  In  the  state  and^^n 
Chicago  have  viewed  thls^^im 
ai:d  pralee   it  highly.         ^^ 

"Halllbrend"  ie,  the^Kfirowth 
of  an  appeal  made^^Pt  year  by 
President  ElsenlioM|^to  leaders 
In  American  busLj^s  and  industr;.- 
to  Join  In  a^^jside  to  cjt  down 
the  tpsmaj^nus  toll  taken  on 
stree'^irw  hi^.ways. 


The  company's  internal  house  organ  is  a  key  spot  for  film  announce- 
ments, heightens  employee  interest  and  participation. 


BUSINESS     SCREEN     MAGAZINE, 


suppnitinjj  tlie  shuwiii^  of  their  film. 
The  Case  of  Officer  HoUibrand.  Dur- 
ing the  five  show  nights,  some  2.492 
people  I  including  66  complimentary 
passes  I  attended  the  theatre." 

The  attendance  increase  at  the 
State  Theatre  is  significant  because 
of  the  voluntary  quality  of  the  audi- 
ence. The  possibility  that  part  of  the 
audience  came  primarily  to  see  the 
Hollywood  musical,  the  fact  that  the 
extra  advertising  also  called  more 
attention  to  the  entertaimnent  film, 
does  not  detract  from  the  merit  of 
this  kind  of  progrannning. 

The   theatrical   bill   |irogramming 


makes  seeing  the  safety  film  a  popu- 
lar imperative,  part  of  the  "must 
see  it.  don't  miss  it"  magnetism 
which  sells  entertainment.  The  pub- 
lic sees  and  hears  that  the  sponsor 
is  proud  of  his  film:  it  is  unique,  it 
belongs  in  the  attention  circle.  The 
pr  film  is  a  company  show-piece  and 
as  such  it  deserves  and  benefits  from 
the  celebrity  treatment. 

Mr.  V^'ilson.  the  theatre  manager, 
evidently  was  satisfied  that  the 
double  bill  was  a  winner.  He  ex- 
tended the  HnUibraud-Fair  tf  ealher 
I'rogram  two  days  beyond  the  origi- 
nal three-day  schedule.  1^^ 


DISPLAYS    FEATURE    POSTER    AND    POLICE    EQUIPMENT 


Local    merchants    are    often    glad    to    "tie-in"    with    sponsored 
film;  either  theatrical  or   16mm  showings  can  be  promoted. 

Here's  a  Check-List  of  the  Film  Promotion  Media 


■♦f  Taking  a  cue  from  the  Ohio  Oil 
Company  report.  Business  Screen 
here  presents  a  checklist  review  of 
media  awaiting  the  sponsor  who 
wants  to  be  sure  of  doing  business 
with  his  film: 

Press  —  In  Philadelphia  and  in 
Findlay  "nearly  everybody"  reads 
the  newspaper.  Promotion  in  daily 
and  v\eeklv  newspapers  stamps  the 
sponsored  film  as  "news."  something 
of  importance  to  the  community; 
paid  advertising  in  the  general  press 
amusement  pages  speaks  to  the  wide, 
market-going  public.  Feature  stories 
and  display  advertising  in  general 
and  trade  magazines  and  articles  in 
company  publications  likewise  reach 
a  large  public  and  give  the  film  a 
more  permanent  prestige. 
#        »        * 

Television  —  Besides  its  mass-audi- 
ence value  as  an  actual  theatre,  tele- 
vision's ability  to  reproduce  the 
motion  picture  makes  it  a  lively 
promotional  medium.  Trailers  and 
spot  announcements  can  do  the  same 
job  for  the  sponsored  film  that  they 
do  for  the  entertainment  feature  — 
delivering  powerful  "coming  attrac- 
tions" right  into  the  parlor.  The 
film  s    community    significance   can 


be  authenticated  in  t\  s  numerous 
public  service  shows. 

a  «  « 

Radio  —  The  Ohio  Oil  Company 
made  full  use  of  radio  to  keep  the 
title  The  Case  of  Officer  Hallibrand 
echoing  through  Findlav  homes. 
Stressing  the  timely,  informational 
worth  of  the  film  in  brief,  clear  pro- 
motional copv  can  merit  comment 
from  newscasters.  Radio  connner- 
cials  have  a  bulletin  effect,  repeated- 
ly reminding  the  listener  to  see  the 
film  now. 

ij  w  is 

Direct  Mail  —  Here,  in  precisely 
tailored  forms,  is  the  secret  service 
of  promotional  media.  Often  thought 
of  as  only  a  method  for  reaching 
special  audiences,  direct  mail  can 
help  draw  the  major  public.  By 
"pen-pointing"  a  personalized  mes- 
sage to  organizational  heads  and 
community  leaders,  underscoring  the 
films  part  in  some  efifort  with  which 
these  authorities  are  concerned,  di- 
rect mail  soon  speaks — through  this 
leadership  —  to  the  active  groups 
which  form  the  public. 
«        »        « 

Billboards.  Posters.  Showcards  — 
Traditional,    these    elementary    an- 


THEATRE  BILL  ADVERTISING  TIE-INS  PROMOTE  OHIO  OIL  PICTURE 


.  LAST  PAY'    IN  CIvrMASCorr - 


MICHAEL   RENNIK  ■*•  ANTHONY  QUINN  IN    SEVE.N  CITIES  OF  COLD" 


STARTS 
SUNDAY 


FEATURETTE 


"THE  CASE  OF  OFFICER  HALLIBRAND" 

In  this  tense  drama  of  a  traffic  policeman  you'll  see 
demonstrated  vividly  the  most  important  thinjr  in  safe 
driving — the  attitude  of  the  driver  behind  the  wheel. 

Here,  mark&d  by  realism  and  trag:edy,  is  a  vital  lesson 
for  everyone  whose  careful,  intelb'sent  driving'  can 
mean  real  safety  on  our  highvvay.s.  We  urge  jou 
to  see  it! 


Presented   in    the   public    intereat   by   The   Ohio   Oil    Company 


L 


HALLIBRAND"  FEATURETTE  AT  2:40  4:-e  7:00  &  9:10 


Typical  of  State  Theatre  ads  was  this  two-column  display  which   gave 
prominent   space   to   traffic    safety   feoturette    on    program    that   week. 


nouncements  remain  basic  media 
for  telling  people  "there  s  a  show 
coming!"  .  .  .  for  keeping  the  film 
title  and  the  sponsor's  name  where 
the  world  passes  bv. 


Theatre  Trailers — Using  the  mo- 
tion picture  theatre  itself  as  a  media 
for  promoting  the  sponsored  film- 
to-be-shown  is  tried  and  true:  There 


sits  the  verv  audience  the  sponsor 
wants  for  his  picture.  Give  them  a 
preview,  tell  them  about  the  film, 
bring  them  back  to  see  it.  ^ 

Editor's  Note:  because  promotion 
is  one  of  the  real  keys  to  successful 
film  use.  further  articles  on  this  sub- 
ject are  in  preparation  for  early 
issues  in  19.56. 
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Ensemble  number  in  Studebaker's  musical  show  "The  Big  Story"  introducing  the  company's  1956  model  line. 


Tale   of   Holland  Bulbs 

S|»oii^<»r:    Till-    Uiilh    (irouf^rs    of 

ilullaii.l. 
Till*':    'I  lie  Fromisi'  of  Sj>rin^.   18 

tniiK.  c(jl(>r.  jjriKlii'rd  li\    O.P.M. 

Production:?.  Inc. 
+  'lhis  film  tells  the  stor\  of  u 
\oung  couple  who  move  to  the  sub- 
urbs anil  sturt  planning  a  Spring 
garden  from  scratch.  Luckily,  their 
neighbor  is  Fred  Rockwell,  senior 
cditoi  of  Flower  Grower  Magazine, 
who  provides  them  with  much  use- 
ful advice. 

From  planning  to  planting,  the 
garden  progresses  famously  until 
six  months  later  tulips,  hyacinths 
and  daffodils  of  many  colors  and 
varieties  are  in  full  bloom. 

The  Promise  oj  Si>riiig  is  being 
disli  ibuted  on  free  loan  by  Films 
of  the  Nations  Distributors.  Inc..  62 
Vvcst  4.5th  St..  New   '^  iirk.  ^ 


StudGhaker  Unveils  195B  Models         "Behind  Ynnr  Telephone  Bill" 


Live  Musical  and  Films  Presented  at  Dealer  Meetings 


STYLE.  POWER,  color,  star  per- 
formance —  the  very  points  of 
appeal  that  automobile  salesmen 
use  to  sell  their  high-powered  wares 
—  recentlv  were  used  bv  the  Stude- 
baker  Corporation  to  sell  its  dealers 
on  the  new  Studebaker  models.  The 
sparkle  and  rhythm  with  which 
Studebaker  generated  sales  enthusi- 
asm w  as  contained  in  a  live-musical- 
filin-saniple  package  show  which 
toured  the  country  and  picked  up 
~o  much  momentum  that,  enroute. 
it  took  to  the  sky. 

Giving  Studebaker  dealers  some- 
thing to  sing  about  was  The  Big 
Slory  which  originated  at  the  Stude- 
baker convention  in  the  Mark 
Hellinger  Hotel.  Detroit,  then  went 
to  New  York  City  with  the  an- 
nouncement of  new  models  to  deal- 
ers. Thereafter,  the  show  started  its 
planned  tour  across  the  nation  by 
train  and  truck.  The  demand  for 
the  show  grew  so  rapidU  that  the 
whole  production  sometimes  was 
flown  from  one  citv  to  another  to 
meet  tight  srhedules. 

Lively  Musical  tor  Morale 

Produced  by  Regan  Film  Produc- 
tions. Inc..  Detroit.  The  liig  Story 
was  composed  as  a  live  musical  re- 
\ ue  with  original  music  and  dance 
numbers  which  gave  a  personal, 
lyrical  touch  to  sales  campaigns. 
The  musical  s  purpose  was  to  build 
morale,  to  get  dealers  whistling  the 
Studebaker  sales  tune.  Clinching  the 
sales  story  were  a  color  motion  pic- 
ture and  eight  sound  slidefilms  used 
b\  dealers  later  as  sales  prepara- 
tion follow-up.  The  nioti()n  picture. 
Translars.   gave   the   dealers    a    12- 


minule  preview  of  the  entire  ne» 
Studebaker  truck  line  —  sparing 
the  corporation  the  burden  of  carr\  - 
ing  the  trucks  as  part  of  the  show. 

Slidefilms  on  Sales  Points 

Three  of  the  dealer  sound  slide- 
films  covered  the  selling  of  Stude- 
baker's new  line  of  passenger  cars; 
one  slidefilm  featured  the  sponsors 
new  sports  model;  two  slidefilms 
stressed  truck  prospecting  and  mer- 
chandising and  two  others  beamed 
information  on  used  car  merchan- 
dising. 

The  musical  revue  has  completed 
its  salutary  tour  but  the  motion  jjic- 
ture.  Transtar.  continues  to  do  a  jol» 
for  Studebaker  —  now  as  a  direct 
sales  tool.  It  has  been  distributed  to 
all  zone  and  district  offices  to  en- 
able salesmen  to  show  prospects 
Studebaker  trucks  in  action.  'J- 

The  Colorful  Story 
Behind  Lees  Carpets 

S|><insor:    James    Lees    and    Sons 

(.!ompan\ . 
Title:    Amazing    If  hal    Color    Can 

Do.   12  min..  color,  produced  b\ 

On  Film  Incorporated. 
M  Boris  Kaufman,  last  years  Acade- 
m\  \ward  winner  for  cineniatogra- 
phv  of  the  low-key.  biiw  feature  On 
the  Walerjronl.  has  turned  his  tal- 
ents to  this  new  film  which  features 
color  as  its  main  subject.  Outcome; 
an  exceptional  picture. 

.Aimed  at  audiences  of  women. 
exclusively,  the  film  shows  how 
color  can  var\  the  mood  and  atmo- 
sphere of  a  home. 

Distribution  is  by  .Association 
Films.  Ini.  © 


A  New  American  Telephone  Picture  Takes  Customer  Behind  Scenes 

Sponsor:    .American   Telephone 

and  Telegraph  Compan\. 
Title:  Behind  )  our  Telephone  Bill. 

1.5  min..  color,  produced  by  John 

•Sutherland  Productions. 


+  Behind  )  our  Telephone  Bill  shows 
the  complications  of  servicing  and 
keeping  track  of  millions  of  tele- 
phones and  daily  calls,  and  how  the 
new  electronic  machines  are  simpli- 
fying and  speeding  up  the  process 


RIGHT 

This  film  scene 

is  from  the  recent 

A.T.&T.  motion  picture. 

Shows  how  modern 

I.B.M.  equipment  adds 

to  speed  and  accuracy 

of  billing  detail 

throughout  the  nation. 


so    that   bookkeeping    costs    on    this 
gigantic  scale  are  reduced. 

The  combination  of  animation 
and  live  action  in  the  picture  illus- 
trates vividly  how  the  electronic 
age  is  taking  over  the  mechanical 
end  of  human  endeavor.  A  clever 
commentarv  in  \erse  lightens  the 
subject  matter.  It  is  a  film  suitable 
ior  all  audiences  and  will  be  dis- 
tributed through  Telephone  Com- 
pan\   channels.  5|* 


LEFT 
Through  modern 
electronic  equipment, 
customer  records  are 
maintained  by 
telephone  offices; 
helping  keep  track  of 
millions  of  telephones 
now  in  daily  use. 
Scene  from  "Behind 
Your  Telephone  Bill." 
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and  raises  his  blood  pressure  and 
profanitN. 

Explanatory  Interlude:  An  in- 
structi\e  demonstration  b\  experts 
shows  hoH  ordinary  zippers  get 
stuck  and  «h\  the  giant  Conmatic 
zipper,  because  of  its  special  con- 
struction, can  t  get  stuck.  It  prevents 
jams  before  they  start.  Many  opti- 
cals  and  trick  animation  shots  sup- 
plement the  dramatic  action. 

Happy   Ending:  Dad.  Mother  and 


matic  zippers  that  al\\a\s  \\< 
a  charm. 


rk  like 


Below:  remember  that  golf  foursome 
spoiled   by  a   zipper   that  stuck? 


Zip!  Away  Go  Domestic  Prolilems 

Conmar  Sales  Picture  in  Color  Heralds  the  Jam-Free  Zipper 

Sponsor:  Conmar  Products  Cor- 
poration. 

Title:  Conmatic.  20  min..  color. 
Produced  by  Sound  Masters.  Inc. 

•¥  Conmatic.  a  concise  color  film 
merchantdrama.  will  be  shown  to 
garment  manufacturers  and  store 
buyers  to  convince  them  of  the  im- 
portance of  a  jam-free  zipper  for 
the  clothing  they   make  and  sell. 

Conmatic  was  produced  for  Con- 
mar Products  Corporation  bv  Sound 
Masters.  Inc..  \ew  York,  under  the 
supervision  of  the  Dowd.  Redfield 
&  Johnstone  agency.  In  plavlet  form, 
the  film  presents  typical  situations 
that  cau.se  anger,  exasperation,  dis- 
appointment and  delays — situations 
due  to  ordinary  zippers  that  jam  at 
critical  moments: 

The  Show  Didn't  Go  On! 

Ad  I.  Mr.  \  Mrs.  J..hn  T.  Zilch. 
with  .SO.fiO  theatre  tickets,  are  dress- 
ing for  the  show.  The  zipper  on  Mrs. 
Zilchs  dress  sticks  midwa\  and 
neither  she  nor  Mr.  Z.  with  franlii 
effort,  can  do  anything  about  it. 
Curtain  time.  8:4.5.  goes  bv.  .An  e\e- 
ning  spoiled  and  a  dress  condemned. 

Act  2.  One  fine  morning  little 
Dickie  Zilch  is  ready  for  school 
bright  and  early.  The  zipper  on  his 
jacket  gets  stuck  and  neither  he  nor 
mother,  try  as  thev  will,  can  get  il 
to  do  anything  but  stick  tighter  and 
tighter.  Dickie  is  late  for  srbool 
again. 

How  to  Ruin  a  Golf  Gome 
Act  3.  On  a  weekend.  Dad.  a  low 
handicap  golfer,  about  to  start  off 
for  an  exciting  foresome.  zips  his 
jacket  —  no,  the  zipper  jams  and 
chews  in  deep.  Like  a  bulldog  on  a 
rag,  it  defies  Dad's  vigorous  efforts 

Rehearsing  a  scene  for  "Conmatic"  ore 
(third  from  left)  with  actors  Allen  Fran 
the  agency  looks  on. 


Index  of  Sponsored  Films 

♦  \  ccMnplete  review  of  sponsored 
films  which  appeared  in  the  editorial 
|iages  of  BtsiNiiss  Screen  during 
this  year  will  be  a  feature  of  the 
Sixth  Annual  Production  Review  Is- 
sue, out  in  Februarv,  1956.  Titles, 
sponsors  and  producers  are  anno- 
tated in  this  useful  report  to  our 
readers  in  the  industrv.  y^ 

Roy  Gibson,   Sound  Masters'   director 
k   and   Kote   Dowd   as   Max   Sopan   of 


This   homely   farm   scene   is   from    Pfizer's   new   "Victory   Over   Scours." 

Key  to  Livestock  Hejiltti  fv  Profits 

"Victory  Over  Scours"  Shows  Pfrzer  Antibiotics  at  Work 

healthier    and    more    pro- 


Sponsor:  (!has.  Pfizer  &  Co..  Inc. 
Title:    /  iiiory  Over  Scours.    13':; 

mill..  ( iilor.  produced  by  Campus 

lilni    Productions.   Inc. 

■♦f  Al  oijc  time,  almost  a  third  of  the 
little  pigs  born  each  year  never  went 
to  market.  Too  many  pigs  and 
calves  were  caught  up  in  a  devastat- 
ing and  highly  contagious  intestinal 
disease  called  scours. 

In  the  past  decade,  however,  anti- 
biotics have  been  discovered  which 
arrest  and  cure  the  disease  almost 
magically.  Important  among  these 
is  Terramycin.  a  trade-marked  prod- 
uct of  the  Pfizer  Co. 

t  ictory  Over  Scours  tells  how  one 
farmer  finds  the  disease  in  his  herd 
and  how  he  puts  the  antibiotic  to 
work  for  a  (|uick  cure.  Other  scenes 
show  the  Pfizer  research  laboratory 
in  Indiana  where  constant  experi- 
ment and  de\elopment  go  on  to  keep 


livestock 
ducti\e. 

The  film  is  more  than  a  medical 
report  —  it  is  a  human  document  of 
American  farming.  y' 

Antibiotics  are  the  answer  to  health- 
ier  livestock   and   more   farm   profits. 


"The  Long  Street"  Shows  Might  of  Road   Construction 


Sponsor:    Ingersull-llaiRl. 

Title:    The  Long  Street.   28  min.. 

biw.  produced  by  Princeton  Film 

Center.  Inc. 
■♦t  The  Long  Street  is  another  spon- 
sored eye-opener  about  the  world 
of  wonders  industry  creates.  Here 
is  a  superman  show  to  bumble  the 
circus.  What  big  ring  attraction 
could  duplicate  the  feat  of  simple- 
seeming  air  drills  that  slice  off  huge 
slabs  of  rock  as  easilv  as  junior 
chews  off  a  piece  of  Mackintosh 
apple? 

The  Long  Street  is  any  American 
super-highway    under    construction. 


IjccaLisc  the  cnn.-ti  uction  site  is  ni.tt 
open  to  the  public,  the  "how"  of  the 
job  done,  as  well  as  the  "why  of 
it.  would  remain  a  mystery  to  the 
public  if  it  were  not  for  films  like 
this  which  can  be  seen  by  millions. 
The  film  combines  the  fascination 
of  .American  industry  at  work  with 
an  explanation  of  the  need  for  high- 
ways. IngersoU-Rand  equipment  is 
not  the  most  deliberately  compli- 
cated in  industrv's  bag  of  tricks  but 
the  drills  have  the  power  that  makes 
for  unusual  excitement.  The  Long 
Street  will  carr>  the  Ingersoll-Rand 
product  story  to  the  public  on  t.v.  y' 
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PICTURES    OF    THE    YEAR:    A    REVIEW    OF    FILM    AWARDS 


AIU^  1)1    )ci   ri<)]nil.Moii 

Spdiisor:  (itiicial  Motors  Coip 

I'rotliuci:  Souncl  ^I;l^lcl■s,  lin. 

Golden  Reel  Award 


Accounting:    l.angiiage  ot 

lUisiiitss 

S|)(>iisor:  American  Iiisiiiiin-  ol 

A<coiiiilaiils 

Piotliicer:  W'ikliiii;  I'litiiit- 

I'loduclioiis.  liK . 
Scholastic  Teacher  Award 


All  I   Need   Is  a  Conference 

Sponsor:  General  Electric  Go. 

PiodiKcr:   Henrv  Strauss  &  (;<)., 

inc. 

Glevcland  Festival  "Oscar" 


All  Out  for  Safety 

S|jonsor:  Xat'l  Salety  Ciouncil 
Producer:  Sana.  Inc. 

Nat'l  Goniiiiittee  on  Films  lor 
Salety  Merit  .\uard 

America  For  Me 

Sponsor:  Grevhound  Lines 
Piodiicer:  |err\  Fairbanks 
Productions  of  Galilornia 
Scholastic  Teacher  Award 

American   Farmer 

.Sponsor:  Fold  Motor  Goni])any 

Producer:  .MPO  Productions.  Inc. 

Scholastic  1  eacher  .\ward 


And  Now  Miquel 

Sponsor:  I'.S.  Information  .\gcv. 

Producer:   Joseph  Rnimuold 

Golden  Reel  .\ward 

Atom  Goes  To  Sea 

Sjjonsor:  General  Electric  Co. 

Producer:  John  Sutherhuid 

Productions,  Inc. 

Boston  Festival  First  .\ward 

Scholastic  Teacher  Award 

Atomization 

Sponsor:  Shell  Oil  Cionipan\ 

Columbus  Festival  ,\ward 

Before  They   Happen 

Sponsor:  Natl  Board  of  F'ire 

Undenvriteis 

Pro<hi(tr:  .\udio Productions.  Inc. 

Boston  Festival  First  ,\vvard 

Nat'l  Committee  on  Films  for 

Safety  Plaque 

Big  Scot 

Sponsor:  .\nlieusei  Busch  Co. 

Pr<xlucei :  W'ildinjj  Picture 

Piodirftions.  Inr. 

Columbus  Festival  .\waid 

Stamford,  Edinburgh  festivals 


Birds  of  the  Prairie 

Sponsor:  .Minneapolis  .Molinc  Co. 

Producer:  Martin  Bovev  Films 

Columbus  Festival  .Award 


Boston:  City  of  Yesterday 

and  Tomorrow 
Sponsor:  Boston  CJiamber  of 

Commeice 

Pioduccr:  .Martin  Hovev  Films 

Columbus  Festiv:il  .\w:ii(l 


46 


These  sponsored  motion  pictures  were  honored  by  awards  made  dur- 
ing 1955  at  various  civic  film  festivals,  the  Freedoms  Foundation 
national  competition;  selections  made  by  the  National  Committee  on 
Films  for  Safety  and  at  the  International  Festivals  held  at  Edinburgh, 
and  Venice.  Primary  interest  is  given  to  sponsored  subjects. 


Breathe  and  Li\'e 

Sponsoi :  Dcpt.  ot  the  Navy 

Pioducer:  Bvion.  Inc. 

.Nat'l  Committee  on  Films  lor 

Safety  Plaque 


Bronchopulmonary  Segments 

Sponsor:  Pfi/er  Laboratories 

Producer:  Campus  Film 

Pioductions.  Inc. 

Cleveland  Festival    "Oscar  " 

Venice  International  Festival 


The  Canada  Goose 

Spcjiisor:  Reminfiton  .\rnis  Co. 

Producer:  MPO  Productions.  Inc. 

Stamford  Festival  .\\vard 

Challenge  for  Tomorrow 

Spcjusor:  .Santa  Fe  Railway 

Pioducei :  Haiold  Kite 

Nat'l  Ccjmmittee  on  Films  for 

Safetv  Merit  .Award 


The  C'haiiging  .American 

.Market 

Sponsor:  "Finie.  Inc. 

Producer:  Transfilm,  Inc. 

Golden  Reel  Merit  Certificate 

Clean  Waters 

Spcjnsor:  General  Electric  Co. 

Producer  Raphael  G.  Wolff 

Studios.  Iiic . 

Boston  Festival  .Second  .Vward 

Cleveland  F'estival  "Oscar" 
Golden  Reel  Merit  Certificate 


Counter  Measures 

Spcjnsor:  Eastman  Kcjdak  C!o. 

Producer:  Informational  Films 

Div..  Eastman  Kodak  Co. 

Golden  Reel  .Award 

Cloud  Over  Ohio 

Sponsor:  Standaiil  Oil  Co.  (Ohio) 

Producer:  Maslowski  Productions 

Golden  Reel  Merit  Certificate 

Delaware  River.  Port  of 

Oijjjortunity 
Sponsor:  1  he  Delawaie  Rivei 

Pcjri  .Authority 
Producer:  Louis  W.  Kellman 

Productions 

Golden  Reel  .Merit  Ccrtific;ne 

F'dinbingh  International  Festival 


Dearborn  Holiday 

Sponsored  and  prcxluced  bv  Ford 

Motor  Ccmipany 

Golden  Reel  Merit  CiitirKim 


Dear  Mr.  Customer 

Spoirsor:  Reuben  FI.  Doinielley 

Cior[)c)r;iticjn 

Producer:   John  Sutherhuid 

Pioductions.  Inc. 

Golden  Reel  .Merit  Certificate 

Dick  Wakes  Up 

Sponsor:  .American  .Automotive 

.\ssoc  iation 

Producer:  Fred'k  K.  Roikeit  Cio. 

Nat'l  Committee  on  Films  lor 

Safety  Merit  .Award 

Every  1,000  for  Safety 

Sponsor:  Sinclair  Retinins  Co. 

Prcxiucer:  Atlas  Film  Corp. 

Nat'l  Committee  on  Films  for 

■Safety  Merit  .Award 

Ether  Analgesis  for  Cardiac 
Surgery 

Sponsor:  E.  R.  Sc|uibb  it  Sons 

Producer:  .Audio  Productions,  Inc. 

Golden  Reel  Merit  Certificate 


Eye  to  the  Unkno^vn 

Sponsor:  Consolidated 

Engineering  Corp. 

Producer:  Jack  L.  Copeland  it 

.Associates 

Cleveland  Festival  "Oscar" 

Facts  -Abotit  Self-Opening  Die 
Heads  and  Self-Collajising 

Taj3s 

Sponsor:  Geometric  1  ool  Co. 

Producer:  1  he  Jam  Handv 

Organi/ation,  Inc. 

Golden  Reel  Merit  Certificate 

A  Family  .Affair 

Sponsor:  .Mental  Health  Film  Bd. 

Producer:  .Afhli:itecl  Film 

Produce! s.  Inc. 
Cleveland  Festival  "Oscar" 
Columbus  Festival  .Award 

The  Fantastic  "500" 

Sponsor:  Perfect  Circle  Company 

Producer:  Dvnamic  Films.  Inc. 

Ciolden  Reel  Merit  Certificate 

Freedom  to  Learn 
Sponsor:  .Nat'l  Echic:itioii  Assn. 

Producer:  .Agrafilms.  Inc. 
(Jolden  Reel  Merit  Certificate 


The  Cierm 

Sponsor:  I'nited  States  Steel  Corp. 

Producer:  Wilding  Picture 

Produc  lions.  Inc . 
(  oliinibiis  FCsI  iv  id    \vs  .ird 


Class  and    Niui 

Sponsor:  (horning  Glass  Works 

Producer:  Paul  Ilaiue 

Productions,  inc. 

Golden  Reel  .Award 

Edinburgh  International  Festival 

The  Greatest  Good 

sponsor:    I  he  L'pjohii  Companv 

I'loducer:  Wilding  Picture 

Productions.  Inc. 
Columbus  Festival  .Award 


Hard    Brought   Uj) 

.Spcjnsor:  Mississippi  State  Uept. 

of  Public  Wellare 

Producer:  Potomac  Film 

Producers,  Inc. 

Golden  Reel  Merit  Certificate 

Hawaiian   Hospitality 

Sponsor:  Matson  Lines 

Producer:  Flore:i  and  .Associates 

Kentuckiana  Festival  .Award 


Hereford  Heritage 

Sponsor:   American  Fleielord 

.\ssc")(i;ition 

Producer:  .MPO  Picjductions.  Inc. 

Cleveland  Festival  "Oscar" 

Golden  Reel  .Merit  Certificate 

Highway  By  the  Sea 

Sponsor:  Ford  Motor  t;oni])aiiy 

Producer:  Dynamic  Films.  Inc. 

Columbus  Festival  .Award 

.Scholastic  Teacher  .Award 


Hooray  for  Homer 

Sponsor:  Baltimore  k  Ohio  R.R. 

Producer:  I'nited  Productions 

Nat'l  Committee  on  Films  for 

Safety  Plaque 

Honduras 

Sponsor:  I'nited  Fruit  Company 

Producer:  Willard  Pictures,  Inc. 

Scholastic   I  eacher  .Award 


Horizons  of  Hope 

Sponsor:    Allred  P.  Sloan 

F'ouiKhition 

Pioducer:   John  Sutheiland 

Pioductions.  Inc. 

Boston  Festival  Second  Award 

Columbus  Festiv:il  .Aw;ird 

Golden  Reel  .Award 

Hurricane  Sisters  SweejJ 

New   Kni^land 

Sponsor:  .New  Enghiiid  I  elephone 

S:  relegra|)li  Comp:iiiv 

Producer:   Audio  Productions. 

Inc.* 

Columbus  Festival  .Award 

Incredible   Journey 

.Sponsor:  Sine  lair  Refinins;  Co. 

Prodiuei:  Wilding  Picture 

Productions,  Inc. 

Boston  Festival  .Second  .Award 


Indian  Ceremonials 

Sponsor:  Santa  Fe  Railioiid 
PrcKhuer:  Ernest  Kleiiiberg 
Columbus  Festival  .Vvv:mc1 

•Fncilage  I)\    IV  Ncwsrccl  (.imeiiunen) 
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111  die  Beginning 

Sponsor:  Sotonv  Mobil  Oil  Co. 

Producer:  Gate  &  McCilone 

Srholastic  Teacher  Award 

It's  E\erybody's  Business 

Sponsors:  Chamber  ol  Commerce 

of   the    United    States   and    E.    I. 

duPoiit   de   Nemours  S;  Company 

Producer:   John  Suthciland 

Productions.  Inc. 

Freedoms  Foundation  .\kdal 

.\ivaitl 

It's  Your  Decision 

Sponsors:  .American  Economic 

F'oiuidation,  \\'estini;housi 

Electric  C^orp. 

Freedoms  Foundation  .Micl:d 

.Award 

Johnny's  New  World 

Sponsor:  Nat'l  Society  lor  the 

Prevention  ol  Blindness 

Prochrcer:  Films  lor  Public  Serx  ice 

Golden  Reel  Merit  Certificate 

Leather  in  Your  Life 

Sponsor:  .American  Leather 

Industries 

Producer:  Dynamic  F'ilms.  Inc. 

Columbus  Festival  .Award 

Letter  from  Pasqiiale 

Sponsor:  Cc}nnniinit\  Chest  of 

.Allegheny  Counlv.  Pa. 

Producer:  Mocle  An  Pit  tines.  Inc. 

Cleveland  Festixal  "Oscar" 

Lung  Cancer— The  Problem 

of    Early  Diagnosis 

Sponsor:  .American  Cancer  Society 

Producer:  Audio  Prcxluciions,  Inc. 

Golden  Reel  Merit  Certificate 

A  Massachusetts  Holiday 

Sponsor:  .Massachusetts  Dept.  of 

Commerce 

Producer:  Bay  State  Film 

Productions,  Inc. 
Boston  Festival  First  Award 

Men,  .Steel  and  Earthquakes 

Sponsor:  Bethlehem  Pacific  C:oast 

Steel  Corporation 

Producer:  Gene  K.  Walker 

Productions 

Golden  Reel  Merit  Certificate 

Mrs.  Hazard's  House 

.Sponsor:  Prudential  Insurance 

Company 

Prcjducer:  King  Hcjrton 

Productions 

Natl  C^ommittee  on  Films  Icjr 

Safety  Plaque 

The  Nine  Lives  of  A  Salesman 
Sponsor:  Pan  .American  \\'orld 

.Airways 

Producer:  Henrv  Strauss  it  Co.. 

Inc. 

Cle\cland  F'esti\al  "Oscar" 

Golden  Reel  Merit  Certificate 


Ol  lime  and  Salesmen 
Sponsor:  Dun  &  Bradstreet 
Producer:  Wilding  Picture 

Productions,  Inc. 
Cohnnbus  Festival  .Award 

One  Way  Left 

Sponsor:  .American  Association  of 

.Motor  \'ehicle  .Administrators 

Producer:    I  antamount  Pictures 

Nail  C^tinmiittee  on  Films  tcjr 

.Salety  Plaque 

One  to  a  Customer 

Sponsored  and  produced  b\  .\elna 

Casually  )t  Surety  Coni])any 

Kentuckiana  Festival  Award 

0])eration  Attic 

Sponsor:  Western  Pine  Assn. 

Producer:  Photo.Art  Ccjninurc  i:il 

Studios 

Columbus  Festival  .Award 

Paddle  a  .Safe  Canoe 

Sponsored  and  produced  by  .Aetn;i 

Casualty  &  Surety  Co. 

Golden  Reel  Award 

Pattern  for  Chemicals 

Sponsor:  Shell  Oil  Comp;iny 

Producer:    lomlin  Film 

Productions.  Inc. 

Columbus  Festival  Award 

Pay  Day 

Sponsor:  Santa  Fe  Railroad 

Producer:  Harold  Kite 
Columbus  Festival  .Award 

The  Perfect   Crime 

Sponsor:  Caterpillar  Tractor  Co. 

Producer:    I'he  Cahin  Company 

Cleveland  Festival  "Oscar" 

Nat'l  Committee  on  Films  lor 

.Safety  Plaque 

The  Pirogue  Maker 
Sponsor:  Esso  Standard  Oil  Co. 

Producer:  .Arnold  Eagle 
X'enice  Festival  (Special  Xlention) 
Edinburgh  International  Festival 

Productive  Maintenance 

Sponsor:  General  Electric  Co. 

Producer:  Wilding  Picture 

Produclions.  Inc. 

Golden  Reel  .Merit  Certificate 

The  Purple  Cow 

Sponsor:  .American  Leather 

Industries 

Producer:  Dynamic  Films,  Inc. 

Golden  Reel  Meiit  Certificate 

Columbus  Festival  .Award 

The  Road  For^vard 

Sponsor:  Kralt  Foods  Company 

Producer:   [cMin  Sutherland 

Productions,  Inc. 

Golden  Reel  Merit  Certificate 

Rosary  of  the  Missions 

Sponsor:  L'.S.  Information  -Agcy. 

Producer:  Ciascade  Pictures  of 

California 
Golden  Reel  Merit  Certificate 


1  he  Rules  of  Ciolf  Eticiuette 

Sponsor:  I'.S.  Golf  .Association 

Producer:  Nat'l  Educational 

Films.  Inc. 
Golden  Reel  Merit  Certificate 

The  St.  John's  Story 

Sponsor:  St.  [ohn's  College 

Producer:  F'ordel  Films.  Inc. 

Golden  Reel  .Merit  Ciertificate 

Edinbiugh  International  Festival 

Saugus  Ironworks  Restoration 

Sponsors:  .American  Iron  and  Steel 

Institule.  First  Ironworks  .Assn. 

Producer:  Filndax  Productions 

Golden  Reel  .Award 

The  Second  Hundred  Years 

Sponsor:    1  he  Caane  Companv 
Prcxiucer:  Wilding  Picture 

Productions.  Inc. 
Kejitucki:uia  Festival  .Awaid 

Shooting  the  Safe  Way 

Sponsor:  Geophysical  Corp. 

Producer:  "I'elepi.\  Corp. 

Nat'l  Committee  on  F'ilms  lor 

Safety  Merit  Certificate 

Showman  Shooter 

Sponsor:  Olin  Malhieson 

Chemical  Ccjrp. 

Producer:  .Sound  .Masters.  Inc. 

\'enice  Festival  .Award 

Song  of  the  Feathered 

Serpent 

Sponsor:  P.  l.orrillard  Company 

Producer:  .Alan  Shilin 

Productions 

Scholastic  Teacher  .Award 

So  Small   My  Island 
Sponsor:  Pan  .American  World 

Airways 
Producer:  Heiny  Strauss  &:  Co., 

Inc. 

Boston  Festival  Second  .Award 

Cleveland  Festival    "Oscar" 

.Schtjlastic    I  eacher  .Awaid 

Stanilord  Film  Festival 

Story  of  Colonel  Edwin  Drake 

Sponsor:  .American  Petroleiuii 

Institute 

Producer:  Roland  Reed 

Productions,  Inc. 

Freedoms  Foundation  .MecLil 

.Award 

The  Story  of  Light 

Sponsor:  General  Electric  Co. 

Producer:  7  lanshlm-Geesink 

Prcxluttifjns 

Cohnnbus  Festival  .Award 

Golden  Reel  .Award 

Kentuckiana  Festival  Award 

There's  Color  in  Your  Life 

Sponsor:  Benjamin  Moore  &  Co. 

Pioducer:  Campus  Film 

Prcxluciions.  Inc. 

Golden  Reel  Merit  Certificate 


They  Believed  in  You 
Sjjonsor:  lllincjis  Agricultural 

-Associ;uion 

Producer:  Malcolm  Rippetau 

Freedoms  Foundation  .Medal 

Award 

Three  Steps  to  Start 

Sponsor:   American  Conununity 

Project.  .New  \'ork  L'niversity 

Producer:  International  Film 

Fcjundation 
Golden  Reel  .Merii  Certificate 


Three  to  Make  Ready 

Sponsor:   Instiliue  for  the 

Crippled  and  Disabled 

Producer:  Campus  Film 

Productions 

Golden  Reel  .Merit  Certificate 

To  Conserve  Our  Heritage 

Sponsor:  .Mimieapolis-Moline  Co. 

Producer:  .Martin  Bovev  Films 

Columbus  Festival  .Award 

Scholastic  Teacher  .Award 

The  Town  That  Came  Back 

Sponsor:  Ford  .Motor  Company 

Producer:  MPO  Pitxluctions,  Inc. 

Columbus  Festival  .Award 

Totally  New  Tire 

Sponsor:  I'.S.  Rubber  Company 
Producer:  Wilding  Picture 

Prcxluciions,  Inc. 

Columbus  Festival  .Award 

Kentuckiana  Festival  .Award 

Training  Is  Good   Business 
Sponsor:  Goodyear  Tire  & 

Rubber  C:ompany 
Producer:  Wilding  Pictuie 

Productifjns,  Inc. 
Columbus  Festival  Award 

Twenty-four  Hours 

Sponsor:   Amalgamated  .Meat 

Cutters  >c  Butcher  Workmen  of 

.North  America 

Producer:  New  World 

Produclions 

Golden  Reel  Award 

The  Valiant  Heart 

Sponsor:  .American  Heart 

.Association 

I'rcxlucer:  MPO  Productions.  Inc. 

Columbus  Festival  .Award 

Golden  Reel  Merit  Certificate 

The  Waiting  Harvest 

S])onsor:  I'nited  States  Steel  Corp. 

Producer:  Wilding  Picture 

Productions,  Inc. 
Columbus  Festival  .Award 

What  Makes  a  City  Great? 

Sponsor:  Greater  New  Aork  Fund 

Producer:  Transfilm,  Inc. 

Golden  Reel  Merit  Certificate 

Wild  Flowers  of  the  West 

Sponsor:  Richfield  Oil  Corp. 

Producer:  Fred'k  K.  Rockett  Co. 

Cleveland  Festival  "Oscar" 

Columbus  Festival  .Award 

Edinbuigh.  \'enice  Festivals 
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Typical   of  scenes   presented   in   two   new   sponsored   films   is   this   view  at   the 
Centennial   of   Farm   Mechanization    held   at   Michigan   State   U.    last   summer. 

Saqa  of  Mechanized  Farminq 

Centennial  of  Farm  Mechanization  Held  at  Michigan  State 
Brought  to  the  World  Through  Medium  of  Two  Sound  Films 


I\  Sweeping  Array,  implements 
of  the  industrial  revolution  in 
agriculture  were  viewed  b\  more 
than  a  third  of  a  million  persons 
who  visited  the  Centennial  of  Farm 
Mechanization  held  last  August  at 
Michigan  State  Lniversity.  East 
Lansing,  Mich.  Thanks  to  motion 
picture  sponsorship,  this  historically- 
significant  event  has  been  preserved 
for  many  millions,  both  at  home 
and  abroad,  who  could  not  attend 
the  Centennial. 

Climaxing  a  year-long  centennial 
celebration  of  the  universitv  s  found- 
ing as  the  first  agricultural  college  in 
the  world  —  and  the  first  land-grant 
college  in  the  I  nited  States  —  the 
Farm  Mechanization  exhibition  was 
the  site  of  two  sponsored  sound  mo- 
tion pictures:  The  Land  of  Plenty. 
produced  for  Goodvear  Tire  and 
Rubber  Co.  by  \^  ilding  Picture  Pro- 
ductions, and  fl' hen  Steam  ff'as 
King,  produced  for  J.  1.  Case  Co. 
bv  Atlas  Film  Cnr|i. 

600  Exhibits  Are  Presented 
More  than  two  \ears  of  intensi\e 
planning  were  required  to  transform 
the  dreams  of  Michigan  Slate's  agri- 
cultural engineers  into  the  multi- 
million  dollar.  lOO-acre  exposition. 
In  addition  to  the  6(K)  exhibits  in 
outdoor  area,  five  large  campus 
buildings  were  used  to  house  hun- 
dreds uf  additional  historical  and 
educational  exhibits.  Visitors  from 
all  over  the  I  nited  States  and  several 
foreign  countries  traversed  this  acre- 
age surrounded  by  what  has  been 
called  "the  most  complete  display  of 
farm  machinery  ever  assembled  in 
one  spot." 

Those  who  were  able  to  tour  the 
entire  area  saw  exhibits  not  only  of 
farm   machinerv   but   modern   farm 
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buildings,  transportation  equipment, 
farm  safety,  electrification,  irriga- 
tion and  drainage,  homes,  communi- 
cations and  atomic  energy.  For  the 
first  time,  some  farm  machinery 
companies  displayed  their  entire 
lines  of  equipment.  Other  manufac- 
turers demonstrated  new.  experi- 
mental machines  not  vet  on  the 
market. 

Era  of  Incredible  Change 
The  commercial  and  in>titutional 
motives  of  the  organizations  and 
companies  responsible  for  the  ex- 
position, and  the  firms  sponsoring 
the  films  documenting  it.  were,  in 
the  broadest  sense,  promotional:  by 
dramatically  exhibiting  the  ma- 
chinery which  has  made  possible 
the  incredible  changes  in  agricul- 
ture and  farm  living,  the  program 
was  meant  to  win  appreciation  for 
and  new  interest  in  the  researchers 
and  makers  of  this  progress. 

Slated  as  an  informational  pur- 
pose, the  "why"  of  the  exposition 
was:  To  dramatize  the  role  of  farm 
mechanization  in  the  development 
of  the  American  way  of  life:  In 
demonstrate  to  the  general  public 
how  less  than  1.5  per  cent  of  the 
population  is  producing  food  prod- 
ucts for  S.T  per  cent  through  the 
application  of  engineering  kno\^- 
how  to  farming:  to  recognize  the 
accomplishments,  over  the  past  cen- 
tury, of  the  farmer,  and  education: 
to  salute  the  land  grant  college  in 
America;  to  honor  individuals  and 
organizations  who  have  contributed 
greatly  to  agricultural  engineering: 
to  stimulate  thinking  for  the  fu- 
ture through  demonstration,  through 
complete  exhibits  of  modern  equip- 
ment, and  through  special  exhibits 
of  ideas  and  machines  of  the  future: 


to  present  an  unprecedented  rt-i-ortl 
of  automation  on  the  far.'u. 

Goodyear  Tire  &  Rubber 
Presents  "Land  of  Plenty" 

"♦^  I'mbablv  the  visitors  vviio  ajj- 
prcciated  the  significance  of  the 
exhibition  mf>st  fullv  were  those 
14.01)11  who  attended  an  explanatorv 
pageant  called  "Land  of  Plentv." 
This  thematic  pageant  depicted  two 
stories:  first,  the  storv  of  power  and 
machinery  and  its  effect  on  the  pro- 
ductive capacitv  of  our  farms:  the 
second,  the  story  of  the  i)rogress  in 
family  living  on  the  farm  —  and 
how  the  release  of  men  from  farm 
labor  to  fill  other  jobs  has  helped 
raise  the  standard  of  living  for  all. 
city  dweller  and  farmer  alike. 

The  unifying,  interpretive  value 
of  this  pageant  is  repeated  in  the 
sponsored  film  Land  of  Plenty  which 
reproduces  the  procession  of  early 
farm  implements  and  the  new  auto- 
mation machinery  to  show  how  the 
industrial  farmer  figures  in  our 
national  life. 

\  ievving  the  film,  those  who  won- 
dered   at   the   assemblage   of   tools. 


those  vvho  missed  the  pageant,  and 
those  who  missed  the  exposition  <an 
learn  the  meaning  oi  the  centennial, 
the  signifiianie  of  the  agricultural 
revolution. 

As  Goodyear  promotion.  Land  aj 
Plenty  will  reach  rural  and  urban 
groups  and  television  stations  via 
Modern    Talking    Picture    Service. 

o  »  » 

J.  I.  Case  Remembers 
"When  Steam  Was  King" 

*  Till-  .1.  I.  Ca-.  liim.  »  hru  <.l,;,ni 
If  an  king,  honors  sleam-powereil 
plowing  and  threshing  machinerv 
which  the  company  once  manufac- 
tured and  which  were  featured  at 
the  Centennial.  These  puffing  con- 
traptions were  mighty  pioneers  in 
automation  .50  years  ago  and  did 
much  to  begin  the  rapid,  world- 
changing  increase  in  farm  produc- 
tion. In  16mm  Kodachrome.  the 
film  re-creates  the  excitement  of 
steam-machine  farming  as  enacted 
at  veteran  threshermen  reunions. 

Premiered  at  Michigan  State  Uni- 
versity in  December,  the  film  will 
be  distributed  on  a  free  loan  basis 
from  J.  I.  Case  Co..  Racine.  Wis.  3" 


"Automation   Today"   Pictures   Mechanical   Handling 

■^  Mechanical  Handling  Svstems. 
Inc..  Detroit,  held  a  premiere  show- 
ing of  its  new  film  Automation  To- 
day, in  connection  with  its  part  of 
the  program  at  the  2nd  \iumal  In- 
ternational Automation  Fxposition 
in   Chicago.   November    14  through 


17. 

Produced  by  \  ideo  Films,  also 
of  Detroit,  the  35-minute  black  and 
white  16mm  sound  film  shows  how 
automation  has  been  applied  to 
lighten  man  s  load  in  a  varietv  of 
industries,  from  automotive  and  tire 
manufacturing  tc>  grocerv  ware- 
housing and  freight  handling. 

One  of  the  points  made  by  the 
film  is  that  automation  is  not  ne«. 
Described  as  the  "second  industrial 


revolution" .  the  technique  of  me- 
chanically organizing  production  fa- 
cilities is  said  to  have  started  in 
earnest  some  3.5  vears  ago.  Many 
of  the  ten  industrial  applications 
shown  in  the  picture  were  filmed 
several  years  ago.  They  were  com- 
bined with  footage  shot  as  recently 
as  October  of  this  year  by  \  ideo 
Films.  \  ideo  Films,  incidentally,  re- 
ports great  success  vv  ilh  the  new 
Eastman  Tri-\  negative  stock.  The 
film  permitted  photography  in  large 
plants  with  a  minimum  of  heavy 
lighting  equipment. 
Requests  for  showings  or  bookings 
of  the  film  should  be  directed  to 
\  ideo  Films.  1004  East  Jefferson 
Kvenue.  Detroit.  ^ 


Mechanical   handling  systems  like  this   lighten   the   industrial   load. 


It's 

the 

picture 

that 

counts 


MPO 


PRODUCTIONS,  inf 

15    EAST    S3rd    STREET 

NEW    YORK    22 
MURRAY    HILL    8-7830 


EMPIRE  PilOSOyi 


INCORPORATED 

Films     for    i  n  d  u  i  I  r  y     and     fe/evision 

1920     LYNDALE     AVENUE     SOUTH 
MINNEAPOLIS    5,    MINN. 


the  mark  of 

excellence  in 

commercial  films 


CATE  &  MCGLONE 

films  for  iitduslrn 
1521  cross  roads  of  the  world 
hollywood  28,  California 
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X-MY  MDTID\  PICTURES: 

(CONTINIKI)  K  R  (1  \1  !•  \  (.  K  T  VV  K  N  T  ^  •  s  I  \  i 
sily:  renal  circuliilion.  under  a  I  .S.  I'uMii 
Health  grant:  liladdfi  and  urrlhial  fiiiicliun.  Ur. 
John  Benjamin.  I  ni\ersil\  ol  Unclir>l(T  Vlediral 
Center. 

An  unusual  ust-  ul  the  \-ia\  umtiori  [liituir 
a|i|iaraln>  «a!-  the  leplilian  sludie*  made  in  iiil- 
laliiiration  «  ith  Dr.  James  A.  Oliver,  eurator  of 
reptiles  of  the  Ne»  'I  ork  Zoological  .'^oeielv.  and 
Dr.  R.  Alliright.  Lo\ola  I  ni\ersit\  Sihool  of 
Medicine.  Dr.  01i\er  brought  a  \enomous  .Afri- 
can puff  adder  to  Rochester,  and  the  x-ray  mo- 
tion pictures  provided  the  first  dear  demonstra- 
tion of  just  how  a  snake  propels  itself  in  a  nearly 
straight  line — literally  by  making  its  skin  cra»i. 
and  not  by  moving  its  ribs  back  and  forth  to 
push  itself  along,  as  some  authorities  have  held. 
"An  Instrument  of  Routine  Usefulness  .  .  ." 

After  studying  the  films.  Dr.  01i\er  reported 
"The  marvelous  \-ra\  movies  «e  obtained  en- 
abled us  to  demonstrate  clearly  that  there  is  no 
m(.)\ement  of  the  ribs  relative  to  the  vertebrae 
and  that  the  movement  is  all  from  the  belly  scutes 
moving  back  and  forth.  Belly  scutes  are  a  series 
of  narrow,  crosswise  folds  of  skin  or  overlapping 
plates. 

Describing  the  development  of  cinefluorogra- 
phy.  Dr.  George  H.  Ramsey,  professor  of  radi- 
ology, who  directed  x-ray  motion  picture  re- 
search at  Rochester,  says: 

■"\\  e  have  watched  x-ray  motion  pictures  grow 
from  a  research  tool  of  limited  application  to  an 
instrument  of  routine  usefulness.  clinicalK  a?  well 
as  for  research. 

Some  Valuable  Applications  in  Research 

■"-'Vt  the  I  niversity  of  Rochester  our  radiologi- 
cal research  team  has  made  great  strides  in  the 
interpretation  of  heart  function,  the  dynamics  of 
the  swallowing  mechanism,  and  in  the  develop- 
ment of  diagnostic  techniques  for  other  body 
areas  such  as  analysis  of  the  mechanism  of 
speech,  joint  action,  and  the  detection  of  tumors 
by  injection  of  a  radiopaque  dve  into  the  blood 
stream." 

Dr.  Watson  of  the  research  team  points  out 
that  '"the  unavailability  of  commercial  equipment 
has  been  a  deterrent  to  many  radiologists  and 
scientists  who  ha\e  been  interested  in  the  clinical 
and  research  applications  possible  with  x-ra\  mo- 
tion studies.  Its  usefulness  has  been  extended  to 
biological  studies  and  the  field  of  animal  hus- 
bandry. Ise  of  this  method  will  spread  to  manx 
centers  now    that  equipment   is  axailable."         y' 

Object  Lesson  for  U.S.  Industry 

+  1  he  medical  ri-scarcli  applications  of  ibis  ni'u 
and  commercialK -available  \-ra\  apjiaratus  re- 
flect some  equally  valuable  uses  for  sponsored 
industrial  films.  Industrial  radiology,  the  studv 
of  metal  faligue  and  stress:  ph\siological  se- 
quences for  product  films;  new  approaches  for 
classroom  and  training  films  are  suggested  for 
the  innnediate  fulur  .  IJ- 


SPFCIAI. 

OPTICAL  EFFECTS 

and    TITLES  by 

RAY    MERCER    &    COMPANY 

4241    Norinol   Ave.     •     Hollywood  29.   ColH. 
Send  for  Free  Optlcol  Effects  Chart 


LIFETIME 

REELS  &  CANS 


INSIST 


ON., 


^^oTtvhCo 


Compco  reels  and  cons  ofFer  you  more  plus  volue 
than  ony  other!  They  combine  on  unusuol  durable 
quality  with  an  attractive  scratch  resistant  enamel 
finish  that  puts  them  in  a  class  by  themselves! 
They're  the  only  reels  monufactured  under  "pre- 
cision control"  methods.  Mode  of  tempered,  spring 
type  steel,  with  die-formed  sides— they  won't  warp, 
bend  or  twist  and  completely  eliminate  film- 
wearing  rubbing  during  projection  and  rewinding. 
Whether  you're  storing,  shipping  or  showing — 
Compco  reels  and  cans  give  you  that  "safe  for 
life'  protection  your  precious  films  need.  Insist  on 
Compco  for  the  finest  in  reels  and  cons. 

COMPCO    CORPORATION 

2275    W.   St.    Paul    Ave.,   ChKogo   47,   Illinois 


The    WORLD'S    MOST 
COMPLETE    LINE    of 
PROJECTION  SCREENS 
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No  matter  what  type  of  Projection  Screen  you  need 
—  portable  tripod,  wall,  wall-ceiling,  table  or  wide 
screen  —  Radiant  con  furnish  it  in  a  wide  variety 
of    sizes    to    meet    your    exoci    requirements. 

For  complete  specificot'ons  ond  prices,  write  today 
for  the  lotest  full-color  illustroted  Radiant  Cotolog 
ond    free    Rodiont    Projection    Charts. 


^.^1 R,  J5. 3D  I JL  nst  T 

RADIANT  MANUFACTURING   CORP. 

1225  S.  Talmoo  •  Chitoqo  8,   Illinois 


BUSINESS     SCREEN     MAGAZIN' 


FILMAGNETIC 

tiade  mask 

AN  (^/$'i?W  FEATURE 

AVAILABLE  FOR  FACTORY  INSTALLATION 
ON  ALL  NEW  OR  EXISTING  AURICON  1 
OPTICAL  SOUND-ON-FILM  CAMERAS 


l^meniin^  A  u  R  i  c  o  N 

F  I  LM  AG  N  ETI  C 


TRADE 


MARK 


Auricon  proudly  presents  "Filmagnetic"  High-Fidelity  sound-on-film  Recording,  for 
lip-synchronized  Talking  Pictures  and  Music  of  Quality,  on  16  mm  black  and  white  or  color 
film  pre-striped  for  magnetic  sound  before  it  is  exposed  to  light.  "Filmagnetic"  sound  and 
optical  picture  are  recorded  Single-System  on  the  same  film  at  the  same  time!  The  "Filmagnetic" 
Unit,  installed  at  the  Factory  in  any  Auricon  Camera,  can  be  temporarily  removed  without  the 
use  of  tools,  thus  providing  a  choice  of  High-Fidelity  Optical  or  Magnetic  sound-tracks.  Your 
pre-striped  film  with  magnetic  sound  lip-synchronized  to  your  picture,  passes  through  the  normal 
picture-development  and  is  played  back  on  any  16  mm  Magnetic  Sound  Projector,  including  the 
Ampro,  B&H,  RCA,  and  others.  "FilmagiietU"  OuHH  lomphle . . .  S870.00 

HIASC  MAIL  COUPON  BUOW  FOR  fRll  INFORMATION... 


^^  "Filmagnetic"  Twin-Head  Camera 
"^^  Recording  Unit,  with  Record  and 
Instant-Monitor  Magnetic  Heads, 
wtiich  automatically  open  for  easy 
ttireading  . . .  complete  with  Model 
MA-10  Amplifier,  $870.00  Installed 
on  any  new  Auricon  Camera  at  the 
Factory.  Small  extra  installation 
charge  on  existing  Auricon  Cameras. 

"Filmagnetic"  3  Input  Amplifier, 
Model  MA-10,  with  High-Fidelity 
Microphone,  complete  Cables  and 
Batteries.  In  a  Cowhide-Leather 
Carrying  Case.  Super-portable, 
weighs  only  7  pounds,  carries  easily 
with  shoulder-strap  during  operation! 


16    MM    SOUND-ON-FILM    SINCE   1931 


GUARANTEE 

All  Auricon  Equipment  Is  sold  with 
a  30  day  money  back  guarantee. 
You  must  be  satisfied! 


AURICON  Division 
BERNDT-BACH,  INC. 
6910  Romaine  Street 
Hollywood  38,  California 


□  Please  send  me  free  information  on   "Filmagnetic" 
equipment  for  Auricon  Cameras. 

□  Without  obligation,  please  send  me  cost  of  Installing 
"Filmagnetic"  on  my  Auricon  Model Camera. 


NAME 

FIRM 

TITLE 

STRECT 

CITY 

ZONE STATE 

ighting  problems 


call  Jack  Frost 


Any  time  the  iob  calls  for  extra  light- 
ing, tough  lighting  problems  on  the  set 
or  on  location  anywhere,  coll  on  Jack 
Frost,  world's  largest  supplier  of  tem- 
porary lighting  facilities. 

Our  complete  equipment  and  expert 
skills  in  lighting  have  been  used  for 
yeors  on  some  of  the  country's  top 
shows,  movie  sets  and  TV  productions. 

Rental  Equipment  at  low  cost.  Service 
includes  installation  and  removal  all  at 
the  one  low  cost. 


JACK   A.  FROST 


Department   BS 

234  Plquefte  Ave.,   Detroit  2,  Mich. 
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The  BIG    1956  Event!   The  Sixth   Annual    Production    Review    Issue 
of  BUSINESS  SCREEN  Is  nov*^  in  preparation  for  February,  19561 


You  Asked  for  if- Here  it  is 


TWIN-SEIECTROSLIDE 
WITH  96  SLIDE  CAPACITY 

Here's  an  unbelievably  versatile 
automatic  slide  changing  projector 
using  2x2"  slides.  'These  can  be 
made  from  natural  color  or  black- 
and-white  35mm  filmi.  Here's  projec- 
tion OS  you  wont  it— and  need  it,  with 
scientific  precision  and  accuracy. 


either    by    remote    control    or    set    auto- 
matic controls,  to   run   continuously. 

SEIECTROSUDE  helps  you  sell 
ideas,  products,  facilities  ...  we  will 
be  glad  to  send  you  the  name  of  our 
neorest  deoler  to  demonstrote  the 
new  TWIN-SEIECTROSLIDE  or  any 
of  our  other  excellent  models.  Write 
for  illustroted  literoture. 


•  Greater 

flexibilily 
and  efficiency 

#  Can  be  used 
for  Stereo 
Realist  or 
Ltfica  Stereo 

•  New  control 
unit  mounted 
in  rear 

#  Endless  sound 
odaption 

is  possible 


YSpindler  &  Sauppe 
2201  Beverly  Blvd  ,  Los  Angeles  57,  Calif.,  Phone: 


ESTAIUSHED  1924 


e:  Dunkirk  9-1288 
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This  modern  studio  houses  the  Denver  facilities  of  Thos.  J.  Borbre  Production 


Barbre  Opens  New  $250,000 

■¥  A  quarter  -  million  -  dollar  plant 
designed  and  equipped  exclusively 
for  the  production  of  business  and 
television  motion  pictures  has  been 
opened  by  Thos.  J.  Barbre  Produc- 
tions of  Denver.  The  new  plant  is  a 
5.500-square-foot  installation. 

Present  units  of  the  plant,  accord- 
ing to  Thomas  J.  Barbre.  veteran 
Denver  film  producer,  include  ultra- 
modern equipment  for  sound  re- 
cording and  picture  production. 
Long-range  plans  call  for  an  ad- 
ditional building  to  house  a  fully- 
equipped  color  procP5.=ing  labora- 
tor\ . 

Has  Two-Story  Sound   Stage 

Keystone  of  the  new  complex  is  a 
two-story  sound  stage  large  enough 
to  contain  two  average-sized  three- 
bedroom  homes  —  w  ith  basement. 
The  sound  stage  is  equipped  with  a 
full  complement  of  cameras,  dollies, 
sound  equipment  and  100.000  watts 
of  lighting  equipment.  Ten-foot-high 
double  doors  open  from  the  sound 
stage  to  the  exterior,  allowing  most 
types  of  heavy  equipment  to  be 
brought  "'inside'"  for  filming. 

The  plant  has  complete  equipment 
for  construction  and  will  construct 
all  sets.  Barbre  said.  A  control  room 
from  which  every  production  de- 
partment is  visible  through  plate 
glass,  sound-proof  windows  con- 
tains new  equipment  for  both  mag- 
netic and  optical  recording. 

Screening  Facilities  Included 
VtiuiIut  feature  of  the  plant  is  a 
miniature  "theatre"  for  screening 
motion  pictures  for  clients.  It  is 
equipped  with  arm-rest  chairs  and 
is  sound  proof.  .\  voice  studio,  for 
recording  film  narration,  a  titling 
area,  editing  rooms,  shipping  room, 
dressing  rooms  for  talent,  reception 
room  and  general  offices  make  up 
the  remainder  of  the  installation. 
The  studios  are  air-conditioned. 

The  Barbre  organization  has  been 
making  industrial,  advertising,  edu- 
cational   and    training    films    since 


Studio  Facilities  in  Denve 

l'J4U  for  clients  from  coast  to  coas 
.Many  of  the  films  are  recorded  wit 
foreign  language  sound  tracks. 

The  studios  also  have  develope 
a  recording,  script- writing,  edi 
ing-  titling  and  animation  servit 
for  other  motion  picture  producei 
throughout  the  nation.  J 

*        *        * 

Pheelan   Productions  Offers 
Facilities  for  Sub-Contract  Wor 

♦  K.  .A.  Pheelan  Productions  hi 
been  organized  recently  to  assi 
film  producers  who  wish  to  sui 
contract  some  of  their  work.  Tl 
firm  also  hopes  to  serve  those  i 
terested  in  co-production  ventur 
on  television  programs  and  cor 
mercials.  .\lreadv  completed  a 
Nash  spots.  General  Electric  Tlieat 
introductions,  and  pilot  film  f- 
Talent  Associates. 

.Along  with  a  newly-acquiri 
sound  stage  in  mid-Manhatta 
Pheelans  company  is  equipped  wi 
a  camera  for  CinemaScope  produ 
tion.  one  of  the  few  in  the  t^ast. 


DUPLICATINC 

FRANK   HOLMES   LABORATOR 

7619   SUNSET    BOULEVAP 
LOS   ANGELES   46    CALIFORNIA 

WRITE   FOR    PRICE   LISTS   D.F 
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ONE-STOP  SOURCE  for  FILM  PRODUCTION' EQUIP! 


Cilit  ^fiuf  0m  ^a^elif  M'tfi 


EDIOIA  ACTION 
VIEWER  AND 
SOUND  READER 


A  low  priced  professional  optical 
16mm  Action  Viewer — projects  a 
BIG,  CLEAR.  AERIAL  IMAGE— 3"  x 
4",  no  flicker.  Its  roller-smooth  action, 
left  to  right,  is  positive  insurance 
against  film  scratching,  or  damage 
to  film  sprocket  holes.  Synchronized 
with  Precision  Readers  on  Special 
Base — sturdily  constructed.  Designed 
to  view  film  easily  and  clearly — lor 
editors,  laboratory  workers,  anima- 
tors and  TV  technicians.  Write  for 
brochure. 


In  combination:  Action  Viewer, 

Sound  Reader  and  Base S347.45 

S.O.S.  Ediola  Action  Viewer 124.95 

Optical  Sound  Reader 185.00 

S.O.S.  Ediola  Base  only 49.50 


BETTER  FILM  TITLES 
with  the  TEL-Animaprint 

The  answer  to  economy  in  animation! 


For  MOTION  PICTURE  PRODUCERS,  ANIMA- 
TORS, SPECIAL  EFFECTS  LABORATORIES,  TV 
STATIONS,     ADVERTISING     AGENCIES,     ETC. 


The  first  sensibly  priced  Hot  Press  Title 
Mochine  for  high  quality,  fosi  lettering. 
Prints  dry  from  colored  foil  for  Instant 
use.  Acme  pegs  give  perfect  registration 
on  paper  or  acetate  cells.  Prints  oil  col- 
ors. TEL-Animaprint  tools  for  Top  Tech- 
niques—greatest dollar  for  dollar  value 
in  the  industry! 


ONty 


395 


Write  for  bruchure 


TEL-ANIMA  products  ore  monufoctured 
ond  d<$tnbufed  exclusively  by   S.O.S. 


S,  O.  ST.  ha^  t/cuf  iSeM  beat  ch 


"Auricon  Pro-600"  ii'ith  Lens 
Blimping  Hood,  Auto  Parallax 
Finder  with  Magazine,  Tripod 


A  iiricori  Pro-600"  icith  Single- 
Lens  "C"  Mount,  Tele-Finder 
Objective,  View  Finder,  ^tagazine 


■< — "Auricon   Pro-600"  with    Critical 
Ground-Glass  Focusing,  3 -Lens  Turret 


SPECIAL  OFFER  to 

AURICON-PRO 

OWNERS 

S.O.S.  will  accept  your  old  camera 
as  a  trade-in  for  tlie  "ALL  NEW 
Auricon  Pro-600".  Time  Payments,  Too! 


The  All-NEW 
"AURICON  PRO-600" 

for   16mm    vJptlcal   S^ound-vJn-^Um. 

PROFESSIONAL  PICTURE  CAMERA  WITH  BUILT-IN  FEATURES 


•k  Self-blimped  for  completely 
quiet  studio  operation.  The  si- 
lent film  flow  of  The  "Auricon 
Pro-600"  is  proof  of  precision 
design.  Your  sound-recording 
microphone  never  picks  up 
"Pro-600"  Camera  noise! 

•k  600  ft.  film  Magazines  with 
Auricon-Electromatic  Take-up, 
for  16  minutes  of  continuous 
"Talking-Picture"  filming. 

■*■  Synchronous  Motor  Drive  for 


"Single-System"  or  "Double- 
System"  Recording. 

k  Available  at  added  cost  is 
"Single-System"  equipment  for 
Optical  Sound-Track-On-Film, 
"C  mount"  Lenses,  Film  Mag- 
azines, View-Finders,  3-Lens 
Turret,  Critical  Ground-Glass 
Focusing,  Lens  Sun-Shades, 
Tele-Finders,  etc. 

•k  Sold  with  30  day  money- 
back  guarantee,  you  must  be 
satisfied! 


PRICES   START  AT  $1165 
Write  for  free  illusirafed  "All  New  Auricon  Pro-600"  literature  and  prices. 


Uke  oljepartmenf  Jitore  of  the  I r lotion  f-^icture  J:fndu6tru. 

S.O.S.  CINEMA  SUPPLY  CORP.  ""rr/ 


Dept.  H,  602  WEST  52nil  STREET,  NEW  YORK  19,  N.  Y.      ""  S  "« 

Pftone:  PLaia  7-0440  CoWe:  SOSOUHD  ^^^^m- 


WESTERN  BRANCH     —     6331    Hollywood   Boulevard,    Hollywood   28,    California     —     Telephone:    HOllywood    7-9202 


Plan  to  Link  100  Hotels  in 
Sheraton  Closed-Circuit  Net 

♦  \  natiiiii-vuili' i-lcisfd-iiriuil  c-olor 
Iflevisioii  network  for  use  by  busi- 
ness and  industry  will  be  put  into 
operation  in  50  hotels  by  February 
1.  1956.  according  to  an  announce- 
ment by  Sheraton  Closed  Circuit 
Television.  Inc..  a  subsidiary  of 
Sheraton  Corporation  of  America. 

Plans  call  for  the  network  to  be 
expanded    to    100   hotels    in    major 
market  areas  In   June.  105fi. 
Cites  Advantages  of  Color 

""The  development  of  this  color 
l\  network."  said  \^  illiam  P.  Rosen- 
sohn.  executive  vice-president  of  the 
company,  "will  enable  any  organi- 
zation to  reach  groups  in  widely 
separated  areas  of  the  country 
through  the  medium  of  color  or 
black  and  white  television  or  a 
combination  of  both,  since  the  sys- 
tem is  compatible.  The  network 
opens  new  horizons  for  all  indus- 
tries, but  especially  those  in  the  soft 
goods  fields,  in  which  color  plays 
such  an  important  part  in  the  pre- 
sentation of  their  products." 

He  pointed  out  that  development 
of  the  network  will  mark  the  ma- 
turity of  closed-circuit  telecasting 
and  point  the  way  to  a  wider  use  of 
the  medium  as  a  means  of  stimu- 
lating sales  and  increasing  efficiency 
in  business  practices. 

RCA   Receives  the  Contract 

Rosensohn  reported  that  Sheraton 
Television  recently  contracted  with 
the  Radio  Corporation  of  America 
for  delivery  of  color  television  pro- 
jection equipment,  capable  of  pro- 
ducing a  picture  15  by  20  feet.  The 
first  installation  will  be  made  ap- 
proximately January  1,  1956  in  the 
Sheraton  Astor  in  New  York.  A 
similar  installation  will  follow  in 
the  Sheraton   in  Chicago. 

Sheraton  Television  entered  the 
closed-circuit  television  field  in  June, 
1955  and  inaugurated  plans  to  estab- 
lish large  screen  color  television  fa- 
cilities. More  than  80  per  cent  of  all 
large  screen,  multi-city,  closed-cir- 
cuit business  conferences  have  been 
viewed  in  Sheraton  Hotels,  it  is 
claimed. 

Sheraton  Television  is  continuing 
the  practice  of  not  limiting  its 
facilities  to  the  hotels  in  the  chain. 
As  in  the  past,  the  company  will 
arrange  for  the  use  of  facilities 
in  non-Sheraton  hotels  as  well  as 
theatres. 

.An  example  of  this  took  place  in 
December  when  the  Dodge  Division 
of  Chrysler  Corporation  presented  a 
closed-circuit  television  program  to 
20. (KK)  dealers  and  salesman  princi- 
pally in  theatres.  The  telecast  was 
seen  in  26  theatres,  two  hotels  and 
two  municipal  auditoriums  in  .30 
cities.  1/^ 


^EWS  iif  VISUAL   CDMMIJ\ICATID\ 


California  industrial  advertisers  recently  watched  a  visualized  presentation 
of  today's  audio-visual  tools  as  Douglas  George  (left  above)  appeared  as  guest 
speaker.  G.  R.  Holtz,  president  of  the  National  Industrial  Advertising  Associ- 
ation of  Southern  California  is  pictured  at  right,  assisting  Mr.  George  at  the 
flannel  board  resume  of  his  talk. 


<^.V>"  //■  you're  in  the 
^a    MOVIE  business  f 


•    •    • 


and  want 
EVERYTHING 
in  16mm.  sound 


Complete  Services  .  .  .  Color  Processing  &  Printirrg, 
B  W  Processing  &  Printing,  Recording,  Editing, 
Optical  Effects,  Animation,  Titles  and  Magnetic 
Sound    Striping 


^UM^^k 


THE   CALVIN    CO. 

1105  TRUMAN  ROAD 
KANSAS  CITY  6.  MISSOURI  —  HA.  1230 


Know-how  Makes  Visuals  Work, 
George  Tells  Ad  Association 

♦  \|jii\  ol  ihe  \  i>iiai  tri'liniques 
u\ailabl('  to  sales,  advertising  and 
public  relations  executives  were  dis- 
cussed b\  Douglas  (ieorge.  Los  An- 
geles conununications  authority,  at 
ihe  recent  meeting  of  the  National 
Industrial  Advertising  Association 
of  Southern  California  in  Los  An- 
geles. 

Sparked  by  a  novel  closed-circuit 
television  introduction  by  G.  R. 
Hcdtz.  president  of  the  .Association, 
from  the  Statler  Hf»tel  lobby  to  the 
\\  ilshire  ballroom  meeting  room, 
George  quickly  moved  into  related 
visual  fields  including  different  types 
of  slide  projection.  16nnn  films, 
charts,  black  light  effects,  low  cost 
"mailer  recordings,  '"canned"'  sell- 
ing methods,  sales  meeting  tech- 
niques, flannel  boards,  packaged 
meetings,  etc. 

Although  man\  interesting,  effec- 
tive and  inexpensive  visual  tools  are 
now  available.  George  pointed  out. 
the  ultimate  effect  lies  in  the  kno«- 
how  applied  to  their  use.  The  same 
projector  can  be  used  for  good  or 
bad  slidefilm  presentation.  George 
said,  but  the  margin  for  success  in 
the  use  of  visuals  remains  with  the 
individuals  using  them  —  not  in  the 
machines. 

A  sound  knowledge  of  the  meth- 
ods to  be  used,  their  relative  ad- 
vantages in  price  versus  desired  ef- 
fect, and  creativity  are  needed  U< 
assure  maximum  impact  from  an\ 
visual    presentation     in    anv     field. 

George  stated. 

*         «         * 

Kling    Photo   Corp.    Occupies 
Entire   Floor   in   N.Y.   Building 

♦  The  entire  Tth  Moor  of  the  Gra- 
mercy  Park  Building.  257  Fourth 
.Ave..  New  \  ork.  N.Y..  has  been 
leased  through  M.  &  L.  Hess.  Real 
Estate  Brokers,  to  Kling  Photo  Cor- 
poration, importers  and  distributors 
of  West  CJerman  precision  cameras 
and  photographic  accessories.  Occu- 
panc\'  of  the  new  offices  is  planned 
for  January  1956. 

The  10.000-foot  area  will  be  com- 
pleteh  remodeled  to  acct)mmodate 
the  show  rooms,  offices  and  service 
departments  of  Kling.  Show  room 
and  demonstration  areas  will  occupy 
1.500  sq.  ft.  to  permit  complete  dis- 
pla\s  of  the  various  products  dis- 
tributed h\  Kling. 

In  its  present  location.  235  Fourth 
\ve..  the  Kling  Company  has  grown 
in  five  years  from  premises  of  800 
sq.  ft.  to  a  whole  floor  plus  sub- 
sidiary space  on  other  floors  totaling 
1.5(l0'f,-et. 

6th  Annual  Production  Review 

♦  The  film  buyer's  most  authorita- 
tive guide  to  production  sources  is 
■  uniing  Feb..  19.56. 
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A  Place  To  Live 


f*---- 


A    definitive    motion    picture    in   tlie    area   of   gerontology 


Another  example  of  the  type  of  creative  visual 
expression  titat  has  made  Dynamic  the  most 
talked  about  producer  in  the  country. 


«lynamic  films,  inc. 


NEW  YORK  •  HOUSTON  •  HOLLYW( 


MEN  Whn  Make  PICTURES 


Robert  L.  Strickland  Named 
Roger  Wade  Production  Chief 

♦  Robert  L.  Strickland  has  joined 
the  staff  of  Roger  W  ade  Produc- 
tions, New  York,  as  production 
manager. 

For  the  past  three  years,  Strick- 
land has  been  a  film  producer  with 
the  Signal  Corps  Pictorial  Center 
in  Long  Island  City.  As  director- 
cameraman.  Strickland  worked  on 
a  series  of  se\  en  films  for  the  I  nited 
States  Public  Health  Ser\  ice  entitled 
Rodent  Control,  ^^hich  were  awarded 
first  prize  in  the  scientific  class  at 
the  19-51  Venice  Film  Festival. 

As  combat  cameraman,  director 
and.  later.  Chief  of  the  Motion  Pic- 
ture Branch.  Far  East  Command  in 
Japan,  Strickland  covered  \^  orld 
War  II  and  the  Korean  conflict. 
He  photographed  the  recapture  of 
Seoul.  Korea.  This  footage  has  been 
used  in  numerous  training  and  pub- 
lic information  films. 
«        »        * 

Dynamic  Films'  Board  Chairman 
Announces  Film  Center  Building 

*  Following  a  board  meeting  mark- 
ing Dynamic  Films.  Inc.s  eighth 
vear  in  independent  film  production. 
Chairman  Nathan  Zucker  announced 
the  imminent  construction  of  a  film 
center  in  New  York  which  would 
provide  studio  production  facilities 
planned  to  be  the  equal  of  those 
anywhere  in  the  country. 

Announcement  was  made  of  the 
appointment  of  Lee  R.  Bobker  as 
vice-president  of  Dynamic  Films, 
Inc.  and  the  associated  companies, 
Dynamic  Film  Productions,  Inc.  and 
Dynamic  Studios.  Inc. 

Also ,  the  promotion  w  as  an- 
nounced of  Lester  S.  Becker,  for- 
merly editorial  supervisor,  to  the 
post  of  executive  producer.  Sol  S. 
Feuerman.  who  joined  the  newly 
formed  medical  film  unit  in  19.54. 
was  made  director  of  that  division. 

With  these  plans  for  the  com- 
pany's e.xpansion  in  facilities  and 
organization,  Mr.  Zucker  said,  "In 
this  expanding  industry  of  films  for 
television,  it  is  not  our  intention  to 


compete    with    the    west   coast,    lull 

lather    to    fill    the    need    for    more 

reative     production     here    in     the 

cast. 

«        *        * 

Pick  to  Animated  Productions 

♦  Gerard  I'ii  k  has  joined  Animated 
Productions.  Inc..  New  \ork  film 
producers,  as  head  of  the  industrial 
film  division.  Pick  formerly  was 
film  supervisor  at  National  Broad- 
casting Company. 

t        *        * 

A  Word  of  Correction 

♦  In  the  19,55-.56  Annual  Review  of 
Production  Services  appearing  in 
Issue  No.  7  of  BisiNESS  Screen. 
Paul  Field  is  listed  as  director  of 
television  production  for  Sound 
Masters.  Inc..  New  York.  We  have 
since  learned  that  Mr.  Field  is  with 
N.  W.  Ayer  &  Son.  Inc.  and  has 
been  for  several  months.  Actually. 
Tom  Dunphy  is  directing  television 
for  Sound  Masters. 


A.  Stephen  Linck  Joins  Staff  of 
The  Jam  Handy  Organization 

♦  A.  Sicplifii  Linck  lia-  joined  the 
staff  of  Harold  Dash  of  the  Chicago 
office  of  The  Jam  Handv  Organiza- 
tion. 2.^(1  North  Michigan  A\e. 

Linck  formerly  was  with  the  plan- 
ning department  of  \  ogue-Wright 
Studios  in  Chicago.  His  experience 
also  includes  that  of  sales  and  ad- 
vertising manager  of  Ga\  mount 
Laboratories  and  director  of  market- 
ing and  sales  training  of  the  Illinois 
Shade  Cloth  Company. 

Cellomatic  Opens  Chicago  Office 
With  Owen  Zapel  to  Supervise 

♦  The  Cellomatic  Corp.  has  set  up 
an  office  at  152  East  Superior  St.. 
Chicago,  and  has  appointed  Owen 
Zapel.  formerh  with  Packard  Motor 
Car  Co..  as  vice-president  in  charge 
of  that  office.  The  new  office  will 
sell  and  service  the  Chicago  and 
Detroit  area. 


/^^-  S>^LN//5^IM  I  A 


CERAMKBLUE 


Brighter— Ceramic  Blue  Top  won't  scratch,  chip  or  peel  Uke 
ordinary  painted  tops  .  .  .  filaments  are  machine  made 
for  brighter  pictures. 

Cooler— Ceramic  Blue  Top  is  bonded  to  the  glass  .  .  .  improves 
heat  dissipation. 

Longer  Lasting— Cooler  operation  of  Ceramic  Bhie  Tops  as- 
sures longer  lamp  life.  Another  plus:  exclusive  Sylvania 
shock  absorbers  protect  filaments  in  larger  lamps  from 
vibration. 


Ask  lor  a  Sylvania'    Blue  Top  lor  your  projector  today 
. . .  ^our  slides  and  movies  deserve  the  best! 

Sylvania  Electric  Products  Inc..  1740  Broadway.  New  York  19.  N.  Y. 
Lighting     •     Radio     •     Electronics     •     Television    •     Atomic  Energy 


T 


SYLVANIA 


. .  fastest  growing  name  In  sight! 


Francisco  Films  Opens  Eastern 
Sales  Office;  Names  L.  Moytham 

-^  L.  Mercer  Francisco,  president  of 
Francisco  Films.  Chicago,  has  an- 
nounced the  opening  of  a  sales  of- 
fice in  Oxford.  Marvland.  under  the 
direction  of  Lincoln  Maytham.  Ox- 
ford. Francisco  explains,  is  central- 
ly located  for  close  contact  with 
business  firms  in  New  ^  ork.  Phila- 
del])hia-  Baltimore  and  other  East- 
ern cities  and  with  government 
agencies    in   \^  ashington. 

"While  Chicago  is  a  center  for 
production  of  commercial  and  in- 
dustrial films,  says  Francisco,  "in- 
creasing activity  in  this  field  may 
require  the  establishment  of  an 
eastern  studio  in  addition  to  our 
new  sales  office.  Oxford.  Maryland, 
is  ideally  situated  for  both  produc- 
tion as  well  as  sales  because  it  is 
not  onh  close  to  large  business  cen- 
ters, but  it  is  an  intellectual  com- 
munity that  has  attracted  top-flight 
writers,  artists  and  creative  talent  of 
all  kinds  that  are  essential  to  the 
production  of  dramatic  and  realistic 
training  and  business  films.  " 

Lincoln  Maytham,  who  will  direct 
the  eastern  activities  of  Francisco 
Films  has.  as  an  advertising  agency 
account  executi\e.  collaborated  \\ith 
Francisco  in  production  of  films  for 
midwestern  manufacturers. Maytham 
joined  the  Chicago  advertising  staff 
of  the  Satirday  Evem.ng  Post  in 
1*)29  and  was  an  account  executive 
uitli  Leo  Burnett.  Inc..  during  the 
post-«ar  period.  He  warked  with 
audio-visual  training  aids  as  execu- 
ti\e  officer  of  recruit  training  at 
(Ireat  Lakes  Na\al  Training  Station. 

Facilities  and  Staff  Enlarged  by 
Warren  Smith  in  Pittburgh  Area 

♦Waimi  R.  Siiiilli.  Inc..  ha>  en- 
larged staff  and  expanded  facilities 
at  117  F.iurth  Ave..  Pitlsubrgh  22, 
Pa.  The  animation  department  and 
16mm  laboratory  have  been  de- 
veloped to  handle  complete  indus- 
trial features  in  16mm  and  S5mm 
as  well  as  animated  television  com- 
mercials, feature  shows  and  film 
>trip  service. 
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Jaywalker  Idiocies  Scored 
in  UPA  Color  Cartoon  Film 

"¥■  The  term  "jawvalker  *  (.lenotes  the 
laughing  cojitempt  which  the  ra- 
tional mind  has  for  that  most  un- 
predictable of  all  traffic  hazards. 
The  jaywalkers  capacity  for  mar- 
ring the  road  plot  is  wonderfully 
plumbed  in  a  new  Technicolor  car- 
toon produced  by  Lnited  Produc- 
tions  of   America,   Burbank.   Calif. 

UPA's  The  Jarivalker  was  con- 
ceived as  an  entertainment  film  but 
the  Los  Angeles  section  of  the  Na- 
tional Safety  Council  liked  it  so 
much  that  they  requested  a  16mm 
print  for  their  permanent  library 
collection. 

Based  on  a  story  by  Edwin  P. 
Hicks  in  the  Ford  Times  !nagazine. 
The  Jaywalker  is  a  good  example  of 
what  motion  picture  art  can  do  to 
convey  an  important  safety  message. 

Here  is  the  confession  of  Milton 
Muflet.  whose  lawful  conduct  melts 
away  with  the  realization  that  he 
has  committed  a  traffic  violation 
without  injury  or  traffic  citation. 
Thrilled.  Mullet  makes  j a)  walking 
his  hobby,  his  avocation,  finally  his 
whole  life.  He  quits  his  job.  with- 
draws his  savings  and  hangs  around 
the  streets  waiting  for  heavy  traffic. 
In  his  dry  monotone  and  deft  panto- 
mime, Muffet  explains  and  demon- 
strates the  various  techniques  of  jay- 
walking he  has  invented  to  outwit 
motorists. 

Muffet  is  arrested  and  fined  but 
he  is  incurable  and  continues  to  vie 
with  fast  moving  patterns  of  head 
and  tail  lights  and  a  racing  musical 
score,  preaching  his  compulsive  dare- 
deviltry  against  black  street  scenes 
accented  with  bright  primary  colors. 

Demonstrating  how  a  beginner 
should  take  his  first  jaywalk  on  a 
quiet  street,  Muffet  checks  to  see 
that  no  cars  are  coming,  then  steps 
out.  A  motorist  roars  past.  Mihon 
Muffet  s  parting  advice  is:  "'If  you 
haven't  tried  this  youVe  not  reallv 
living  —  or  if  you  havent  tried  this 
you're  probably  living."  He  turns 
and  two  little  wings  are  revealed  on 
his  shoulders  and  up  into  the  clouds 
goes  Mr.  Muffet.  1' 


The  VICTOR  16mm  PROJECTOR 
helps  NiAKl  your  product 
and  Sill  it,  too! 


Shop  foremen,  sales  trainers  .  .  .  anyone  can  easily  operate  the  new- 
Victor  16mm  Sound  Projector.  Just  3  spots  to  thread  film  .  .  .  over 
sound  drum,  through  film  gate,  on  to  single  drive  sprocket.  The  Victor 
operates  simply  with  finger-tip  control  panel,  softly  illuminated.  No  chance 
of  film  damage,  even  with  inexperienced  operators.  3-spot  Safety  Film 
Trips  stop   projector   instantly   to  eliminate  film  damage. 

Films  are  understood  more  easily,  remembered  longer  when  shown  on 
the  new  Victor  because  superb  sound  plus  outstanding  picture  clarity  put 
sharper  focus  on  your  story.  Salesmen  see  graphic  illustrations  of  the 
product,  learn  to  know  their  product  better,  learn  methods  for  making 
bigger  and  belter  sales.  Plant  workmen  better  understand  their  jobs, 
reduce  costly  errors  and  increase  efficiency.  And  with  a  Victor,  you  can 
best  show  the  thousands  of  films  available  from  manufacturers  and  trade 
associations. 

And,  you  can  add  magnetic  sound  as  your  budget  permits  .  .  .  with  Mixer 
Magnesound.  Allows  you  to  change  sound  track  as  often  as  desired,  or 
add  sound  to  silent   films. 

SEND   FOR  FREE  FOtDER  TODAY 
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News  of  Business-Sponsored  Motion  Pictures  and  Slidefilms 


This  Rophael  G.  Wolff  production  crew  is 
lining  up  a  scene  500  feet  below  the  surface 
of  Mojave  Desert,  picturing  on  electro- 
mechonicol  ore  digger  for  the  forthcoming 
Pocific    Borax    film,    (story    below) 

Desert  Depths  Filmed  for 
Pacific  Coast  Borax  Company 

•¥■  The  only  mine  of  its  kind  in  the 
world — a  borate  deposit  deep  under 
the  sink  of  California's  Mojave 
Desert  —  was  the  recent  location 
setting  for  sequences  in  a  new  film 
sponsored  by  the  Pacific  Coast 
Borax  Company  being  produced  by 
the  Raphael  G.  Wolff  Studios.  Inc., 
of  Holhwood, 

The  new  color  picture,  as  yet  un- 
titled, deals  w  ith  the  use  of  borate 
products  as  weed-killers  for  industry 
and  agriculture.  It  touches  upon  the 
romantic  history  of  the  companv 
from  its  early  operations  in  Death 
\  alley  to  its  present  modernized 
mining  and  milling  equipment  lo- 
cated at  the  tiny  town  of  Boron. 

In  order  to  show  the  highly 
electro-mechanized  subterranean  ac- 
tivities, a  seven-man  \^  olff  Studios 
crew  took  a  lighting  battery  of 
20  seniors  1 5000-w  att  lamps  I  :  six 
.5000-watt  skypans:  12  2000-watt 
juniors  and  two  1200-amp.  A.C. 
transformers  .500  feet  into  the  bowels 
of  the  desert  to  illuminate  the 
cavernous  tunnels. 

Scenes  captured  there  will  not 
only  be  part  of  the  new  motion  pic- 
ture but  will  also  become  entries  in 
the  Pacific  Coast  Borax  Company's 
historical  film  library  as  the  under- 
ground mining  operation  is  sched- 
uled to  be  converted  into  open  pit 
mining  two  or  three  years  hence. 


Institute  of  Life  Insurance 
Film  Teaches  Teens  Thrift 

"^  High  school  age  —  the  time  when 
y*)Ung  people  are  trying  to  make  the 
transition  from  drug  store  stools  to 
sporty  roadsters  —  is  also  the  time 
when  their  elders  ho|)e  to  impart 
certain  economic  realities.  .Much  of 
this  indoctrination  has  become  the 
job  of  the  school  teacher.  To  help 
teachers  interest  students  in  the 
study  of  family  money  management, 
the  Educational  Division  of  the  In- 


-titute  of  Life  Insurance  is  circu- 
lating a  new  color  fihnstrip.  Direrl- 
ing  1  our  Dnilar.t.  on  free  loan  to 
all  schools. 

Directing  )  our  Dollars  is  de- 
signed to  be  used  w  ith  the  Institutes 
home  ect»nomics  unit.  "Moderns 
Make  Money  Behave."  consisting  of 
a  student's  text  booklet  and  a 
teacher  s  guide.  The  unit  has  been 
used  in  more  than  60.000  classrooms 
since  it  was  first  offered  in  19.52. 
With  this  repre,sentation,  the  Insti- 
tute can  do  a  lot  of  spadework  for 
insurance  selling  by  introducing  the 
concept  of  dollar  saving,  and  money 
security  among  adults-soon-to-be. 

The  62-fraine  filmstrip.  developed 


in  cf.Mtperation  with  a  committee  of 
educators,  describes  the  money  man- 
agement problems  of  three  high 
school  students  in  connection  with 
the  senior  prom.  The  problems  are 
calculated  to  capture  the  interest  of 
the  students  and  stimulate  classroom 
discussion.  The  filmstrip  points  out 
that  the  yvay  a  person  spends  his 
money  shows  what  his  true  values 
are. 

Filmed  in  Eastman  Color.  Direct- 
ing Your  Dollars  may  be  purchased 
at  a  price  of  S.3.00  directly  from  the 
Institute  of  Life  Insurance.  488 
Madison  Avenue,  New  York  22. 
N.Y.  Free  loan  forms  are  also  avail- 
able from  this  address.  H' 


Auto  Manufacturers'  Picture 
Reaches  4,681   16mm  Showings 

-Kill,-    him.     Mr.     (rFlynn's     Hjl\ 
Million     Wheels,    one    of    the    li\ 
products    of    a    nation-wide   survej 
conducted  by  the  Aut(miobile  Manu-    j 
facturers    A.ssociation    to   determine 
public  attitudes  towards  trucks  and 
the  trucking  industry,  has  now  been 
in   distribution   for    16  months  and     ' 
Associatitjn  Films,  the  national  dis- 


245  West  55th  Street,  N.  Y.  19,  N.  Y.  •  Plozo  7-4580 


Mr.    O'Toole,    trucker    extraordinary,    plans    a 
move   for   the   Jones   family   in   the   AMA   film. 

tribulur.  has  just  released  its  latest 
circulation  figures. 

A  total  number  of  live  showings 
through  community  organizations 
was  4.681.  reaching  an  audience  of 
.^84.050  persons.  Television  ac- 
counted for  4.S2  show  ings.  WTiile  the 
ty  showings  probably  reached  mil- 
lions of  viewers,  the  "live"  com- 
munity audience  was  the  prime  tar- 
get, the  A.M.A.  feels  that  such 
showings  inspire  organized  discus- 
sion and  activity. 

A  number  of  specific  publi<-  rela- 
tions problems  were  pinpointed  by 
this  film,  but  all  of  them  revolved 
around  one  central  fact:  .A  majorit\ 
of  Americans  were  either  unin- 
formed or  misinformed  about  trui  k 
transportation. 

In  response  to  the  survey  find- 
ings, an  intensified  public  relation- 
program  was  undertaken  by  thr 
.■\.M..\.  for  the  purpose  of  giving 
people  a  better  undertsanding  of 
truck  transportation  and  the  vital 
role  it  plays  in  our  economy.  Mr. 
O'Flynn  .  .  ..  produced  by  Trans 
film  Incorporated,  was  amajorproj 
ect  in  that  overall  program. 


Trans-World  SlideFilm  Shows 
Aviation's  Role  in  World  Scene 

■♦t  As  if  in  answer  to  the  ghasth 
drone  of  mock  air  strikes  which 
theoretically  knock  out  the  nation. 
Trans-X^  iirld  Airlines  currently  i- 
doing  extensi\e  educational  hedge- 
hopping  with  a  57-fraine  slidefiliii 
which  pictures  an  optimistic  con- 
cept of  the  air  age  for  the  enlighten- 
ment of  school  audiences  and  avi- 
ation study    groups. 

Aviation  anil  If  or  Id  I  nderslantl- 
ing  is  a  limeK  presentation  of  air 
travel  and  its  effects  on  the  govern- 
ments.   Iraile    and     peoples    of    the 
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world,  effects  emphasized  during  the 
recent  historic  Geneva  Conference 
at  which  representatives  of  distant 
governments  were  brought  together 
within  a  few  air  hours. 

The  slidefihn  is  organized  into 
four  parts,  designed  and  written  for 
classroom  showing  and  for  integra- 
tion into  the  curriculum  or  lecture. 
A  teachers  manual,  containing  a 
commentary  and  suggestions  on  its 
use  accompanies  the  unit. 

Highlighting  the  ways  in  which 
air  transportation  affects  the  world 
of  today,  the  unit  includes:  ill  the 
manner  in  which  aviation  has  made 
the  people  of  the  world  next-door 
neighbors:  (2i  how  aviation  has 
broadened  world  trade  and  pro- 
moted friendly  relations  with  other 
nations:  (3l  how  aviation  pro- 
motes cultural  exchange  and  partici- 
pation and  l4l  the  effect  of  aviation 
on  the  governments  of  the  world. 

TWA  reports  that  some  6,000 
schools  and  interested  aviation 
groups  alread\  have  requested  copies 
of  the  new  slidefihn  unit.  Produced 
and  distributed  by  .Audio-Visual 
School  Service.  48  East  29th  St., 
New  York  16.  X.Y.,  Aviation  and 
florid  L  nderstanding  and  accom- 
panying manual  are  delivered  free, 
postpaid,  and  can  be  kept  as  a 
permanent  part  of  the  scliool's  film 
librarx. 


Intermediate  Negative  Process 
Announced   by   Consolidated 

■K  A  new  iiitermediati-  negative  pro- 
cess for  making  16mm  Kodachrome 
prints  was  aimounced  bv  .Sidney  P. 
Solow.  general  manager  of  Consoli- 
dated Film  Industries,  at  a  luncheon 
meeting  for  producers  in  Hollywood 
on  December  1. 

The  process  admittedly  is  an  in- 
terim procedure  until  Eastman  Ko- 
dak Company  brings  out  its  planned 
16mm  color  inter-negative  material. 
As  developed  and  tested  at  Consoli- 
dated Film  Industries,  the  interim 
process  uses  existing  materials  in  a 
new  way.  From  the  Kodachrome 
original,  a  negative  is  made  on 
16mm  Eastman  color  camera  nega- 
tive I  formerly  available  onlv  in 
3.5nmi  size  I  and  16mm  color  release 
prints  are  made  from  the  negative. 

Color  in  the  final  prints  is  verv 
good,  as  demonstrated  at  the  Holly- 
wood meeting,  and  the  prints  are  as 
good   or  better  than   release  prints 


made  directly  from  the  original.  But 
the  advantages  of  ha\  ing  a  negative 
or  negatives  from  the  original  from 
which  to  make  prints  are  well  known 
to  producers  who  have  seen  the 
16nuii  originals  deteriorate  when  a 
large  quantity  of  release  prints  are 
required. 

Previously .  the  only  way  an  inter- 
negative  could  be  produced  was  by 
enlarging  the  16nim  original  to  a 
.35mm  negative  and  then  reducing 
the  3.5mm  negative  to  a  16mm  re- 
lease print.  This  never  was  very 
satisfactory,  but  was  necessarv  when 
a  negative  was  needed. 

Eastman  Ktidak  Companv  has  an- 
nounced plans  to  release  a  16mm 
negative  material  in  the  near  future, 
but  until  that  time,  this  interim 
process  developed  by  Consolidated 
offers  16mm  prints  at  considerably 
lower  cost  than  enlargement  to 
35mm  negative  and  reduction  to 
16mm  color  prints  as  offered  before. 
♦        •        » 

Camera  Equipment  Company 
Consolidates  Its  Operations 

■¥  Component  branches  of  Camera 
E.quipment  Company  are  scheduled 
to  be  consolidated  under  one  roof 
at  315  West  43rd  Street.  New  York, 
early  in  February.  This  move  is 
termed  by  the  companv  "the  most 
important  milestone"  in  its  19-year 
history. 

The  consolidation  is  planned  to 
bring  about  a  more  cohesive  and 
efficient  operation  and  provide  new 
customer  advantages.  The  company 
entrance  will  be  on  the  ground  floor, 
eliminating  dependence  on  elevator 
service.  The  new  showroom  will 
have  more  than  triple  the  space  of 
the  present  quarters,  permitting  at- 
tractive display  of  motion  picture 
and  television  equipment.  AH  rentals 
will  be  accessible  from  the  main 
floor  from  a  private  loading 
entrance. 

Manufacturers  of  the  Professional 
Junior  Tripod.  Camera  Equipment 
Company  also  repairs  and  services 
professional  cameras  and  specializes 
in  solving  engineering  problems  re- 
lated to  taking  and  making  films. 
The  company  plans  to  broaden  and 
extend  its  rental  service  of  cameras, 
lights,  sound  and  editing  equipment. 

Starting  at  1600  Broadwav.  pres- 
ent headquarters,  the  organization 
consisted  of  Frank  C.  Zucker,  Marga- 
ret Zucker.  Eugene  H.  Levy  and 
Charles  Theurer.  who  now  is  super- 
intendent of  the  repair  department 
and  machine  shops.  Additional  space 
was  acquired  on  the  third  and  fourth 
floors  at  1600  Broadway.  Later,  a 
manufacturing  unit  was  established 
at  253  \^esl  64th  Street  and  the 
lighting  equipment  department  was 
moved  to  304  V^est  43rd  Street. 


Hs^?^^g^/H^s^^^£a^Hs^^^^g^Hss^^ss^^aa^^ 


I  AM  A  FILM... 

My  job  is  to  put  across  a  slory. 
My  sponsor  spent  many  dollars  in  the 
making  of  the  original  from  which  I 
came.  But  once  we  prints  were  made 
and  showings  began,  he  neglected  me. 

Aon  /V;i  damaged  goods  .  .  .  I'm  dirty 
.  .  .  lie  picked  up  oil  spots  .  .  .  I'm 
beginning  to  buckle  and  curl.  ..I  have 
many  unsightly  scratches  .  .  .  I  sec  the 
audience  getting  irritated,  because  my 
defects  show  up  on  the  screen. 
As  a  result  my  sponsor  is  no  longer 
getting  full  benefit  from  all  he  in- 
vested in  the  original  and  in  me  and 
my  fellow  prints. 

Yet  my  sponsor  can  correct  my  defects 
.  .  .  in  fact  he  could  have  prevented 
many  of  them  from  happening  in  the 
first  place  .  .  .  at  so  little  cost. 
Because  I  like  to  see  an  investment 
pay  off,  dear  sponsor,  ask  Peerless 
how  you  could  have  started  me  off 
right  and  how,  now  that  I  am  in  trou- 
ble, you  can  have  me  put  back  in  the 
pink  of  condition  —  to  serve  you  in 
the  way  I  should. 

Help  me  to  be  all  I  can  be. 
I  want  to  live  a  long  and  useful  life  . . . 
and  do  a  good  job  for  my  sponsor. 


EERLESS 


FILM  PROCESSING  CORPORATION 

165   WEST   46lh   STREET,    NEW   YORK   36.   N    f. 
959  SEWARD  STREET,   HOllYWOOD  38,  CAlIf 
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Above:  "Filmagnetic'  hMin-heod  camera  unit 
in  Auricon  comera;  finger  points  out  pre- 
striped  magnetic  sound  film. 

"Filmagnetic"    Unit  Affords 
16mm  Hi-Fi  Sound  Flexibility 

■K  U  itii  new  Auricon  ■■Kiliiiayiielit" 
equipment,  the  professional  16mm 
film  producer  now  has  his  choice 
of  single-system  magnetic  or  opti- 
cal sound-track  with  his  picture, 
on  the  same  film  at  the  same  time, 
according  to  Berndt-Bach.  manu- 
facturer. 

The  complete  Filmagnetic  outfit 
consists  of  a  highly  functional  mag- 
netic sound-on-film  camera  record- 
ing unit  weighing  only  4  ounces, 
and  a  compact  7  pound  amplifier 
fitted  into  a  cowhide-leather  carry- 
ing case. 

Auricon  Filmagnetic  produces  lip- 
synchronized  "talking  pictures"  and 
music  of  quality,  on  16inni  black 
and  white  or  color  film  pre-striped 
for  magnetic  sound  before  it  is  ex- 
posed to  light.  Filmagnetic  is  an 
optional  feature,  available  for  fac- 
tory installation  on  all  new  or 
existing  Auricon  Sound -On -Film 
Cameras.  After  being  installed  at 
the  factory  in  any  .\uricon  Camera, 
the  Filmagnetic  unit  can  be  tempor- 
arily removed  without  the  use  of 
tools,  thus  providing  a  choice  of 
high  fidelity  optical  or  magnetic 
sound  tracks. 

Filmagnetic  drastically  reduces 
the  weight  and  complexity  of  equip- 
Below:  super-portable  "Filmagnetic"  Model 
MA-10  amplifier  carries  easily  in  teatfier  cose 
with  sfioulder  strop;  weigfis  only  7  pounds. 


Recent    Equipment    Developments    for    Production    and    Projection 


(lU'nt  iiectled  while  shooting  a  sound 
picture,  the  manufacturer  points 
out.  It  eliminates  the  need  for  a 
clap-stick  svnc-mark  at  the  start  of 
each  scene.  Iieing  single-system  and 
already  suichronized.  Editing  flexi- 
I'ilit)  is  provided  as  the  magnetic 
-ound-track  allows  high  fidelity  re- 
ii'cording  of  "single-system"  into 
"double-system"  for  editing  of  only 
those  scenes  which  are  to  be  used 
in  the  final  picture. 

.Auricon  Filmagnetic  provides  ad- 


vantages of  magnetic  recording. 
with  instant  earphone  nujnitoring 
of  the  actual  just-recorded  Filmag- 
netic sound-track  inside  the  Auricon 
(!amcra.  f  )nl\  l/.50th  of  a  second  de- 
la)  occurs  between  the  sound  being 
picked  up  by  the  microphone,  and 
the  same  sound  being  reproduced 
from  the  Filmagnetic  sound-track, 
through  the  monitoring  headphones. 
Sound  heard  in  the  monitor  alread\ 
is  recorded  inside  the  camera. 
For  further  details  about  Fihnag- 


®^  /f  ifoa  rfeec/ a 
I^OVIE  PROJECTOR/ 
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IN   15    YEARS  ...  NO   ONE   HAS   DUPLICATED   THE 
MOVIE-MITE  ...  IN   WEIGHT,   SIMPLICITY,    OR   PRICE 

ioT  information   write  to  .  .  . 


J 


'-**  • 


THE   CALVIN    CO. 

1105  TRUMAN   ROAD 
KANSAS  CITY  6.  MISSOURI  —  HA.  1230 


netic.  write  to:  .Mr.  .\.  N.  Brown, 
Sales  Manager,  Berndt-Bach.  Inc., 
(.'^(I(»   Romaine   St.,   Hollywood   38, 

California.  ^ 

Victor  Announces  New  12-Inch 
High-Fidelity  Speaker  for  16mm 

♦  \  irtni  .\iiiiiial.if;raph  (Corpora- 
tion, Da\cnp<irt.  Iowa,  has  an- 
nounced a  new  12  separately  cased 
speaker  to  be  used  with  its  portable 
16mm  sound  motion  pictur  projec- 
tors. 

The  speaker  is  rated  at  full  25 
nails  and  response  is  said  to  be 
ideal  on  modern  sound  tracks.  It 
has  a  high  degree  of  moisture  and 
temperature  resistance  in  voice  coil, 
cone  and  spider.  It  also  incorpo- 
rates a  dustproof  voice  coil  to  elimi- 
nate field  duty  problems  and  an 
Alnico  5  magnet.  An  armored  cone 
basket  provides  protection  for  the 
cone  from  damage  from  within  the 
enclosure.  A  metal  grille  protects 
tile  cone  from  damage  from  without 
tlie  case. 

The  new  speaker  is  enclosed  in  a 
plywood  case  with  forest  green  plas- 
tic impregnated  covering  and  satin 
chrome  trim  to  match  the  projectors. 

Radiant's   "Educator"   Screen 
Features  Safety  Roller  Lock 

♦  A  new  \\ail-t\])e  jjrtijection  screen 
model,  designed  for  classroom  and 
training  use.  has  been  announced 
by  Radiant  Manufacturing  Corp.. 
Chicago. 

The  "Educator"  Vi'all  Model  fea- 
tures an  exclusive  automatic  roller 
lock  which  provides  sntooth  roller 
action,  even  hanging  of  fabric  and 
positive  protection  against  the  fabric 
being  pulled  beyond  the  picture 
edge,  the  manufacturer  says. 

The  new  model  is  provided  with  a 
functional  "tear-drop"  design  case, 
said  to  afford  maximum  stabilit\ . 
Supplied  with  "\  yna-Flect "  flame- 
and-mildew-proof  glass-beaded  fab- 
ric, it  is  available  in  six  sizes:  .37"  x 
50"  to  70"  X  70".  The  model  is  de- 
signed to  be  mounted  on  either  wall 
or  ceiling 
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Here's  the   CPE   outdoor  screen   as 
set  up  for  a  recent  Dodge  showing. 

Portable  Wide  Screen  Built  for 
Outdoor  Use  by  Chicago  Firm 

♦A  poitalile.  easiU -erected  initilnor 
CineniaScope  screen  has  been  de- 
veloped by  Commercial  Picture 
Equipment,  Inc.,  for  Dodge  Motor 
Division.  The  mat  white  foldable 
screen  surface  is  16'  x  40'  and 
mounted  on  an  aluminum  frame 
standing  22  feet  high  and  designed 
to  withstand  winds  of  60  miles  per 
hour. 

Built  primarily  for  portabilitv 
and  lightness  of  weight,  the  entire 
unit  can  be  erected  or  dismantled 
by  eight  men  in  less  than  four  hours. 
Utilizing  aluminum  throughout  and 
CPE's  Fast- Fold  rubberized  mat 
white  surface,  no  difficultv  is  experi- 
enced with  inclement  weather,  the 
manufacturer  says.  To  prevent  the 
screen  surface  from  billowing,  thin 
aluminum  panels  approximately  4' 
X  8'  provide  a  solid  "air  tight" 
backing. 

The  framework,  screen  and  speak- 
ers are  assembled  on  the  ground 
eliminating  the  need  for  ladders  or 
scaffolding.  The  rear  "stiff  legs"  and 
the  front  vertical  members  form  a 
toggle  arrangement  permitting  the 
complete    unit    to    be    raised    to    a 


vertical  position  b)  means  of  several 
sets  of  blocks  and  falls.  Weight  of 
the  complete  screen  is  under  1.500 
pounds. 

Mart  Adds  Magnetic  Playback 
to  Dual  Reader  Equipment 

*  1  he  ("amera  Mart.  Inc.,  New  \  ork, 
has  announced  the  addition  of  a 
magnetic  playback  head  model  to 
its  optical  Dual  Reader  equipment. 
The  magnetic  playback  head  is  ad- 
justable to  track  position  for  16mm. 
17.5mm  and  35mm  magnetic  fihii 
as  well  as  16mm  and  .35mm  Magna- 
stripe  film. 

As  with  the  optical  model,  the 
new  magnetic  unit  may  be  used  with 
anv   16mm  or  35nHn  silent  motion 


picture  \ie\\er  to  match  picture  with 
single  or  double  system  sound.  In 
combination  with  the  optical  sound 
reprodutcion  head,  the  Dual  Reader 
offers  film  editors  a  much  wider 
latitude  in  editing  operations. 

\^'ith  the  combination  model  it  is 
possible  to  check  a  35mm  composite 
picture  with  optical  sound  against  a 
second  magnetic  track.  When  the 
film  has  both  Magnastripe  and  opti- 
cal track  together  on  the  same  film, 
the  combination  Dual  Reader  will 
check  one  against  the  other. 

The  magnetic  model  complete 
with  amplifier  and  base  is  priced  at 
.§185.00.  The  combination  optical- 
magnetic  model  is  priced  at  .$295.00. 
For  further  details,  write  to  The 
Camera  Mart.  Inc..  at  1845  Broad- 
wav-  New  York  23.  N.Y. 


^ 


TV  POTENTIAL? 


Write  for  our  free  booklet.  "Syndication  of  Spon- 
sored Films  to  Television  Stations"  for  realistic 
information  on  how^  to  determine  the  number  of 
telecasts  and  the  coverage  you  can  expect  from  your 
film  in  television. 


INDUSTRIAL  FILM   DIVISION 

"specialized  syndication" 

STERLING  TELEVISION  CO.,  INC. 

205  EAST  43rd  STREET      NEW  YORK  17,  N.  Y. 


GIVES  YOU  THE  IMPACT,  MOVEMENT  AND  FLEXIBILITY 
OF  MOTION  PICTURES  ON  A  SLIDE  PRESENTATION  BUDGET 


CcUonialit  (jUcrs  you  a  complete  \isual  stall.  Art, 
color  photography,  photo  processing,  typography  and 
creative  production  departments  are  all  under  one 
roof.  This  insures  your  sales  meeting  the  ideas,  eye 
appeal,  visual  impact  and  professional  showmanship 
it  must  have. 


>  CELLOMATIC  CARBON  ARC 
PROJECTION 

Front  or  rear  screen 
Sizes  up  to  15'-20' 

i  CELLOMATIC  FILM 


.  SLIDES 

>  VU-GRAPH 
.  SLIDE  FILMS  * 

>  SALES  TRAINING  AIDS 

>  STAGING  SPECIALISTS 


Write  for  information  today. 
Better  yet.  see  Cellomatic 
in  action  at  .  .  . 


CELLOMATIC  CORP.        756   SEVENTH   AVE.,   NEVK   YORK   19,   N.Y, 
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HERE   IT   IS 


PATENT 
PENDING 


THc  DUAL  READER 


NOW   AVAILABLE   FOR   OPTICAL 
AND   MAGNETIC   SOUND! 

The  Dual  Reader  which  was  received  with  such  enthusiasm 
by  film  editors  is  now  available  for  both  optical  and  mag- 
netic sound  reproduction.  Edit  picture  with  double  system 
magnetic  or  Magnastripe,  or  check  an  optical  print  against 
a   magnetic  track.   For    16mm   and   35mm. 

Send  for  descriptive  literature. 


THE   CAMERA  •  MART 


INC. 


1845  Broadway  at  60th  St. 
NEW  YORK  23,  NEW  YORK 


Phone:    Circle    6-0930 
CABLE:  CAMERAMART 


^    For  the  finest  quality  in  ^^ 

16MM  COLOR  PRINTS 

Come  to  Hollywood  Film... 

. .     The  leoifiii;  fi/m  la6  siiKe  1907/      „ 


The  OLDEST  IBrnm  Film  Laboratory 
is  now  first  with  the  NEWEST.^ 

Holl/wood  Film  offers  the  newest  facilities 
in  the   1 6mm  field,  with  odvonced  methods  ond 
special  equipment  thot  enoble  us  to  offer 
quolity  and  service  unequalled  anywhere. 
Included  among  our  new  editing  services  ore 
zero  cuts  and  variable  length  dissolves  from 
12  to  96  frames  to  provide  perfect  fades  and 
dissolves,  without  cutting  the  originol  scene. 


COMPLETE  16mm 
Laboratory  Service... 

•  Reduction  and  Contact  Printin 

•  Negative  Developing  and 

Reversal  Processing 

•  Release  Prints  in  Color  or 

Black-ond-White 

•  Kodachrome  Duplicottng 

•  Shipping  S  Receiving  Service 

•  Free  Projection  Service 

•  Free  Editing  Rooms  ond 

Sloroge  Voulls 


The  Oldest 
and  Most 
Experienced 
ICyinin  Film 
Laboratory 


HOLLYWOOD  FILM 
ENTERPRISES,  INC. 

6060    SUNSET    BOULEVARD 
HOLLYWOOD  28,  CALIFORNIA 
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NEW  AUDIO-VISUAL  EQIilPiVIENT 


Recent    Equipment    Developments    for    Production    and    Projection 


Worrall  Geared  Camera  Head 
Offered  Studios  by  S.O.S.  Corp. 

♦  I  he  \\  (II  rail  (k-arcil  Cuiiici  a  Hfacl. 
recently  introduced  by  distributor 
S.O.S.  Cinema  Supply  Corp..  is  a 
precision-built  geared  camera  head 
to  accommodate  the  Mitchell  BNC 
and  similar  weight  cameras.  It  fea- 
tures a  two-speed  dual  track,  pan  or 
hi-speed  tilt  «hich  can  easily  follow 
a  person  getting  up  from  a  chair.  It 


\ 

*. 

^ 

s 
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Worrall  Geored   Comera   Head 

has  an  adjustable  lie-down  screws 
for  balance  and  the  pan  and  tilt 
gears  disengage  as  the  head  ""floats 
friction  free  on  balls  or  rollers.  Tw  o 
large  diameter  handwheels  complete 
the  assembly. 

Exactly  balanced  for  the  Mitchell 
BNC  and  key  light,  the  Head  is  also 
used  on  an  extension  platform  for 
Mitchell  NC  and  other  cameras.  The 
Worrall  fits  any  tripod,  dolly,  boom 
or  crane.  It  weighs  80  pounds  and 
is  priced  at  .S1350.00. 

More  detailed  information  is 
available  from  S.O.S.  Cinema  Sup- 
ply Corp..  602  West  .52nd  Street. 
New  York,  or  from  the  Western  of- 
fice at  6.331  Hollywood  Blvd..  Holly- 
wood. 

^  -i  '.; 

Versatile   Animation   Stand 
Announced  by  Saltzman,  inc. 

♦A  ne«  model  i\o.  lU-E  Anima- 
tion and  Special  Effects  Camera 
Stand  has  been  announced  by  J.  G. 
Saltzman.  Inc.,  New  York,  sales 
distributor  for  Caesar  Manufactur- 
ing, Inc.  The  stand  is  described  as 
ideal  for  animation,  titles,  stills,  car- 
toons and  trick  photography. 

The  stand  is  used  for  industrial, 
educational,  television  and  enter- 
tainment motion  pictures.  It  is  made 
to  serve  the  muhiple  tasks  of  the 
animation  field  —  to  take  angle 
shots  and  zooms,  matching  zooms, 
spinning  and  other  photographic  re- 
quirements. 

Among  the  unit's  new  features 
are:  a  Floting  Peg  Bar  System  with 
adjustable  platen  holder  which  can 
rotate  up  to  30  degrees  independent- 
ly of  the  table;  a  new  lens  mount 
pick-up  with  auto-focus  feature  en- 
abling user  to  change  camera  with- 
out changing  the  arm,  a  new 
shadow-board  of  heavy  construction 
with  special  attachments  for  wipes 
and  other  effects. 


Otlier  li-alurcs  inrluile;  special 
clutch  motors  that  can  be  operated 
manually  or  electrically  without  dis- 
engaging any  gears:  a  new^  counter- 
balanced platen  with  interchange- 
able parts.  The  table  has  a  peg  bar 
release  allowing  removal  of  peg 
bars  without  cranking:  30"  north 
and  south,  east  and  west  movement 
\sith  a  full  00  degree  rotation  of 
east  and  west,  affords  a  total  of  60 
degrees  east  and  west.  The  degree 
movement  of  east  and  west  allows 
user  to  make  diagonal  movements 
«ith  only  one  control.  Further  in- 
formation is  available  from  the  com- 
pany at  480  Lexington  Ave..  New 
York  17.  N.Y.  S' 

Auravision  Records  by  Columbia 

♦  Columbia  Records"  Transcription 
Department  has  introduced  a  new 
product  called  Auravision  which 
provides  recorded  speech  or  music 
on  specially  treated  printed  surfaces 
of  any  size  or  shape,  from  postcards 
for  mailing  to  instructional  bro- 
chures or  package  inserts.  Aura- 
vision will  be  available  in  any  rec- 
ord speed  and  can  be  reproduced  on 
any  standard  phonograph. 


(a^ualitu  - 


FILM  SHIPPING   CASES 


Did  you  ever  consider  the  mileage 
per  dollar  you  get  out  of  a  shipping 
case?  We  have!  That's  why  we've 
built  these  new  cases  with  more 
than  usual  care.  They're  made  of 
best  quality  non-vulcanized  fibre, 
strongly  fabricated,  and  reinforced 
with  steel  corners.  Here  is  low 
priced  protection  for  vour  films  in 
transit.  Also  available  in  hard  vul- 
canized fibre. 

See  your  nejresi  Jejler  or  urile 
direct  to   nuniijacliirer  for   c^ljlog. 

WM.   SCHUESSLER 

341    W.    SUPERIOR    ST. 
CHICAGO    10,    ILLINOIS 


BUSINESS     SCREEN      MAGAZINE 


"PRINCIPAL     PRODUCT": 

(CONTIMED  FROM  PAGE  37  I 
mon  name  at  all.  At  least  there's  no 
doubt  that  Junebug  has  grown  up 
around  f-stops  and  the  like  and 
comes  by  his  talents  honestly. 

In  the  course  of  the  picture- 
making.  Junebug  shot  up  a  prodigi- 
ous quantity  of  film  in  his  o«n 
Leica.  The  production  plan  called 
for  having  another  still  man.  of 
course,  to  do  the  stills  that  would 
finally  appear  in  the  film  as  June- 
bug's  work  ...  a  forgivable  switch 
in  the  light  of  the  acting  job  the 
boy  had  to  do.  But  that  was  not  the 
way  it  worked.  When  everybodys 
negatives  finally  landed  in  the  en- 
larger,  more  than  half  of  the  best 
ones  turned  out  to  be  Junebug's. 

End  result?  Sponsor  happy.  Dir- 
rector  happy.  .Audiences  bound  to 
be  happy.  Producer  happv  but 
worried.  The  problem:  Junebug  is  a 
valuable  talent,  but  in  a  couple  of 
years  —  say  at  age  eight  —  he"ll  be 
too  old.  3' 

Sam  Orleans  Starts  Mobile 
Production  Service  in   South 

♦  Sam  Orleans,  on  the  production 
side  of  motion  pictures  since  1914. 
is  making  available  a  fully  equipped 
mobile  production  unit  for  use  on 
productions  in  the  South.  South- 
west and  .Midwest. 

Orleans  has  all  types  of  operating 
equipment,  plus  trained  operators, 
available  on  a  rental  basis.  Lights, 
reflectors,  cables,  sync  type  record- 
ers, and  .3.5  and  lOmni  cameras  can 
be  rented,  as  well  as  paneled  trucks 
displaying  the  production  company's 
name  on  the  side.  Crews  are  avail- 
able on  request. 

Producers  who  are  interested  in 
doing  location  work  in  any  of  these 
sections  may  now  save  the  cost  of 
moving  equipment  and  personnel 
into  the  area,  the  company  points 
out. 

Sam  Orleans  and  Associates.  Inc.. 
have  been  in  business  in  Knoxville. 
Tennessee,  since  1946.  specializing 
in  industrial  fihiis.  technical  shorts 
and  background  for  Hollywood  pro- 
ductions. 


WORLD  NATURE  FORGOT: 

(f:0\TlMKn  FKOM  PACK  39l 
spent  hours  in  fascinated  study  be- 
fore writing  original  music  for  the 
"molecule  ballet' .  Cameraman  Vic- 
tor Hotchkiss  described  the  process 
in  a  technical  paper  titled  A  Report 
on  the  Halation  Apparatus. 

\^  bile  the  British  end  of  the  film- 
ing had  been  progressing,  the  bulk 
of  the  footage,  which  included  some 
out-of-the-ordinar\  stop  motion  se- 
quences of  photosynthesis,  was  being 
made  by  MPO  camera  crews  in  this 
country.  Some  imaginative  color 
camera  techniques  invoKing  the  use 
of  filters  in  filming  normally  dull 
industrial  plant  interiors,  helped 
sustain  the  high  pitch  set  hv  the 
molecule  sequence. 

Plastics,  the  film  shows,  play  a 
dual  role.  Some  end  products  are 
seen  and  touched  daily  in  modern 
homes.  Other  applications  are  less 
obvious,  because  they  represent  the 
combining  of  totally  different  ma- 
terials to  fill  specific  needs.  For  ex- 
ample, the  hull  of  a  midget  Navy 
submarine,  which  swims  close  to  the 
camera  in  a  remarkable  underwater 
shot,  represents  a  combination  of 
polyester  resins  with  glass  fibers. 

Probing  the  future,  the  film  pon- 
ders the  cit\  of  tomorrow,  as  sug- 
gested by  the  great  advances  being 
made  in  laboratories  and  plants  to- 
day. Like  every  city  ever  built,  the 
film  notes  in  closing,  it  will  be  a 
city  "transformed  b\  man  and  his 
chemistry  ...  a  city  built  from  the 
world  that  nature  forgot."  ^ 

«        *        * 
Neumade  Issues  New  Catalog 
♦  .\  new  catalog  of  its  visual  equip- 
ment has  been  issued  bv  Neumade 
Products  Corp..  New  \ork. 

Neumade  s  Catalog  No.  3.5  con- 
tains over  150  new  items  added  to 
the  manufacturer  s  35mm  and 
16mm.  wide  screen  and  television 
accessory  line.  The  catalog  includes 
equipment  for  the  storage,  filing, 
shipping  and  editing  of  motion  pic- 
ture film  of  all  types. 

The  catalog  is  available  from: 
Neumade  Products  Corp..  250  West 
57th  Street.  New  York  19.  N.Y. 


COLOR  SLIDEFILMS 

FOR  INDUSTRY 

COLOR  FILMSTRIPS 

FOR  EDUCATION 

Specialized  equipment  and  the  know-how  of  a  group  of  specialists  who 
have  worked  together  in  producing  over  550  color  films.  If  you  wont 
a  complete  production  or  require  specialized  assistance  on  any  production 
problem,  contact  Henry  Cloy  Gipson,  President  .  .  . 

FILMFAX  PRODUCTIONS,  10  E.  43,  N.Y.  17,  N.Y. 


•  DOCUMENTARY 
•TRAVEL 

•  SPORT 

•  CONSERVATION 

•  WILDLIFE 


CHELMSFORD 
MASSACHUSETTS 


"Quality  Is  Our  Master" 


it  Sells- 
On  Sight 

THE  COMPLETELY 
DEPENDABLE  SALESAAAN 
SELLING  YOUR  PRODUCT- 
YOUR  STORY-ENDLESSLY 
WITHOUT  SUPERVISION 

•  Self-contained  speaker 

•  800-foot   continuous  film    reel 

Direct  sales  are  easier  .  .  .  promotion  more  potent  .  .  .  training  work 
simpler  .  .  .  operating  costs  dramatically  lower  with  the  Busch  CINE- 
SALESMAN  1 6mm  continuous  movie  projector  on  your  staff.  Hundreds 
o£  CINESALESM.\N  projectors  are  now  selling  for  scores  of  national 
concerns  everywhere.  Look  for  the  CINESALESMAN,  it's  sure  to  catch 
your  eye  and  ear  at  conventions,  sales  presentations,  displays,  point  of 
sale  locations,  trade  shows  ...  in  fact,  anywhere  and  everywhere  that 
sound  and  motion  are  combined  for  more  effective,  potent  sales  impact. 
Color  or  black  and  white,  sound  or  silent,  any  16mm  film  works  al- 
ways in  the  CINESALESMAN  ...  and  the  Busch  CINESALESMAN 
always  works  for  youl 


Performs  in 
lighted   room 

Self-contained  screen 
•    Pre-threaded   film 


BUSCH    FILM    & 

212  South  Hamilton  Street 


EQUIPMENT    COMPANY 

•  Saginaw,  Michigan 
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THE/OFFSCREEN 


A  SUPERB  COLLECTION  OF 
MOOD  AND  BRIDGE  MUSIC 

For  Details  Write: 

AUDID-MASTER  Corp. 

17  East  45th  St.  •  New  York  17,  N.  Y. 


nimalion 


\e^i^ice 


SERVING  THE  ART 

AND 
ANIAAATION   NEEDS 

OF 

MOTION   PICTURE 

PRODUCERS 

EXCLUSIVELY 

• 

159 

EAST  CHICAGO  AVE. 
CHICAGO   11,  ILL. 

• 

superior  7-8985 


' \ 

Ray  Lytton 

PHDDUCTIQIVS 

-^  Mation  Pictures 

^-  Slide  Films 

Lisle,  Illinois 

Phone:  Downers  Grove  B851      / 


IMMEDIATE  CASH 

FOR 

CAMERA  EQUIPMENT 

NEED  EYEMOS  (SINGLE  LENS  AND  TURRET). 
MITCHELLS,  ARRIFLEX,  DE  BRIES.  BiH  STAND- 
ARDS AND  HI-SPEEDS,  WALLS,  AKELEYS,  CINE 
SPECIALS,  AURICONS,  MAURERS,  FILMOS. 
ALSO  BALTARS,  COOKES  AND  OTHER  LENSES. 
SOUND  STAGE,  LABORATORY  AND  EDITING 
EQUIPMENT  OF  ALL  TYPES  REQUIRED.  PLEASE 
SHIP  INSURED  OR  FORWARD  DESCRIPTIONS 
AIRMAIL     IMMEDIATE   PAYMENT. 

GORDON    ENTERPRISES 

53&2  N.  CAHUENGA  •  N.  HOLLYWOOD,  CAL. 
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NOTES  FROM  THE  NEWS  AT  PRESSTIME 

■¥■  The  Celliimatic  Corporation  has  set  up  a  sub- 
sidiary to  handle  fihii  productions  created  off  the 
Cellomatic  projector. 

The  subsidiary  company.  Cellomatic  for  Films, 
has  its  sales  headquarters  at  .5.3.5  Fifth  Ave..  Ne» 
York,  and  will  be  directed  by  Paul  F.  .\dler.  who 
will  at  the  same  time  maintain  his  connection 
with  Affiliated  Program  Service.  Inc..  which  he 
has  headed  for  the  past  six  years. 

Concurrently,  Gilbert  Zingaro  was  named 
executive  vice-president  in  charge  of  operations 
by  the  Cellomatic  Corp. 

Mr.  Zingaro  has  been  with  Cellomatic  for  the 
past  five  years.  In  his  new  position  he  will 
be    responsible    for    equipment,    operators    and 

scheduling-  S' 

*  «        « 

Jersey  Standard  a  Pioneer  in  the  Editing 
of  Industrial  Films  for  Public  Service  TV 

+  Standard  Oil  Company  (  New  Jersey  I  was  one 
of  the  first  companies  to  begin  editing  industrial 
fihns  for  television  use.  The  initial  effort  was  in 
1950  when  the  company  produced  a  television 
version  of  a  film  on  exploration  for  oil  in  west- 
ern Canada  entitled  Search  Unending.  A  second. 
Model  Masterpieces,  dealt  with  the  detailed  con- 
struction of  a  model  of  a  giant  oil  refinery.  Both 
films  were  well  received  and  widely  used  by 
television  stations,  and  this  reaction  led  to  the 
decision  by  the  company  to  produce  the  new 
Journey  series. 

Producers  who  ha\e  worked  with  Jersey  Stand- 
ard in  the  production  of  these  films  include  Tele- 
news  Productions.  Information  Productions,  and 
Morton  McConnachie  Productions. 

*  4t  * 

Reeves  Sound  Studios  Issues  Disc  Price  List 

*  Reeves  Sound  Studios.  Inc..  has  issued  a  new 
price  list  of  its  disc  division,  headed  by  manager 
John  F.  Vorisek.  With  few  exceptions,  where 
costs  ha\  e  increased  for  some  processing  or  press- 
ing items.  Reeves  prices  have  remained  un- 
changed  since   1952.  The  company   particularly 


Tempo  Bold 

■  Above  line  set  in  42  point. 

Available  in   18.  24.  30.  36.  42.  48.  60  &  72   point  sizes 

.  .  .  the  most  practical  of 
ail  typefaces  for  motion 
picture  and  slidefilm  titles 

One  of  many  typefaces  available  in  Knight  Studio  Titles 

KNIGHT  STUDIO 

159  East  Chicago  Avenue,  Chicago  II,  Illinois 


points  out  its  S25  per  hour  studio  time  charge 
for    voice    recordings    as    one    of    the    biggest 

bargains  in  the  industr\.  '^ 

«        *        » 
Help  for  Harried  Taxpayer:  Accountants 
Sponsor  Internal  Revenue  Problems  Film 

♦  //<■/;)(« t:  ihc  'I  ■ixpuyer  \i  kill  llupiMiLs  It  lien 
the  Governmenl  Questions  Your  Tax  Return,  a 
14';;  min.  film  produced  for  the  American  Insti- 
tute of  Accountants,  in  cooperation  with  the  In- 
ternal Revenue  .Service,  by  Willard  Pictures.  Inc.. 
is  again  being  promoted  as  a  helpful  service  to 
taxpayers  in  the  trying  months  from  January 
through  April. 

Association  Films.  Inc.  is  handling  distribution 
through  its  Tele-Exchanges  and  promises  ()uick 
service  to  T\  stations  wishing  to  schedule   the 

film  during  this  [jeriod. 

i-        *        * 
New  Plastic  Filmstrip  Containers  Made  By 
Eastern  Manufacturer:   Solve  Old   Need 

■¥-The  long-felt  need  for  "something  different" 
and  better  in  the  way  of  filmstrip  containers  for 
both  the  educational  and  industrial  fields  has 
apparently  been  answered  by  an  Eastern  plastics 
manufacturer.  Plastican  Corp. 

The  new  filmstrip  containers  are  promised  to 
be  colorful,  strong  and  now  minimize  damage  to 
valuable  color  strips  subjected  previously  to  tin 
can  edges.  The  color  range  (jffers  five  bright 
shades  and  the  user  will  have  optional  change  of 
base  and  lid.  thus  providing  10  color  combi- 
nations and  more.  \^hile  awaiting  receipt  of 
samples,  which  the  Editors  of  Business  Screen 
will  thoroughly  check  for  durability,  etc..  further 
editorial  coverage  of  this  important  new  product 

is  promised  in  the  forthcoming  issue. 

*        «        « 
Walter  Scott,  Chief,  USDA  Motion  Picture 
Service  to  Retire  After  17  Years  of  Service 

■¥■  Felicitations  and  seasons  greetmgs  to  W  alter 
K.  Scott.  Chief  of  the  Motion  Picture  Service, 
U.S.  Department  of  Agriculture.  Walter  Scott  re- 
cently completed  his  third  year  of  direction  with 
this  pioneer  Federal  agency  and  on  December 
31st  will  retire  from  government  service.  He  is  a 
veteran  of  17  years  with  L  SDA.  The  name  of  his 
successor   has   not   yet   been    announced   but   to 

him.  also,  fiur  best  for  a  successful  career  ahead! 

«        *        « 

NEMA  Sponsors  Film  on  Rigid  Steel  Conduit  > 

-tt  riu-  Natinnal  FJectrical  Manufacturers  Asso- 
ciation has  just  announced  completion  of  a  new 
film  Blueprint  for  Pouer.  This  20-minute  sound 
and  color  film  is  intended  for  professional  audi- 
ence use.  It  will  be  reviewed  in  our  next.         9' 


for  those  who  want 


films 

of  distinction 


SAM  ORLEANS  PRODUaiONS 


.-IXPnilNCE   UNCI   1*1 


SSO  fifth  ■«•■•• 
jiaw  yark  S«,  n.  y- 


/  ail  w.  CBBibarlaad 

r 

kaaxvllla,   tana. 


66 


BUSINESS     SCREEN     MAGAZINI 


HEtGrencE  ShElt" 


Useful  Catalogs  and  Booklets 
for   the   Audio-Visual    Library 

Scientific  Apparatus  Films  Are 
Listed   in  New  SAMA  Directory 

♦  Fourteen  nintion  jiif.tures  nn  ^ll!^- 
jects  ranging  from  optical  instru- 
ments to  basic  electronics  are  listed 
as  available  on  free  loan  from 
sponsor-sources  in  the  first  edition 
of  the  Scientific  Apparatus  Makers 
Association  film  director\\  The 
sponsors  are  SAMA  members. 

Film  information  is  outlined  for 
each  picture  according  to  title,  film 
size,  color  or  b  w.  running  time, 
description  of  picture  content,  and 
source.  A  helpful  strip  film  teaching 
series  dealing  with  industrial  in- 
strumentation and  process  control 
equipment  also  is  listed  for  free 
loan  or  purchase. 

The  directory  notes  that  all  films 
should  be  ordered  directly  from  the 
SAMA  members  sponsoring  them. 
The  Association  public  information 
committee  acts  as  a  clearing  house 
of  information  only — bringing  titles 
to  public  attention. 

Single  copies  of  the  directory  ma\ 
be  obtained  free  from:  Public  In- 
formation Committee.  .Scientific  Ap- 
paratus Makers  .Association.  20  N. 
Wacker  Dr..  Chicago  6.  111. 

*        »        * 
Allegheny  Ludlum  Corp. 
Catalog  Features  20  Films 

*  Twenty  I6nmi  motion  pictures  in 
sound  and  color  are  offered  in  the 
new  Allegheny  Ludlum  Steel  Cor- 
poration catalog  of  free  loan  films. 
These  pictures  cover  the  production, 
fabrication  and  end  use  of  the 
special  alloy  steels  —  stainless,  tool 
and  electrical  —  produced  by  the 
company. 

The  tidy  little  booklet  describes 
each  film  briefl)'  in  prose  and  with 
a  photographic  "still."  Notes  on 
projection,  booking,  shipping  and  a 


return  postcard  for  booking  are  in- 
cluded. 

\^  rite  to  Allegheny  Ludlum  Cor- 
poration.    2020     01i\er     Building. 

Pittsburgh  22.  Pa. 

*        •        * 

190  Business  Films  Listed 
in  B.E.F.  Catalog  of  Rentals 

♦  -More  than  I'JO  titles  of  rental 
motion  pictures  for  use  in  business 
education  are  listed  in  the  19.5.5-.56 
catalog  recently  announced  as  avail- 
able by  Business  Education  Films. 
New  ^  ork. 

The  18-page  catalog  classifies  busi- 
ness films  under  the  foUoiving  sub- 
ject headings:  accounting,  advertis- 
ing, banking,  bookkeeping,  business, 
business  arithmetic,  business  Eng- 
lish, communication,  consumer  edu- 
cation, economics,  finance,  home 
economics,  industrial  management, 
insurance,  law,  office  machines,  of- 
fice practices,  parliamentary  law. 
personnel  management,  public  rela- 
tions, public  speaking,  retailing, 
salesmanship,  secretarial  practices, 
shorthand,  typewriting,  transporta- 
ICONTIMED   ON   THE   NEXT   PAGEI 


VIDEO  nLM  LABORATORIES 

Complete  Laboratory  16MM  Service  for 

Producers  Using  Reversal  Process 

Also  16MM  Negative  and  Positive  Developing 
Wrilt  lo,  Fric:  Lilt 

Video  Film  Labs  are  now  located  at 
3S0  W.  SOIh  St.,  New  York  19.     RIcIk)!!  6-7196 


COMPLETE  MOTION    PICTURE   EQUIPMENT 

RENTALS 

FROM   ONE  SOURCE 


CAMERAS 

MITCHELL 

16mm 

35mm  Standard 

35mm  Hi-Speed 

35mm  NC    •    35mm  BNC 

BELL&  HOWELL 

Standard    •    Eyemo    •    Fiirr 

ARRIFLEX 

16mm    •   35mm 
WALL 

35mm  single  system 

ECLAIR  CAMERETTE 

35mm    •     )6/35mm 
Combination 

AURICONS 

all  models  single  system 
Cine  Kodak  Special 
Mourer    •    Bolex 
Blimps    •    Tripods 

DOLLIES 

Feorless  Ponoram 
Cinemobile  |CRAB) 
Platform    •    Westerr 
3  Wheel  Portoble 


LIGHTING 

Mole  Richordson 

Bordwell  McAlister 

Colortran 

Century 

Cable 

Spider  Bo«es 

Bull  Switches 

Strong  ARC-Trouper 

10  Amps  llOV  AC  5000W- 

2OO0W-75OW 

CECO  Cone  liles 

(shadowless  lite) 

Gator  Clip  lites 

Barn  Doors 

Diffusers 

Dimmers 

Reflectors 

WE   SHIP   VIA   AIR. 
RAIL  OR  TRUCK 


EDITING 

Moviolas    •    Rewinders 
Tobies    *    Splicers 
Viewers  (CECO) 

GRIP  EQUIPMENT 

Parallels    •    ladders 

2  Steps   •   Apple  Boxes 

Scrims    •    Flags 

Gobo  Stands 

Complete  grip  equipment 

SOUND  EQUIPMENT 

Magnosync-magnetic  film 

Reeves  Magicorder 

Mole  Richardson  Booms  and 

Perambulators 

Portable  Mike  Booms 

Portoble  Power  Supplies  to 
operate  camera  and  recorder 


.  .-.   .IK    C.    ZUCKCN 

(Jflni€RR  €c^uipni€nT  (o. 


Sell  Your  Ideas 


PRESENT  THEM  WITH   A 


Pcrtt-a-Stoge 


with  ^EW  ,        1 

■•■NOTEBOOK"   Style/ 

1  never  before 

^Iiwtant  S^eciion  from 
Wide  Choice  of  12  SUdee 
In    Full   View— (Finger 

SlltB). 

Ik  Safely  Holds  &  DUplaj's  I 
L   12.  2x2"   (card  mounted) 
I  1  Slidra  on  1  page! 
I  rFlts  standard   S-rln*  Binder   or   in   R^^xll" 
I  I  File    CabIn«t-*Sturdy  mounting  board  conatr. 
I  Great   for   INDUSTRY.    INSTITUTIONS,    etc. 

I  t>nly    W.15    for    Pack  of    25!    Gr.4RANTEEDl 

Order   Direct   or  Thru   Tour   Dealer 


.  .  beyond  belief! 

Standard  Port-a-Stages  and  new  unique  de- 
sign Port-a-Stages  are  engineered  for 
strength  and  are  rock  steady.  Practical  for 
traveling  or  one  time  shows. 

RENT  OR  BUY 


WRITE   FOR   FREE  CIRCULAR 

COMMERCIAL    PICTURE 
EQUi>MENT^  INC. 

1800   W.   COLUMBIA   AVE. 
CHICAGO  26,   U.S.A  --^^ 

BRiorgate  4-7795 


NUMBER      8 
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NATIONAL   DIRECTORY  OF  VISUAL  EDUCATION  DEALERS 


EASTERN  STATES 

•  CONNECTICUT  • 
Rockwell  Film   &   Projection 

Ser>'ice,  182  High  St.,  Hartford  5. 

•  HIASSACHUSETTS   • 
Cinema,  Inc.,  234  Clarendon  St., 
Boston  16. 

•  NEW  JERSEY  • 

Slidccraft  Co.,  142  Morris  Ave., 
Mountain  Lakes,  N.  J. 

Association  Films,  Inc.,  Broad  at 

Elm,  Ridgefield,  N.  J. 

•  NEW  YORK   • 

Association    Films,   Inc..  347 

Madison,  New  York  17. 

Buchan  Pictures,  122  W.  Chip- 
pewa St.,  Buflfalo. 

Comprehensive  Service  Co.,  245 

W.  55th  St.,  New  York  19. 

Crawford,  Immig  and  Landis, 
Inc.,  265  West  14th  Street, 
New  York  11,  New  York 

The  Jam   Handy   Organization, 

1775  Broadway,  New  York. 

Ken  Killian  Co.  Sd.  &  Vis.  Pdts. 

17    New    York    Ave.,    Westbury, 
N.Y. 

S.  O.  S.  Cinema  Supply  Corp., 

602  W.  52nd  St.,  New  York  19. 

Training  Films,  Inc..  150    West 

54th  St.,  New  York  19. 
Visnal  Sciences,  599BS  Suffem. 

•  PENNSYLVANIA   • 
The  Jam  Handy  Organization, 

Gateway  Center,  Pittsburgh  22. 

J.  P.  Lilley  &  Son,  928  N.  3rd 
St.,  Harrisburg. 

Lippincott  Pictures,  Inc.,  4729 
Ludlow  St.,  Philadelphia  39. 

•  WEST  VIRGINIA   • 

B.  S.  Simpson,  818  Virginia  St.. 
W.,  Charleston  2,  PH  6-6731. 


SOUTHERN   STATES 

•  ALABAMA   • 
Lewis  M.  Stone,  Projector  Serv- 
ice.    "Specialized     in     Service." 
1409  Ford  Ave.,  Tarrant  Citv  7. 
Ala. 

•  FLORIDA   • 
Norman  Laboratories  &  Studio, 

Arlington  Suburb,  Jacksonville. 

•  GEORGU  • 
Colonial  Films,  7 1    Walton    St., 

N.W.,  ATwood  7588,  Atlanta. 
Stevens  Pictures,  Inc.,  101  Walton 
St.,  N.  W.,  Atlanta  3. 


•  LOUISIANA  • 
Stanley     Projection     Company, 

2111/;  Murray  St.,  Alexandria. 

Stevens  Pictures,  Inc.,  1307  Tu- 
lane  Ave.,  New  Orleans. 

Delta   Visual   Service,   Inc.,   815 

Poydras  St.,  New  Orleans  13. 

•  MISSISSIPPI   • 
Herschel   Smith   Company,    119 

Roach  St.,  Jackson  110. 

•  TENNESSEE   • 
Southern    Visual    Films,    687 

Shrine  Bldg.,  Memphis. 

Tennessee  Visual  Education 
Service,  416  A.  Broad  St.,  Nash- 
ville. 

•   VIRGINIA   • 

Tidewater  Audio- Visual  Center, 

617  W.  35th  St.,  Norfolk  8,  Phone 
Ma  5-1371. 


MIDWESTERN   STATES 

•  ILLINOIS  • 

American  Film   Registry,  24  E. 

Eighth  Street,  Chicago  5. 

Association  Films.  Inc..  561  Hill- 
grove,  LaGrange.  Illinois. 

Atlas    Film    Corporation,    1111 
South  Boulevard,  Oak  Park. 

The  Jam  Handy  Organization, 

230  N.  Michigan  Ave.,  Chicago  1- 

.Midwest  Visual  Equipment  Co., 

3518  Devon  Ave.,  Chicago  45. 

Swa/ik  Motion  Pictures,  614  N. 
Skinker  Blvd.,  St.  Louis  5,  Mo. 

•  IOWA   • 

Pratt  Sound  Films,  Inc.,  720  3rd 

Ave.,  S.E.,  Cedar  Rapids,  Iowa. 

•  KANSAS-MISSOURI   • 

Erker    Bros.   Optical    Co.,   908 

Olive  St.,  St.  Louis  1. 

Swank  Motion  Pictures,  614  N. 
Skinker  Blvd.,  St.  Louis  5. 

•  MICHIGAN  • 

Engleman    Visual    Education 

Service,  4754-56  Woodward  Ave., 
Detroit  1. 

The  Jam  Handy  Organization, 

2821  E.  Grand  Blvd.,  Detroit  11. 

Capital  Film  Service,  224  Abbott 
Road,  East  Lansing,  Michigan. 

•  OHIO   • 

Ralph   V.    Haile   &   Associates. 

326  E.  Fourth,  Cincinnati  2. 


•  OHIO  • 

Academy    Film    Service    Inc., 

2110  Pavne  Ave.,  Cleveland 
14. 

Fryan  Film  Service,  1810  E.  12th 
SL,  Qeveland  14. 

Sunray  Films,  Inc.,  2108  Payne 
Ave..  Cleveland  14. 

The  Jam  Handy  Organization, 

310  Talbott  Building,  Dayton  2. 

Twyman  Films  Inc.,  400  West 
First  Street,  Dayton. 

M.   H.  Martin    Company,   1118 

Lincoln  Way  E.,  Massillon. 

WESTERN   STATES 

•  CALIFORNIA   • 

LOS  ANGELES  AREA 

Donald  J.  Clausonthue  Co.,  1829 

N.  Craig  Ave.,  Altadena 

Coast  Visual  Education  Co.,  5620 
Hollywood  Blvd.,  Hollywood  28. 

Hollywood    Camera    Exchange, 

1600  N.  Cahuenga  Blvd.,  HoUy- 
wood  28. 

The  Jam  Handy  Organization, 

1402  Ridgewood  Place,  Hol- 
lywood 28. 

Ralke  Company,  829  S.  Flower  St., 
Los  Angeles  17. 

Spindler  &  Sauppe,  2201  Beverly 
Blvd.,  Los  Angeles  4. 

SAN  FRANCISCO  AREA 
Association  Films,  Inc.,  351  Turk 

St.,  San  Francisco  2. 

Westcoast  Fihns,  350  Battery  St., 

San  Francisco  11. 

•  COLORADO  • 

Dale  Deane's  Home  Movie  Sales 
Agency,  28  E.  Ninth  Ave.,  Den- 
ver 3. 

•  OKLAHOMA   • 

Cory  Motion  Picture  Equip- 
ment, 522  N  .Broadway,  Okla- 
homa City  2. 

•   OREGON   • 

Moore's  Motion  Picture  Service, 

33  N.  W.  9th  Ave.,  Portland 
9,  Oregon. 

•  TEXAS   • 

Association    Films,   Inc.,    1108 

Jackson  Street,  Dallas  2. 

George  H.  MitcheU  Co.,  712  N. 

Haskell,  Dallas  1. 

•  UTAH  • 

Deseret  Book  Company,  44  E.  So. 

Temple  St.,  Salt  Lake  City  10. 


REFERENCE    SHELF: 

I  CONTINL  i:i)  I  liOM  I'KKl  El)IN(,  P\GE| 
lion  and  \ocational  auiilarict-.  A  litle 
index  is  included. 

The  running  time,  rental  fee  and 
content  matter  of  each  motion  \nr. 
ture  is  briefly  slated  and  bonkm. 
procedures  are  treated. 

Free  copies  may  be  obtained  by 
writing  to  Business  Education  Films, 
Film  Center  Building.  630  Ninth 
Am-..  New  York  36.  N.Y. 

«         «         « 
Microscopic  Filming  Methods 
Treated  in  Kodak  Booklet 

♦  A  2o-]iage  booklet.  "Motion  Pic- 
tures Through  the  Microscope," 
has  been  issued  by  Eastman  Kodak 
Company. 

Prepared  as  a  i<implimeritar\  pub- 
lication to  the  Kodak  Data  Book, 
"Photography  Through  the  Micro- 
scope, the  ne\\  booklet  has  been 
published  in  answer  to  the  request 
of  many  microscopists  and  covers 
the  additional  technifal  problems  in- 
volved in  making  motion  pictures 
through  the  microscope.  The  latest 
methods  are  discussed  in  detail. 

The  booklet  max  be  obtained 
without  charge  by  writing  Sales 
Service  Division,  Eastman  Kodak 
Company-  34.3  State  Street.  Roches- 
ter 4,  N.Y. 

«       «       * 

Manual  on  Film  Cataloging 

♦  .Vpplicaliuns  for  business  film  li- 
brarians starting  out  to  organize  or 
re-arrange  their  film  collections  may 
be  found  in  the  "Manual  for  L'se  in 
the  Cataloging  and  Classification  of 
Audio-\  isual  Materials  for  a  High 
School  Library." 

Prepared  by  Miss  Eunice  Kfn. 
librarian.  Lakeland  High  School, 
Lakeland.  Florida,  the  manual  gives 
practical  and  up-to-date  aid  to  li-  • 
brarians  in  the  job  of  simplifying 
the  cataloging  and  classification 
process. 

Illustrations  of  catalog  cards  are 
shown  and  directions  clearly  gi\en. 
for  cataloging  films,  filmstrips, 
slides,  maps,  microfilm,  phonograph 
records,  recordings  and  stereo-  j 
graphs.  The  manual  may  be  ob- 
tained by  writing  the  author. 


HELP   WANTED 

Sail's  Manager  and  salesmen 
for  audio-visual  di\ision.  To]) 
Lines.  Salary  and  override. 
New  car  supplied.  Must  bf 
experienced.  Established  com- 
pany  25  years.  Write  ini- 
Micdialelv. 

CHARLES   MAYER    STUDIOS,    INC. 

130  West  Bowery  Street 

Akron  8,   Ohio 


USE  THIS  DIRECTORY  TO  LOCATE  THE  BEST  IN   EQUIPMENT,  FILMS  AND  PROJECTION 


NEW   YEAR 
RESOLUTION 
YOU'LL  EVER 
MAKE: 


to  try  out  thoroughly  during  1956 
the  personalized  service  and  extra 
attention  which  come  as  an  auto- 
matic bonus  with  every  job  by 
Capital  Film  Laboratories    ^ 


PRINTS  BY  CAPITAL/ 


CAPITAL 

FILM   LABORATORIES,  INC. 


1905  Fairview  Ave.,  N.  E.,  Washington  2,  D.  C. 
Telephone:  LAwrence  6-4634 


Scotch 


•  Magnetic<^Laminate 

•  RCA  Sound  Recording 

•  Editing 

•  Processing 

•  Printing 

•  Service  Studios 


e^xi^^&.O'^i^^^ 


u 


FROM    THE     PRODUCERS    OF 
THE     MOTION      PICTURE 

Rudolph  the  Red- Nosed  Reindeer' 

/^  JAM  HANDY 


NEN       ORK  19 
1775  b    OADWAY 


HOLLYWOOD  28 
1402  RIDGEWOOD  PLACE 


DETROIT  11 
2821    E.  GRAND  BLVD. 


DAYTON  2 
310  TALBOTT  BLDG. 


PITTSBURGH  22 
GATEWAY  CENTER 


CHICAGO   1 
230  NORTH  MICHIGAN  AVE. 


mA0i 


